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[13] The above-entitled matter came on lor 

[14] admlntetraJMe deposition, pursuant to notice, at 

[15] 1:15 p.m. 
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JOHN B. WILLIAMS, Attorney 
Collier, Shannon. Rid & ScoH, PLLC 
3050 K Street, N.W.. Suite *00 
Washington, D.C. 20007 
(202) 342-8400 


ON BEHALF OF THE WITNESS: 
DANIEL.^. TAYLOR, JR.. Attorney 
KUpalrt^k StocKt^t LLP 


i Street 

Salem, North Carolina 27101-2400 



a witness, 
previously’ 
as follows 



EXAMINE 
BY MR. SH( 
oon, Ms. Burroi 
noon. 

ou feeling today? 

, thank you. 

;o? 


Q: Goo< 

A: Good 
Q: Howl 
A: Well j 
Q: Rcadv 
A: Yes, l| 

Q: You understand that you are still under 
oath from yesterday? 

A: Yes, I do. 

MR. SHONKA: I would like to have marked as 
the first exhibit for today, Burrows Exhibit No. 11, a 
document that has a Reynolds bates number on it of 
514349111 through 9113- 

(Burrows Deposition Exhibit Number 11 was 
marked for Identification.) 

BY MR. SHONKA: 
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[t] Q: Ms. Burrows, if you would take a minute to 
(21 look at the document, and in fact, while you are looking 
pi at it, I would ask that you also look at an exhibit from 
Pi yesterday's deposition which we had marked as Burrows 
tsi Exhibit 8. 

pi Ms. Burrows, I will represent to you that 
Pi Burrows Exhibit 8 and Burrows Exhibit 11 are in all 
(si respects, except for the caption and the date and the 
Pl addressee, the same, at least in the text, that the text 
|[io] is. I will not make that reprcscniadon for the CCs as 

[11] I have not compared them. 

[ 12 ] A; It looks similar. 

[13] Q: The question I have is why did you send 
(mi this Burrows Exhibit 11 to Mr. Hall? 

(is) MR. TAYLOR: About what, a couple of weeks 

[is; later, looks like eight, September something or another, 

[it] September 20 something or other. 

(t«j THE WITNESS: Perhaps 27th. 

(is) MR. TAYLOR: There was a lot of stuff on 

| 2 o] September 27th on yesterday's and this is October 6th. 

[ 2 tj What’s that, a week and a half or something, a week. 

[ 22 ] THE WITNESS: I really don't know why. 

[ 23 ] BY MR. SHONKA: 

[ 24 ] Q: Do you recall if anyone asked you to send 
PS) the document to Mr. Hall? 


Page 11B 

[1] A: I am sure I would have been asked to 

[ 2 ] because I wouldn’t have taken it upon myself. I don’t 
PI know who specifically that was.The normal practice 

w would be that it was someone who saw the first one and 

(5] thought Mr. Hall should see it. 

(6] Q: I note that Burrows Exhibit 8 is addressed 

(7] to Mr. Galyan? 

Pi A: Yes, very good. 

[9] Q: Thank you. It is addressed to Mr. Galyan 
(ioj and actually I see that it has no CCs. 

(iij A: Except the library. 

[i 2 ] Q: Do you have any reason to think it was 
[is] anyone other than Mr. Galyan who suggested or directed, 
(i4| whichever it was, you to send Burrows Exhibit II? 

(is) A: No, 1 don't. I don’t have any reason to 
(is) think it was anyone other than Mr. Galyan or ultimately 
(iTj Mr. Galyan. 

[ib] Perhaps it will be generally helpful to 
(i9j offer to you some information. A common practice for 
( 2 oi junior people was to draft material for their immediate 
pi] supervisor’s review and it went no farther until the 
[221 immediate supervisor deemed that it should or made 

[23] corrections or whatever was necessary. So I don’t know 

[24] for certain about these documents, but that was a fairly 

[25] common practice was to first address anything to your 
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PI supervisor for review and then his judgment wouid 
pi dictate any further distribution. 

{3j Q: Is that to say that Burrows Exhibit 8, 

H) which is directed to Mr. Galyan, might have been drafted 
is! with the intention that it would ultimately go to Mr. 

It! Hall? 

[7] A: It might or might not have been, I don’t 
m know. 

p) Q: But ttjjy; wt^uld have been a common practice? 

|io] A: That would Wve been a possibility. It 

ini could haveSji!||g^hi] asked me to do it in the first 

Ii 2 ] place for h^own reasons that I don’t know. 

(i3] Q: And (W^^ecall if you sometimes followed 
(t*l the practid*“you tjjescribed? 

(is] A: Yes, I^^y^hetimes, and I dor|*.know 
(is] exactly w highasfe dations. but analyt issue 
[i7] anything above their supervisor without their 
[is] supervisor’s dml®fTence. 

[is] MR. SHOljJCAiJfhank you. I woulc Jga^^ 

poj have marketl JjlWi^rrows Exhibit 12 a^pcu|nent that has 

pi] previously ^^^mentified in the adj|^^^tive 

P 2 j proceeding by complaint counsel as^^r^and I am 


[23] handing this td 
pj] (Burrows IS 
psj identification 


court reporter. 

Number 12 was m&rked for 


Page 121 

(1) Docs your review of Burrows Exhibit 12 in 

( 2 ) any way refresh your recollection as to the likelihood 

(3) that Mr. Moore in this case asked you to send a memo to 
l«l Mr. Hall? I note that Mr. Moore, for the record, is the 

IS] recipient of Burrows Exhibit 10. 

is] MR. TAYLOR: If you have a recollection. 

[7] Don’t guess. If you have a recollection, he is asking 
pi you for that. 

(B) THE WITNESS: I don’t see any clues as to 
lio] how the second copy would have been directed. I don’t 
|iij know. 

1125 BY MR. SHONKA: 

Ii3j Q: Do you have any understanding as to what 
|i*l Mr. Hall’s interest in federal excise tax issues were at 

(is) that time? 

Ii6] MR. WILLIAMS: Object, lack of foundation. 

(it] It depends on if she has any interest in it. 
lie) MR. TAYLOR: So what, if any, interest he 

Ii9| had in 1982 at the time these were written, if you have 

120 ] any knowledge of that? 

pi] THE WITNESS: I don’t have any direct 

p 2 ] knowledge that I know of. The whole company was 

123) interested in the federal excise tax increase, but that 

p«] would be a guess on my pan. 

psj MR. SHONKA: Next I would like to have 
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[i] marked as an exhibit a document that has the Reynolds 
p] bates numbers 501432327 through 501432336. 
pj (Burrows Exhibit Number 13 was marked for 
[6j identification.) 

isi BY MR. SHONKA: 

[6] Q: And for the record, I note that Burrows 

P] Exhibit 13 is a memorandum dated October 13,1982 from 

pj L.W. Hall,Jr.To Mr. L.M. Orlowsky, O-r-l-o-w-s-k-y. 

PI How do you pronounce it? 

|io| A: I would say Orlowsky. 

in] Q: And Mr.J.W.Johnston.The memo has 

Ii 2 ] attached to it, first, a memorandum that is labeled 

|i3] confidential and is dated October 6,1982 from Ms. 

IK] Burrows - 

(is] MR.TAYLOR: Looks like Exhibit 12 to me. 

(is) MR. SHONKA: To Mr. Hall. It appears to be 

(17] 12. 

(is] Ms. Burrows, have you ever seen Burrows 
119] Exhibit 13 before? Do you recall? 
poj MR. TAYLOR: You mean as it’s constituted 
PD here today, that is, the October 13th cover sheet to the 
( 22 ] October 12,1992 memorandum? 
m MR. SHONKA: Yes. 

P 4] THE WITNESS: Since I believe the 
ps) difference is in the cover sheet. 
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(i) MR. TAYLOR: The question is whether you 
PI have seen if like it is here today? 
pi MR. SHONKA: In its present state. 

[4] THE WITNESS: I don’t think so. I don’t 
(sj recall. 

[«] BY MR. SHONKA: 

pi Q: Do you recall seeing the attachment to 
pi Burrows Exhibit 13? 


PI 


MR.-pSYL 

(101 Exhibity.3? 
(ill MR. S 
(i 2 ] to be 




: The attachment to Burrows 
Yes, the document that appears 

: That appears she authored. 

IS: She already said she saw it. 

£S: I assume that wh at is.-: 

’. Hall’s cover men|jp1ftnt same as Exhibit 
signed by me too^s like some of 


(i«l the - a lot of she stuff I did on 


[is] have S' 



before. 

BY MR. S 
now who Mr. Joh 
with Reynolds 

y. 

row w sitio 


ps; at that 



[(i 


pi people a. 
Pi Q: We; 
[4] knowled; 
isj MR. TA 
m can reca; 
P) THE Wl 
[8] 

[sj Q: Ms' 
[to] yesterday 
(in Reynolds! 
A: Yes, 
Q: Thai 
|i4] docume 
(is] MR.WI 



('21 

|131 



were 

t’s all I know, 
y above Mr. Hall, ti 
recollection? 

: Don’t guess. If y&u 



d say I 


s, what 
er13,1982? 

lowsky held 
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or 




and 


S: I’m not sure. 

BY MR. S 
ws, do you recall 
rding your suggestion in 
alf packs of cigarettes? 
o. Well, in general, yes. 

I don’t have to bring out another 



ussson 
memo that 



: Are we going back to the 
(i«i half pack document? 

[in MR. SHONKA: No. I asked her only if she 

ti*) recalled the discussion.The reason is so we wouldn’t 

[ 1 *! have to go back to the half pack document. 

pot I ask the reporter to please mark this as 

pjj Burrows Exhibit 14. 

P 2 ] (Burrows Deposition Exhibit Number 14 was 

[23] marked for identification.) 

p4] MR. TAYLOR: This is difficult to read. 

psj BY MR. SHONKA: 


[1! 

P) 

PI 

W 

IS] 

[61 

PI 

PS 

PI 

(101 

("I 

( 12 ] 

(13| 

{'*) 

[IS] 

(IS) 

[17] 

[18! 

[191 

P0) 

pi] 

[ 22 ] 

P 3 ! 

P«l 

P51 


(U 

PI 

PI 

w 

!S] 

( 6 ) 

[7] 

m 

PI 

[ 10 ] 

111 ] 

| 12 ] 

(13] 

[1*1 

(IS] 

[IS] 

[17] 

[IS] 

[ 19 ] 

(20) 
PU 
P2] 
[21] 
P4] 
PS] 
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Q: I will- 

MR. WILLIAMS: I can’t read it, I’m sorry. 

You are going to have to give - 

MR. SHONKA: I will identify it for the 
record while you read, but I will wait until everybody 
is ready. 

It is a memo that is labeled confidential, 

It is dated October 14,1 believe, 1982. It is a memo 
addressed to Mr. L.W. Hall, Jr. from Ms, D.S. Burrows. 

The subject is marketing implications of the NBER study 
on price sensitivity among adults 20 plus. 

MR. WILLIAMS: I think the problem is mine 
is mis-stapled. I have got - 

MR, TAYLOR: Looks like your second page is 
my first page. 

MR. WILLIAMS: Oh, I see. 

MR. TAYLOR: The second page is worse than 
the first page. 

THE WITNESS: I am having a very difficult 
time figuring out what this says, just reading it 
because of the copy. 

MR. TAYLOR: Is there a question pending or 
you just wanted her to read it at this point? 

MR. SHONKA: Let me cut through this. 

Maybe we can avoid reading it. 

Pago 126 

MR. TAYLOR: Let me tell you what I have 
here, too, I have three pages. How many pages do you 
have, Diane? 

THE WITNESS: Two. 

MR, WILLIAMS: Mine is two, 

MR. TAYLOR: My third page is my first page 
all over again, so I will take care of that problem. 

Now I have two pages. 

MR. WILLIAMS: I’m sorry, what is the date? 

I cannot read the date. 

MR.TAYLOR: Something ’82. 

MR. SHONKA: Bear with me a moment. I will 


check the exhibit list. 

MR. TAYLOR: Looks like it’s double digits, n> 

I—* 

but I’m not totally sure of that. co 

MR. SHONKA: October l4th.Ycs, the ^ 

exhibit list indicates it is October 14,1982. £ 


Ms. Burrows, I draw your attention to the 
bottom of the first page. Can you make out the - 
asterisk, and then up just above the asterisk there is a 
paragraph that is numbered three and it says ’"Half 
packs'(10‘s or 12’s) of a new or existing younger adult 
male brand, as an alternative to the brand’s 20s.“ Do 

you see that? 

THE WITNESS: I see that. 
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CD BY MR. SHONKA: 

PI Q: Do you recall anyone suggesting to you that 
p) you forward or send your recommendation for half packs 
M to Mr. Hall? 

is] MR. TAYLOR: Objection. 

(6} MR. SHONKA: An earlier recommendation that 

p] we discussed yesterday. If you wish to go back, Ms. 

Pi Burrows, to the document you reviewed yesterday we can 
p] do that. ^ ^ 

[ioi MR.TAILOR: |et’s do that. Is the 

jtil question, c8[§|g!Si - because I think they are different. 

{izi What's thjjTexhibjt number? 

[ioi MR. will not represent the 

|H| exhibits a^theMme.They arc not. 

[is) MR.TAYfi^Sff think the questioiHs 
tie) different. ||ggfiigf words, the reco maa^ Btion at one 
[in point had |^. ; ^ymth one thing and Chis is a different 
[iaj recommetmatidiO'hat's where I'm That's my 
[is] memory, s Sfgj>?£$il 0 the warbles of at times, 

pq This looklffe it's Exhibit 9. ^|. 

pij MR. It’s Exhibit 9. Isjg^jss 

pal . BY MR. SHOfmlu^ 


apon at one 
a different 
ghat’s my 
I at times. 


P3j Q: Ms. Bu 
P4] Burrows Ex) 
P5] A: Mr.Tajj 


you now nav$ 
9 Vs well^^urrov| ; 
^ovided&e^l'ith it! 


i you 
Nt 14? 
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dated 

mmended near 
point, 
nokers.As 
are. Brand 
rand’s 20'$? 


in MR. TAYP^PP^eah, that’s mine. 

Pl MR. SHOfifeii^Iere is the originarpfl&sd 
Pi you both hav€|y|opy. $0^* . 

{*) In BunowpSamibit 9 in a memoranHufff dated 

ts] September to Mr.Galyan.yoiTrecc^tnmendednear 

Pi the bottom Qf>the first page the firs^g||g^x>int. 

Pi "Half packs a$g|^|ogical size for beginner smokers.As 
[81 mature smokcr^their rate will doublFcinmbre. Brand 
M loyalty woul dlcaji rv this brand over fa^pK^rand's 20'S? 
no) MR. WILLI/J||L You just read from nine? 

(it) MR. SHON^jj^jreah, I am just reading from 
|tzj nine. 

[13) THE WITN^S^I see the two paragraphs. 

[14) _ BY MR. SHONKA: 

(is) Q: In BurrlliPlliliibit 9 you did, did you not, 

[iaj make a recommendation that Reynolds market half packs? 
(i7) A: The memo says I recommend marketing half 
[«) packs because, and then the bullet point, yes, sir. 

[iq MR. TAYLOR: Younger adult males, 
pq THE WITNESS: In Exhibit 9 I was 
pij referencing.Thai’s the one I thought you asked me, did 
P 2 ! I not recommend it in Exhibit 9. 

P3j MR. SHONKA: I did. 

P<) THE WITNESS: And the memo says I did. 
psj MR. TAYLOR: Do you have any recollection 
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til of it here. 

pi THE WITNESS; Of it here, I remember when I 
PI saw Exhibit 9 yesterday, I recalled that I had suggested 
(4) such an idea. 

ts] BY MR. SHONKA: 

[6] Q: And my question to you now is, did Mr. 

(7j Gaiyan ask you to send your recommendation to sell half 
[s] packs on to Mr. Hall? 

(9) A: I infer from this material that he did not 
(ioi do exactly that or what would have happened is Exhibit 9 
[ii] would have been re-addressed or something to Mr. Hall, 
jtizi Q: You are saying the text of nine would have 
[iaj been the same then as 14 had that - 
[u] A: There are substantial differences between 
'[i5i these two documents in termsofalmost everything except 
lie] the similarity between point number three on Exhibit 14 
[it] and some similarity between that and bullet point one on 
[is] the first page of Exhibit 9.There may be other 
us] similarities, but almost everything 1 see before me in 
[ 2 o] the Exhibit 14 looks different, 
pu Q: Sitting here today, do you have any reason 

[ 22 ] to think that you sent Burrows Exhibit 14 to Mr. Hall on 

[23] your own initiative? 

[24] MR. WILLIAMS: That’s 1 6 years ago.What 

[25] is the purpose of this? 
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[i] MR. TAYLOR: The reverse of that, it’s sort 
12 ] of an unfair question. Do you have any reason to 
Pl believe you didn’t send it on your own initiative. 

[4] Isn’t there another way to get at what you want? 

[sj MR. SHONKA: I’m not sure. I am only 

is] asking her if she has any reason to think that she did 

[7] it on her own initiative. 

(8] THE WITNESS: What I am reminded by your 
Pi question to state is Exhibit 9, as I recall it, was on 

[iq my own initiative. Nobody ever asked me to do that, and 
[i i] I recall that some people were upset with me for that. 

[iq Exactly the content of their complaint I don’t recall, 

[iaj but I recall some people were angry with me,and beyond 
[i4] that, I can’t answer about Exhibit 14, 

[is] BY MR. SHONKA: 

[i q Q: J ust to clarify that, the anger was 

[i7] directed at you because of Burrows Exhibit 9? 

[iaj A: I recall it that way or for getting into 
[iq this without being asked or something -1 presume it 
pq was this memo, yes. 
pi) Q: This memo being Exhibit 9? 

[ 22 ] A: Exhibit 9, yes. 

pa) Q: One last question before leaving the area. 

p4] Do you recall editing Burrows Exhibit 9 at Mr. Galyan’s 

psj request to make it Burrows Exhibit 14? 


For The Record, Inc. - (301)870-8025 


Min-U-Script® 


ttp://legacy.library.ucsf.ed 8 diil'/fe®nrtlf{ 2 tfli 0 )^pdk.industrydocuments. ucsf.edu/docs/lfjl0001 


(7) Page 127 - Page 130 


52189 4126 





DIANE S. BURROWS 
VoL 2, June 3, 1998 


R.J. REYNOLDS TOBACCO COMPANY 
MATTER NO. D09285 


Page 131 

|ij A: No, sir, I really don't. 

K MR. SHONKA: 1 would Like to have marked a 
pi document that is identified as Reynolds bates number 
M 503189845. 

(S] (Burrows Deposition Exhibit Number 15 was 
t«i marked for identification.) 
m BY MR. SHONKA: 

is] Q: For the record. Burrows Exhibit 15 is a 
pj memo dated October 7,1982 to Mr. Steve Perry, RJR 
[io] Tobaccb International from Ms. Diane S. Burrows.The 


1H| 

(IS) 


[i«] Burro 


[17] 

[ 16 ] 

[ 10 ] 

po| 



[ii] subject 
[iz] witnes 
[i3] documi 
A: Ye 
Q: Hive 


e elasticity estimates. I ask the 
a few moments to take a look at the 


finished looking 


, do you rccoi 


ur signature at th 


pi] first page? 

[ 22 ] A: It appears to be. 


[23] Q: I as! 

[24] you say 

[ 25 ] Cana 



look at the fir 
.are thre^^ns w: 
price ^§§^city 



document? 


of the 


there 

y assist RJR 
rchV What is RJR 


[i] Canada* 

pi A: It 

PI organiza 

[4] assume it 

(5) that.whi 



this is again getting) 
arts at the corpo Bjjgpfcvj :!. I would 
s-jthe Canadian business of RJR or infer 
s in various years ’calledMcDonald’s or 
PI under an<plii|company or not. flSIilllfiy unclear on 

Q: Ispgpi^nacia and RJR to the 


(8) 


pi best of 
(ioi MR.WI 
[ii] personal 


(12) 


MR. S 
[i3] that time? 
(,4j MR.TA 1 
ns] understa 
[16] 



owledge, the sar 
S: Objection. Does she have 
ledge? 

: Was that your understanding at 



1982, is it her 
ey were the same thing? 

MR. SHONKA: No. 

THE WITNESS: I'm really not very good on 


[17] 

[ia] the corporate structure. 

[i9i BY MR. SHONKA; 

pot Q: Where is RJR Tobacco International located, 

pi] headquartered? 

P 2 ] MR. TAYLOR: Where is it now? 

[ 23 ] MR. SHONKA: Yes. 
p4] Where is it now? 

ps] THE WITNESS: I read in the newspaper that 
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[i] it moved to Geneva perhaps. 


BY MR. SHONKA: 

Q: Where was it headquartered in 1982? 

A: I'm not sure. 

Q: Has RJR Tobacco International had business 


PI 
pi 
M 
PI 

pi offices here in Winston-Salem? 


MR. WILLIAMS: May I have the question 


[ 7 ] 

pi had or have? 

pj MR. SHONKA: Had at any time. 

[10] MR. WILLIAMS: At any time have they had 

[11] business offices? 

[1 2 ] MR. SHONKA: To the best of your knowledge? 
MR.TAYLOR: To your knowledge? 

THE WITNESS: Yes. 

BY MR. SHONKA: 

Q: Were they ever headquartered here in 
[i7i Winston-Salem? 


[131 

[ 1*1 

(IS] 

[1SI 
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[is] A: I believe so. I know there were some 
(191 offices for Tobacco International people at one time in 
[ 20 ] Winston-Salem. I am not sure where their official 
pi] headquarters was at any given point in time, 

(221 


Q: Do you have any sense of the time when they 


pa] had offices here in Winston-Salem? 


[24] 


A: The part I can clearly recall is when I did 


psj the brief consulting project that I think was in 1994 
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[i] forTobacco International, and I did go to offices in 
Pi the Plaza building here in Winston-Salem, so that’s how 
Pi I know they had offices, some offices here at that 
W point. 

Q: Do you know where Steve Perry was located 
at the time you sent Burrows Exhibit 15 to him? 

A: No, I don’t. 

Q: Maybe I need some help here understanding 
how memoranda would have been transmitted from you for 
Mr. Perry with only the address on it of RJR Tobacco 
MU International? 

( 12 ) MR.TAYLOR: Ask the question. 

BY MR. SHONKA: 

Q: My question is, do you know how that would 
[is] have been done? 

[i6] A: Not really.The secretaries handled that. 

Q: Was it a common practice to send 


Ul 

to 


[17] 


[is] information to RJR Canada? 


A: I really don’t know. 

Q: Did anyone ask you to send this information 


[ 19 ] 

120 ] 

pi] to Canada? 

[ 2 *i A: I’m sure they did. 
p3| MR. WILLIAMS: Wait a minute. 
[24] MR.TAYLOR: To Steve Perry? 
psj MR, SHONKA: To Steve Perry. 


co 

in 


to 

-j 
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O ) MR. WILP 

P) 

P) Q: Is it yoi 
{*] addressed in 
j5] that you wet 
(8] Reynolds? 

(7i MR.TAYLC 


(b] same one t|^ 
m MR. WILD 
fioj same one. 
fnj THE WITN 
[t 2 ] Steve Perry, i 
[i3| statistical soi 



§>Is there a questioi^™^ 
¥ BYMR.SHOimlt 
^lerstanding that 
lows Exhibit 15 is fn^TSSr? 
tfuainted with earhHnyo’i 


lat you believe toDbethe 
>ted on - rjj™ 

She already said 

I think so. I said I knew 


|erry 

le Mr. Perry 
lt career at 


Jd now that you mention it, he did do some 


[is) statistical something, I think. 

[U] BYMR.SHONKA: 

[is] Q: Did yoill$$itfn.ue to stay in contact with 

lie] Mr. Perry after your early years at Reynolds, after your 

to) position as a librarian? 

(i«! A: I wouldn't say I stayed in contact, no. 

[i»l Q: Did you continue to have business dealings 

£zo] directly with him? 

pi) A: No business dealings after he left 

(zzj Reynolds,! am fairly certain of that. 

p»] Q: While he was still at Reynolds, and by 

p«l Reynolds here I mean Reynolds domestic or Reynolds 

ps] international, did you have any business dealings with 
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[1] him other than that indicated in Burrows Exhibit 15? 

( 2 ) A: I was rather surprised to even see a memo 
p] addressed to him. I recall very limited, if any, 

(*) business dealings with Mr. Perry. 

!5] Qr Do you recall any, though, other than that 
{«] reflected in Burrows Exhibit 15? 
pi A: No, sir. I’m just saying since there is 
£8] this exhibit there may have been some limited, but my 
p) recollection he was part of a group that stopped off 
[io] every Friday night after work and told good jokes and 
£ii) that’s the main thing I knew about Steve Perry, so - 
[i 2 ! Q: I understand. Just where did he stop off? 

(i3j A: in those days the Sir Winston downtown, v. 

(i4| which no longer exists. 

[is] Q: That’s unfortunate. 

(16) A: Part of a large group in those days. 

(17) MR. WILLIAMS: David, I thought we gave you 
tig) a list of the restaurants in Winston-Salem. 

(i9) MR. SHONKA: It turns out this one is 
£ 20 ) closed, John, that's all. 

pi] MR. WILLIAMS: Do we have a number on that 
£ 22 ) last exhibit? 

(23) MR. SHONKA: 15,1 believe. 

(24) Ms. Burrows, after you finished your 

(25) position as a marketing research analyst, what position 
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£i} did you take next with Reynolds? If you need to 
£ 2 ) resort - 

Pi MR. TAYLOR: I don’t want her to resort to 

[4] that. If you remember, answer the question. 

(5) MR. WILLIAMS: What year arc we in now? 

IB) MR. SHONKA: 1983- 

[7] THE WITNESS: Well, sir, one technical 

l»] difficulty I have here is marketing research analyst is 
[9] not exactly a position in my view of things. It's a job 
[io] level and I believe I said yesterday that I thought I 
mu probably held three different positions as market 
[i 2 ] research analyst, so 1 need you to clarify the question. 

[is] Do you want me to answer about a position or a level? 

[i4] BYMR.SHONKA: 

[is] Q: Let me cut through it and tell you that 

lie) Burrows Exhibit 1 indicates that on May 1,1983 you 

(17) became a senior marketing research analyst. 

[18] A: Yes, if they say so - 

[is] MR.TAYLOR: That’s what it says, we’U 
[ 20 ] agree with that. 

pi) BYMR.SHONKA: 

[ 22 ] Q: And the question, you may have sort of 
£23] answered it already, is was this a job change or a 
£24] promotion? 

PS] A: As I recall it, that was a promotion while 
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[i! I was in a job assignment. I’m not 100 percent sure of 
P! that.That’s my recollection today. 

(3) Q: Did your reporting responsibilities 

(4) change? 

(5) A: At the time of that promotion, my 

(6) recollection is they would not have. 

(7) Q: Did you at that time begin to supervise 
ts] other people? 

Pi 

ob responsibilities differ? 
t of that promotion? 


( 10 ] 

("I 
!'2) 

[13] 

MS 

[u] and that; 
(is) 

[is] you wo: 

[it] A: As 
(in; assigne 
i»sj whatevi 

Q: 



it a raise and a better title 


or marketing reseah 
iy particular bram 
g it, I was atjjj 
alem brand resc 



[ 20 ] 




iyst. did 


up or unit or 



p was 


lem brand resean. 

g 

[at] obviously responsible for Salem 
[221 A: Weller research related to -;the Sa| em 
[23] brand, yes^^"';^ 

Q: Did itsfesavc responsibility fo&a&gs&her 


p*] 
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[tl matter? 

(21 BY MR. SHONKA: 

pi Q: I thought you indicated yesterday that some 
[ 4 i of the research ora great deal of the research you had 
[si done was more at a corporate level rather than brand 
isj specific, and the question - let me back up. Have I 
[7] misunderstood you? 

pi MR. TAYLOR: She said what she said and 
[B] it’s on the record, but - 
(ioi MR. WILLIAMS: We are going to be going 
tit) four days. 

[i 2 l MR. SHONKA: We’ll go faster if you don’t 
[ii] make a lot of objections. 

[i 4 ] MR. TAYLOR: Sure we will, but you will 

[isj take advantage of my client if I don’t make objections. 

[tfil MR. WILLIAMS: We have an obligation to 

(i 7 i make sure the questions asked are objected to if they 

lie] are improper, and I am sorry, but it is our duty as 

[isj attorneys to do so. 

|[ 20 ] MR. SHONKA: Thank you. 

[ 2 i] Can you answer the question? 


[ 25 ] brands? s 
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while you 


or is 


was typic 
[ii] marketing 
[121 Salem bra 
(isj Q; It’s 

[14] technical! 

(15) 


A: In a 



eve so. 

ork for any other 
rketing researc 
er brand research 

brand? 

ing for the brand 
orking - well, thi| 

, when the term 
erenced in marketing and these were 
rch positions, so - but related to the 
t would come in the package, 
g research, but it is not 
g for the brand? 
at the brand was often used to 


£h group 
rology 
my ears, that 


THE WITNESS: I’m sorry, can you say it for 


(22J 


( 23 ] me again. 


[24] MR. SHON KA: Would you please read it back. 
125) MR.TAYLOR: I am going to instruct my 
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client not to answer any questions that you ask her 
whether or not she said X,Y, or Z yesterday based on 
your reading of a transcript last night that was 
transcribed and the unavailability to her.That is not 
fair, counselor. It is not accepted practice in North 
Carolina and here it will not take place. 

MR. SHONKA: So the record is clear, I did 
not have the transcript last night have not received it. 
Reynolds has an expedited copy of the transcript, the 
FederalTrade Commission does not. 

MR. TAYLOR: I do not and I can tell you 


ht 


(te) refer to the marketing group, yes. 

[i7] Q: Purely marketing function? 

[isj A: It was a separate structure. 

[181 Q: Did you work then for any other brand 

pot research group while you were a senior researcher? 

pi] A: No. 

P 2 ) Q: I take it you continued to work on 
(23] corporate level matters? 

(24j MR. WILLIAMS: Let me object as vague. 

PS) THE WITNESS: What Is a corporate level 


ci 
[2] 

PI 
f*l 
IS] 

(61 
PI 
(»1 
(91 
(101 
I") 

[i 2 ] that. 

[is] MR. SHONKA: So the questions I am asking 
[hi are sincerely predicated on wanting to make sure that I 
[is] am not going on wrong assumptions. I am not trying to 
lie] waste anybody's time. 1 am trying to make sure we don’t 
(tTj misstate things, and so I have asked the witness to 
(is] please clarify things to make sure that I am right. 

[i»i That is the only purpose of the question. It is not a 
120 ] trick question. I promised not to ask trick questions 
pi] yesterday. 

[ 22 ] MR. TAYLOR: She is here as a fact witness 
pal to be examined about things that occurred, as I 
124] understand it, many years ago, and I would suggest that 
[25] that's the way to ask questions, not as to what happened 
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yesterday. 

MR. WILLIAMS: Let me just before she does 
that, two things. One, 1 am going to object as well to 
characterizing her deposition testimony from one day to 

the next, and secondly, I don't have an expedited copy 

of this. I haven't seen a copy of this transcript. 

Let’s be careful about that. 

Let me put it this way, I do not have a 
copy of the^tsrans^ript from yesterday. Whatever they 
are doing today injterms of moving this along has not 
assisted ReytMS#any more than you in conducting or 
defending $is deposition. 

puld you go back to what she 
iy and read it back. 

is read.) 

BY MR.SHONJ 
ind to the question? 
ime objection. 

’m not sure what 
a correct, very gej 


PI 

R) 

PI 

HI 

£S] 

[61 

PI 

PI 

PI 

[ 10 ] 

[ 11 ] 

(12] 

[13] 

(«*] 

[15] 

!«] 

[It] 

[IS] 

(19! 

t»l 

PI] 

Pi) 

P3] 

P<> 

psj 


MR.TAYL 

testified to ] sterej 
(The re(j 



Q: Can y| 

MR. WILLIAMS; 

THE WITh 
said yestertj 

characterization of my work in mari 
Reynolds thatjnore of it was addresfe 

the industry, tb^otppany business 

brands and ndya^slfpportjdy&ie sp 
i BY HON 




rch at 
Analysis of 
lad range of 
nd. 


[i| 

Pi 

Pi 

M) 

[5] 

[ 6 ] 
PI 
(»] 
PI 

[1C? 

[ 11 ] 

[12] 

[13] 

| 1 <] 

PS] 

[i«] 

[it] 

[IS] 

( 1«1 

PO] 

PU 

P2J 

P3J 

P<l 

PS 


Q: And 
research anal 
work as well 
group? 

A: While I 
research gro 
what was de 
believe thai 
analyst by no 
my duties woi 



tion is, as a semo: 
id you continue to' 
king for the Sail 





ties related to 
rand. I 
ch senior 
r job where 


orking for the 
ould have 
necessary for the 

I was still a mark 

II was rotated to 
ave changed. 

Q: What other position? 

A: The ne ^pos ition I recall was reporting to 
Dick Nordineflnp I guess I have a sheet, but it 
wouldn't tell fpcfyo uld it? 

Q: So at somt^pffmt you changed supervisors 
while you continued to be a senior marketing research 
analyst? 

A: Yes, sir.As we discussed, these titles 
and the actual jobs didn't necessarily change at the 
same time. 

Q: Thank you. Do you recall when you began 
working for Mr. Nordine? 

A: I have a recollection that it was in - 

MR. TAYLOR: If you have a recollection, 
but don't read off a piece of paper or tell him you are 
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jt] reading off a piece of paper. 

( 2 ) THE WITNESS: My recollection is it was In 

pi the month of November, and that must have been 1983. 

[4] BY MR. SHONKA: 

PI Q: Thank you. Did you as a senior marketing 
[6] research analyst ever work on a project called the 
7 ) Younger Adults Task Force? 

[8! A: I don’t recall any task force during that 
Pi period. 

[ioj MR. SHONKA: I would like the reporter to 
[i ij mark as the next exhibit, which is Burrows Exhibit 16, a 
[i 2 ] document that has the bates numbers 502631142 through 
[ij] 1149. It has previously been marked as CX-842 in the 
[i4] administrative proceeding. It is a memprandum dated 
[is] November 16,1983 from D.S. Burrows to L.P. Mabee, 

[is] M-a-b-e-e, S.Y. Evans, E-v-a-n-s, and S.W.Teague, 

[in T-e-a-g-u-e. 

[is] (Burrows Deposition Exhibit Number 16 was 

[is] marked for identification.) 

poi BY MR. SHONKA: 

pi] Q: Ms. Burrows, I would ask you to look at the 

p 2 ] first paragraph of the memorandum that I have just 

p3] identified in which it says, "In our last younger adult 

P4| task force meeting you asked me to forward a suggested 

psj procedure for analyzing the importance of aging versus 
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[i] other effects on brands’" - that’s s’ - "historical 
m shares of smokers, and projecting possible aging effects 
PS in the future.” 

(4j If you want to take a moment to look at the 
[si rest of the document, you may. 

[6] MR. TAYLOR: Is there a question there? 

[7] MR. SHONKA: I want to make sure the 

is] witness is comfortable before I ask questions, sir. 
p] MR.TAYLOR: In that case you may never get 

[ioj to ask a question as far as her comfort level. 

HD THE WITNESS: I have looked at it. If we 
[i 2 ] go into detail, I may look some more, 
ini BY MR. SHONKA: 

[u] Q: Ms. Burrows, the only question I have is, 

[is] does your review of Burrows Exhibit 16 refresh your 
[i6] recollection as to having worked on a younger adult task 
[i7i force? 

[ia] A: To some limited extent, yes, sir. 

[is] Q: What can you tell me about the task force? 
poj A: The way it comes back to my mind is that 
pi) there was an interest in incorporating some of the 

[ 22 ] arithmetic, I will call it, or other groups learning to 

(23) use similar arithmetic to predict aging effects, and 

P4j there was a group that got together, which I see must 
psj have been called a task force, and my role was to try to 
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Ci] help everyone learn to work this arithmetic and possibly 
pi be able to make use of it in their areas. 

That’s what comes back to mind. 

Q: When you say "make use of it in their 
[si areas," are you saying that the task force - what do 

(8) you mean by that? 

[7] A: The people the memo is addressed to didn’t 
[»l work in the same area that I did.They worked in other 

(9) - and, I |Bn't fenow exactly where - other departments 
(to] within tWmg^tet research department.These other 
(til personsjsftne market research department were not 

(izj familiar to implement some of the more or less 

[is) arithmetic thatT had been doing to attempt to project 
[i4j future bp^d spares or that kind of thing. 

[is] So must have had a share 

[is] the learffing with other groups market research, 

[17] and thaiiiillihat’s the general ^collection 1 have 
[is] about this kind Of thing. 


[is) Q: W; 
poi related 
[ 2 i] yesterday? 
p 2 ] A: I wo 
[231 There is c 

124] 

PS! seen in 



orfc that you did 
conometric mod 


Jdn’t say directly relat 
some commo 





e sense then as ai|piSIg|p, but 
ion of the first project^. 

A: Righ^^t 
Q: Do ys*u fcaaow who set up th^jcask force? 
A: No. s^^idn’t even remer 
why it was se 
en you my best kit 




on't recall any o 



n for 



e is a new name for us on these 
far as I know. Could you tell me who he, 


jer it. 

_s & 

[«] Q: Do 

[7] A: I ha 

[si recolle 
(vj Q: And 
[io] it? 

[it] A: No, s] 

[121 Q: S.W. 

[i3] deposition 
[u| she is? 

[tsi A: I bellevFSKSt would have been Susan 
[is] Teague. 

[i7] Q: Do you know where she worked? 

[is] A: She worked within the market research 

ri 9 i department, a variety of positions as was typical. She 

( 20 ) and I joined the market research -1 mis-spoke. I 

pit think she joined the company about the time I left the 

( 2 zj library and began trying to do market research as such. 

[ 23 ] Q: So you both began market research about the 

P4] same time? 

ps| A: Well, I technically worked for market 


sk force 

e discussed 

H&Jir- 

tween this kind of 
;etic we have 
model days. 
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[i] research as a librarian, but I recall her being new 
H roughly the time period after I left the library.That 
pi could be very imprecise. Our tenures with the company 
[4] overlapped. 

[s] Q; Do you know where she is now? 

(«] A: Where she is? 
pi Q: Yes. 

[8] A: No, not really. 

[o] MR. TAYLOR: It’s an hour plus. I'm going 

[i o) to make that note only to note it. 

HU MR. SHONKA: Wc can take a break any time 
[i 2 ] someone wants one. 

[is] THE WITNESS: Whatever suits - 

[i4] MR. SHONKA: I will let the witness decides 

[is] this one. 

[is] THE WITNESS: Since it's been suggested, 

[i 7 ] let's go ahead and do it. 

[lai (Recess was taken from 2:10 p.m. to 2:30 p.m.) 

[i 9 i (Burrows Deposition Exhibit Number 17 was 
bo! marked for identification.) 

PH BY MR. SHONKA: 

P 2 ] Q: While we were off the record I had marked 
[ 23 j Burrows Exhibit 17, which I have given to the witness. 
p 4 ] Burrows Exhibit 17 isa multi-page document with a cover 
psi that says youth smoking, November 21,1983. It has been 
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« 

[ij previously marked by complaint counsel in the 
[ 2 ] administrative proceeding as CX-843. 
p] Ms. Burrows, I ask you to take a look at 
[ 4 ] exhibit, Burrows 17, and tell me if you recognize the 
[s] document? 

[6] A: No, sir, I don't. 

[ 7 ] Q: Do you have any idea who prepared it? 

[8] A: No. 

[ 9 ] Q: Do you know or can you tell if it is a 

[10] Reynolds document? 

[i i] MR. WILLIAMS: What do you mean by Reynolds 

(i 2 l document? 

[ 13 ] MR. SHONKA: By Reynolds document I mean 

[i 4 j document that was prepared by somebody in Reynolds. 

[is] THE WITNESS: The only thing I could do is 

[is] look and see if it said Reynolds somewhere and I presume 

[i 7 ] you folks have already looked for that. I believe I 

(i«l have never seen this or heard of it before. 

BY MR. SHONKA: 

[ 20 ] Q: You are not familiar with it? 

[ 2 1] A: No, sir. 

[ 22 ] G: Tell me, are you aware in the fall of 1983 

pa] of a series of focus groups that were conducted as part 
[24] of a qualitative testing for younger adult smokers? 
ps] A: In what time frame? 


//I 
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Colorado to bctte &SBBSEtejt stand adult 
, consumers and as sThakers." 


PI Texas and Colorado to 

121 smokers as pegP|, consumers and as sfh|g] 
pi Do you seiytajt? 

W A: Yes.I se^it.-i 
is) MR. TAYLO^^he document says what i| 

(sj says. It doesnfSSp^ear to me this is a|lSlIilnent that 
Pi she authored pSSlike some earlier or k & g |g a |t it 
m usually starfdSpispracuce to ask her Jf s^e nas ever 
Pi seen it beforess^# p®® 

tto] MR. WILUAJgS&at usually is. 

Itil MR. SHONl^l^^’e can ask that question 
[i 2 l Have you see tlth.es document before? 

{i3) THE WITNEslIf) don't think so. I don’t 


[i 2 l Have you see tithe document before? 
ji3i THE WITNESS?) don't think so. 1 don’t 
(U) recall ever se tiflgiL.; 

(IS] BY MR.SHONKA: 

(i6[ Q: Having looked at the sentence I have read 
(in to you and the document, does this refresh your 
(i8i recollection at all? 
f«i A: No, sir, nothing. 

[MS Q: Okay, thank you. Ms. Burrows, do you 
pn recall an analysis that you did or report that was 
P 2 ) called younger adult strategies and opportunities 
(231 report? 

P <1 A: Some of the words sound familiar, but I am 
(25] not sure what you might be talking about. 
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(ij Q: Let me come at it this way. In the fall or 

( 2 ) in the late 1983, early 1984 time frame, what projects 

P! were you working on at Reynolds, if you can recall? 

(4) A: Late '83, early '84, is that what you 
[si asked? 
pi Q: Yes. 

[7] A: That was when I believe I was moved to the 

[8] Dick Nordine group - Dick Nordine's group, and the 
pj first assignment I recall was I was asked to do a 

[io] younger adult smoker opportunity analysis. 

[i ij Q: That was assigned to you by Mr. Nordine? 

[i 2 ] A: Yes. 

[is] Q: Who worked on that with you? 

[H] A: There wasn't a committee formed. Certainly 
(is) Dick Nordine would have since he was my supervisor. 

[is] Other people may have assisted me in collecting some 
[i7] data or typists, but there was no group that I recall 
[i8| working on it. 

[is] Q: The document was principally yours or the 
[ 20 j final product was principally yours then? 
pi] A: I would say so, yes. 

P 21 Q: How long did it take you to work on that? 

[23] A: Several months. It was due by the end of 
[24| the year and I didn’t make the date, 
psj Q: It was due by the end of 1983? 
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[ij A: Yes, that's my recollection, 
p] Q: And you said earlier you started working 
pj for him in November on that time? 
m A: Yes. 

[5] Q: So they didn't give you much time.When 

t«) you worked on the report, ho w didyou go about doing the 

pj opportunity analysis? 

pi A: How did I go about doing it? I wasn’t real 
Pi sure what an opportunity analysis was. My recollection 
[io] is I asked Dick Nordine and he said something that I 
in] recall being more or less along the lines of whatever 
[i 2 ] you want it to be and the suggestion was I start looking 
mi at data and see what ideas came to mind. 

[i4j So it would have been more or less that 
[is] process, to look at information and see if I could come 
[i6] up with something that would be acceptable to my boss, 
(i7j and that I thought was meaningful and accurate.That’s 
[is] about the process. 

|i9j Q; Did you - when you say "looking at 

pc) things," I assume that’s materials. Did it include - 

pi] probably library research, yes? 

P 2 ) A: I would expect so. since I had been a 
p3] librarian. 

P4] Q: Do you recall what else you did? 

psi A: I recall looking at some data at Dick's 
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(i) suggestion, probably, from segmentation studies which 
Pl had been, I think, done in his group periodically, that 
PI this might offer me something interesting to build a 
W report from. 

[5] Q: By segmentation study, you mean the 1981, 
is] '83 studies that we touched on yesterday? 

Pl A: I don't remember the dates, but 

{8] approximately every two years regular studies. 

(9) Q: So tffe libf^ry, the segmentation studies, 
no] what els' 

[i i] A: I re: 

[iz] at.The lil 
[i3j looking 
[h] suggestio 
[is] said som 
(tsi Q: Didf 
[i7] suppliers) 



on’t remember what ail I looked 
unds very likely, and I remember 
data from segmentation studies at his 
c I think there was some footnotes that 
gmentation study, 
outside ReynolcUp ny 

ve so. 

contact with D; 

5 

A: I don’t believe so. 

[221 G: How about interviews, did y4 luct 

[23] interviews ^ff^ynolds people? i 

A: With RgS&oids peasiggj donl so. I 


P<l 

[ 2 S] mayhav<^g||gg^omep$i&|S$f wha i think a younger 





[i| adult oppo 
Pi interesting 
Pi call a real L 
[4] Myrecofte 
isj plowed thri 
[6] Nordine liki 
Pi Q: We sa! 

(6) put that 
(9) Perry. Did 
no] receive an; 

[i t] you with 
MR. WIL 
THE WITI 
MR. SHO 



|y analysis would 
mething like that, but 
ew, no. I don’t re 
n is I went in th 
data untill came 

Lttle earlier today 
tax matcri; 
ceive - by way o 




Page 156 
t would be 
ing I would 


nd 

something Dick 


had 


cr for Steve 
did you 

from other parts of Reynolds to help 


[ 12 ] 

[13] 

( 1*1 



: Object, vague. 

: I don’t recall any. 

ould like to have marked as 

[is] Burrows ExlufniPfvlo. 19 a document dated February 17, 
[is] 1984 from Richard C. Nordine to A.M. Curry, RJ. Harden, 
li7] J.D. Weber, and the subject is younger adult work 
id] session. 

ii9] (Burrows Deposition Exhibit Number 19 was 

[ 20 ] marked for identification.) 

pil BY MR. SHONKA: 

[ 22 ] Q: Ms. Burrows, have you seen this document 
pa) before? I note that you have a CC to you, but do you 

[ 24 ] recall seeing it? 

[ 2 5] MR.TAYLOR: Does she have any 
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[i] recollection? 

pi MR. WILLIAMS: You have to ask 
pi recollection. 

[4] THE WITNESS: Let me read it. 

[5] BY MR. SHONKA: 

[6] Q: Sure, take your time. 

Pi A: I don’t remember anything about this memo. 

[8j Q: Ms. Burrows, do you by chance recognize the 
pi handwritten notation in the upper corner? Do you 
[io] recognize the handwriting? 

[it] A: No,sir. 

[i 2 ] Q: You have no idea who wrote absolutely 
[is] superb? 

[i4] A: No, I don’t. 

[is] Q: This memorandum refers to a first draft, 

[is] and do you know or understand this to be a first draft 

[i7] of your- 

[is] A: This memo? 

[is] Q: No, the reference to first - go to the 

pc) third paragraph, and the sentence says "Because of the 

pi] importance of this subject, we have not tried to avoid 

[ 22 ] controversy, at least not in the first draft." 

[23] MR. TAYLOR: She says she has no 

[24] recollection of this. Are you asking her if a specific 
[ 2 Sj thing refreshes some other recollection? 


Pago 15a 

[i( MR. SHONKA: If she understand that 
PI sentence to be a reference to the first draft of her 
(3| report. 

(4) MR. WILLIAMS: Objection, lack of 
[9] foundation. 

[6] MR. TAYLOR: She says she doesn’t remember 
Pi seeing it. I guess, as I understand it, the question 
[6] ought to be does this specific word or words right here 

[ 9 ] cause you to refresh any recollection you might have, 

[10] but- 

[11] THE WITNESS: I don’t know what chat means 
[iz] other than to read the words. 

ns] BY MR. SHONKA: 

[i4] Q: Do you recall if you prepared multiple 
[is] drafts? 

[i6| MR. TAYLOR: Of what? 

[i7i MR. SHONKA: Of the younger adult 
[i«l strategies and opportunities report. 

(i9j THE WITNESS: Well, sir, I said before I am 

[ 2 oi not 100 percent sure what document you are talking 

[ 2 i| about. We have been talking about my first assignment 

[ 22 ) which in my head younger adult smoker opportunity 

[23) analysis was assigned. Arc you talking about the report 

[24) that was the output of that? 

[26] BY MR. SHONKA: 


h 
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[i| Q; Yes. I’m not trying to confuse you. 

Pi A: I’m just trying to be accurate. I am under 
pi oath and I’m trying. 

[<] MR, SHONKA: Can we have this marked as 


Rags 159 


[5j Exhibit 20. 

lei (Burrows Deposition Exhibit Number 20 was 
pj marked for identification.) 
m BY MR. SHONKA: 

Pi Q: And pt th&^ecord. Burrows Exhibit 20 has 

no] been previouslyjjeen marked as CX-846 in the 
[it] administratn^^oceeding. It is a document that is 
labeled confidential at the top. It 

page strategic research report, 

ry 17,1984. It is 

^dult strategies an<f bppominities by 



[1 2 ] stamped 

[13] says on th 

[14] It is dat^d Fe' 

[is] entitled yepn 
(is) Diane S. B| 

! ,7 > MR - TA %§itlt| a PP ears m y copypnsiMs of 
|i«i 31 pages not including the cover p^d^ajyou just read 
[i9] about. 

hat’s correct. 

32 pages, really. 

MS: Does this docum^ntT 




P0) 

pij 

[ 22 ] 


MR. SH 
MR.TA' 
MR. WILLI 
p3] attachments 

[ 24 ] MR. SHO 
psj Ms. Burr* 



[i] at the 
a MR. 

Pi ever seen it 
(4! MR. SHON 
is) MR.TAYL 
Pi have you evi 

p] constituted, 

PI errors, bio 
Pi MR. SH 
[io] counsel, as it Tj 
HU MR.TAYL 
[in presently e; 

[is] notations on 
THE WITN 
MR. SHON 



any 


you tell me 
’ that, do you mea* 



es. 
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cognize it? 
you 


that, further, do 
n it before as it’s; 

. with some thing| underlined, 
stion marks, writ 
referred to the ej 
Resented to her. 
ive you ever seen it as it 
Tthat is, each page with each of the 
t’s placed? 

I’m not sure - 

nsel, you are coaching the 
(is) witness.That is improper coaching. I simply state 
(i 2 j that for the record, but go ahead, Ms. Burrows. 

[i8] MR. TAYLOR: I want to make sure what the 
[is] question is because I want to make sure it’s a fair 
po] question for this witness.There are ways to do this 
(ail and there are ways not to. 

[ 22 ] MR. SHONKA: Thank you. 

[23] THE WITNESS: I’m not sure if I have ever 
P4j seen this specific set before or not. 


[14] 

[ 15 ] 



PS] 


BY MR. SHONKA: 


t«) 
pi 
PI 
M 
[S] 
|6] 
n 
Pi 
P) 
[10] 
(ID 
112 ) 
[131 
[ 14 ] 
[151 
[ 16 ] 

[17] 

[ 18 ] 

[19] 

[ 20 ] 
[ 21 ] 
[22] 
P3| 
P<] 
PS] 


[1] 

PI 

P] 

[4] 

IS] 

!«] 

m 

[8] 

[9] 

[101 

[ 11 ] 

[ 12 ] 

[13] 

[ 14 ] 

[15] 

[IS] 

[17] 

[ 18 ] 

[ 19 ] 

[ 20 ] 

PI] 

[ 22 ] 

[ 23 ] 

[ 24 ] 

[ 25 ] 
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Q: Do you recognize the exhibit as a draft of 
the report that you prepared? 

MR. TAYLOR: By that question, you mean 
just the type. 

MR. SHONKA: I mean just the type without 
the comments. 

THE WITNESS: Just the typed part? 

BY MR. SHONKA: 

Q: Yes. 

A: It looks similar to the way I remember the 
report looking. I think it’s reasonable to think it’s 
probably a draft. It says draft stamped on the from. 

MR. SHONKA: 1 am asking the reporter to 
mark as Burrows Exhibit 21 a document that has been 
previously marked as Burrows - as complaint counsel 
exhibit CX-847 in the underlying proceeding, and I will 
represent that the typed portion of the text of Burrows 
Exhibit 21 is the same as the typed portion of the 
document that has been previously been identified as 
Burrows Exhibit 19- 

(Burrows Deposition Exhibit Number 21 was 
marked for identification.) 

BY MR. SHONKA: 

Q: The question, Ms. Burrows, is whether you 
recognize the handwriting on Burrows exhibit 847? 
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A: No. 

MR. WILLIAMS: That’s actually Burrows 
Exhibit 21. 

MR. SHONKA: I’m sorry, I stand corrected. 

Thank you. 

Ms. Burrows, just returning briefly to 
Burrows Exhibit 20, which is the draft of the report, I 
note that we have touched upon this already.There is 
some printing on this document and the question 1 have 
is, do you recognize that writing? 

MR. TAYLOR: Any of it? 

MR. SHONKA: Any of it. 

MR. TAYLOR: The only way you can do that 
is start on the front page and look through it. 

MR. SHONKA: Okay, take your time. 

MR. WILLIAMS: Counsel, you asked her to to 

identify the printing. Do you mean handwriting? co 

MR. SHON KA: Excuse me, yes, handwriting. ^ 

THE WITNESS: Whoever it is can’t spell. I 
don’t know who wrote on that. w 

BY MR. SHONKA: 

Q: You don’t recognize any of it? 

A: (Witness shakes head.) 

Q: Thank you for looking. Do you have any 
recollection as to who received copies of CX-20, the 
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m draft report? 

(21 A: No. 

PI Q: And by that I mean the draft report is 
(4j typed without the handwritten? 

[5] A: I have no idea. 

(6i MR. SHONKA: Actually, I am going to ask 
PI the court reporter to mark two documents at one time 
tei here. One I would like to have marked as Burrows 
pi Exhibit|22 anh^the other as 22A. 

[uj] (Bui|Ows 
ini 22A was’ 

(i2! MR. 

(i3) Exhibit| 

(u| a memo^hat I|vill represent is the best copy that 1 
(is! have of japlrel y legible document^^Js dated February 

[16] 28,198SWW1 memo to L.W. HafelOroai R.C. 

[ 17 ] 

( 16 ) 

(is; you is a^p&wpftl copy or is a ret 
[zo] Burrow*. it 22. 
pi] MR.TAYLOR: Something you i 
C 22 ] help us? 

pa] MR. Yes, it is somet 

P«] done in to mateesBurrc 


eposition Exhibit Numbers 22 and 
ed for identification.) 

: For the record, Burrows 
aPbeen previously marked as CX-849. It is 


ject is younger adult smoker analysis. 
Burrows Exhibit 22A, I will r dprUcnf to 

sion of CX-849, 


PS] MR. 



(i) identi 


PI 



: I will represent thl 

pi typed tex OLJ the best of our alj^ S^Tdp ntical.The 
(<] line - obvpusi|' the type is differ ent, an a therefore, 
[S] the lines match. 

MR.TA^EB|: I just note it beejii 



it 22 readable. 


ear ti 
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W 

m jumps up 
(sj always 
PI right side 
[ioi quotation: 
in) jumped a 
[in MR. SH 

[13] that.lap] 

( 14] MR.TA' 




that the penulurhg|&|||tagraph -1 
x word - in the penultimate line on the 
word quick fix. (fpSlPllx is in 
ibit 22 and not on 22A.That just 
ut what else is new. 

: I would have no objection in 
e the correction, 
hat's just a comment, that’s 


(is] all it is. 

(i«) MR. SHONKA: With that correction 1 believe 
(i7) the two are identical. I will represent them to be 
(is) substantively identical to the best of our ability 
[i9] and- 

C 20 ) THE WITNESS: I don’t have 22A. Should I? 

pt] MR. SHONKA: I’m sorry. Ms. Burrows, have 
p 2 ] you had a chance to look at Exhibit 22 or 22A yet? 
[23] THE WITNESS: One more second, please. 
p4) MR. TAYLOR: The third paragraph in 22 it 
ps] says "1984 Plan ending up with all of our new 


(it 

PI 

PI 

w 

(S) 

(«! 

m 

(8) 

(9] 

| 10 ] 

I") 

[ 12 ] 

!H3] 

[ 14 ] 

[15] 

[ 16 ] 
1171 
( 1*1 
(191 
[20] 
PI) 
(221 
(231 

R4J 

PS] 


(11 

PI 

PI 

[41 

[SI 

PI 

PI 

181 

19) 

( 10 ) 

(11) 

(It! 

[ 13 ] 

[ 14 ] 

[15] 

[ 16 ] 
t'71 
(181 
!'»! 
po| 

pi) 

(221 

f»! 

P4J 

PS] 
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established brands.” It looks to me like on 22 there is 
a slash between new and established. 

MR. SHONKA: If there is, I give you credit 
for wonderful eyesight. 

MR. TAYLOR: 1 don’t have that. I just see 
a - 

THE WITNESS: I think I see it, too. 

MR.TAYLOR: 1 guess it doesn’t change 
anything substantive. 

THE WITNESS: I have looked it over. 

BY MR. SHONKA: 

Q: Ms. Burrows, the reference to in the 
subject line is younger adult smoker analysis. Was your 
report sometimes referred to by that name? 

A: I think it was. 

Q: The first paragraph includes a reference to 
Tom Rucker. 

A: Yes. 

Q: Do you know who he is? 

A: Yes. 

Q: Who is he? 

A: At that time he was a lawyer for RJ 
Reynolds. 

Q: Is he still with RJ, if you know? 

A; I don’t really know. 
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Q: I draw your attention to the fourth 
paragraph and I refer you to the sentence that says 
"After all, younger adult smokers have been high in the 
company's priorities for ten or more years.Yet, our 
performance is at a ten year low.” 

Do you see that? 

A: Yes, I see it. 

Q: Do you have an understanding as to what 
those two sentences mean? 

MR. WILLIAMS: Object, lack of foundation. 

She didn’t write this. 

THE WITNESS: I can read the words and they 
sound clear. I don’t know any meaning beyond that. 

BY MR. SHONKA: 

Q: Do you recall what the company's priorities 
were or did you know what the company’s priorities were 
regarding younger adult smokers in 1984? 

A: No, sir. 

Q: Did you, in 1984, after having completed a 
draft of a younger adult analysis report, have an 
understanding as to the company’s performance? 

MR. WILLIAMS: Objection, lack of 
foundation. 

THE WITNESS: I think there was something 
about the company’s performance among younger adult 
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[tj smokers in the report itself, and certainly 1 saw data 
PI from time to time on the company's market share among 18 
pi to 24 year old smokers. Is that what you want to know? 

W BY MR. SHONKA: 

pi Q: Other than what's in the report, you would 
pi have no recollection today as to how it was in 1984? 
m 


MR. TAYLOR: I don’t think she has any 
t»i recollection today of what's in the report. I don't 


PI think you ftt 
[ioj maybe yo^just 
[iij THE WIT 
[i 2 ] pointed o 
M3] younger ai 
[i4| low, I am nj 
ns] MR. SH 
[is] please ma: 

|i7] Exhibit 231 


g to ask a trick question. Perhaps 
nt to unartfully word it. 

My recollection is the report 
R brands performed poorly among 
kers, and whether it was a ten year 

supg. 

ft ask the court ret 




next exhibit, w! 
ent that has thelRe 



[is] number 502756^7.It is a documeiftfS! 
[is] form and ij 
(Burro 


[ 20 ] 



February 29,19i 
sition Exhibit N 


pi] marked for identification.) 


[ 22 ] 

[23] Q: Ms.B 
p4j bottom of B 
PS] A: It look 



BY MR. SHO 
that your sign: 
xhibi 




ws 
ds bates 
ldd MDD abstract 

was 
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m 

[ 2 ] 


Q: Can 
A: I think ii 


PI left the library^ 

S v 

[4j the library in s 
[sj people to doc 
[6| out to be a bri 
R filed in the lib: 

[ 8 | for library 
P! Q: Ycste 
[ioj worked in the 

[11] and other do' 

[12] library- 

[13] A: Notatio 
(i4j yes. 


ie what Burrows 
brary sheet, that aft. 
.implemented a proo 


assist 


f indexing things anpreftfffiig 

where there was was filled 

tract of materials i 
y words would befindexi 

i had indicated that ’ 
ry you did some indexing for reports 
that were submitted to the 



[IS] 


Q: Is this 




mething along those lines. 


e of document that was 


[is] prepared in the library? 

[irj A; No, it isn't. It was much more informal 


[is] while i was in the library. 

|i9] Q: The reference to key words at the bottom, 

[ 20 ] does this mean that the documents are researchable on a 

pi) computer? 

pzj MR. WILLIAMS: Which - 

I2J] BY MR. SHONKA: 

p4] Q: Were those produced with computer searches 

psj for the documents? 
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li| MR. WILLIAMS: Which documents are you 
P3 talking about, this particular document? 

P! MR. SHONKA: Yes, I'm talking about Burrows 
[4] Exhibit 23. 

[sj MR. WILLIAMS: But is your question 

[6] generally? 

[7] MR. SHONKA: Generally. 

[8j MR. TAYLOR: I thought the question you 

(#1 asked was were these words put into a computcrfor some 
[io] sort of search or something, 
in] BY MR. SHONKA: 

[1 2 ] Q: Are you familiar with MDD abstract forms 

[13] generally? 

[14] A: Only very vaguely. 

[is] Q: Did you prepare more than one MDD abstract 
[i6j form? 

[i7] A: I’m not certain that I prepared this form. 

[is] It is possible that someone else prepared the form with 
[i9] or without my input and asked me to sign to say that it 
po] was a suitable reflection of the report. l am not sure 

[ 2 1] who prepared this. 

[ 22 ] Q: Do you have an understanding of whether 

[ 23 ] Reynolds documents that are on file in the library can 

[24] be searched from desk top computers at any place in 
psj Reynolds? 
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ID MR. TAYLOR: Today or in 1984? 

[21 MR. SHONKA: 1984. 

Pi THE WITNESS: I don’t think there were any 
w desk top computers at Reynolds in '84. It's possible, 

[st but not many. 

[sj BY MR. SHONKA: - 

[7] Q: How about in 1984, was it possible to do 

18 ] computer searches for documents within particular, 

]9] within offices or divisions of Reynolds? 

[to] A: 1 don't think so. 

[ill Q: Do you know if documents in 1984 were put 
[121 onto the computer system in full text version? 

]i3! A: I don’t know for sure. I believe not. 
ji4] Q; Were they put on in full text version at 
us] any time while you were there? 

[is] A: Not that I know of. 

]i7] Q: Do you have any understanding - referring 

[is] to Burrows Exhibit 23, do you have any understanding as 

[19] to why the key words appear at the bottom of the page? 

[ 20 ] A: I believe I do. 

pi) Q: What is that understanding? 

[ 22 ] A: Those were what old time librarians would 
psj call the subject headings, that if one were looking for 
[24] the subject of younger adult smokers, it would be 
psj appropriate that the document referenced would be the 
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[1] kind of document one might offer up to somebody 

[ 2 ] searching for material on younger adult smokers, a 
PI subject heading, an ordinary library term, 

(*i Q: Do you know if in 1984 there was a general 
(si practice of putting key words - of including key words 
l«! on abstract forms? 

Pi A: They look normal being on this form. I 
rs) assume it’s a standard form. I really don’t have any 
Pl detailedpkhoVHedge with that, 
tio] MR. SHONKA: I ask the reporter to mark 
tm Burro wslWibit 24. 

(i 2 t CBur^owS:DePosition Exhibit Number 24 was 
(i3) marked|oriaehtification.) 

1141 BY MR. SHpNKA: 

ns) Q: It‘f a llcument that bears the'Rciaiolds 


(is) Q: It’Cllj 
(is) bates nlffli 

(is) Febnrary29^ 


(20) is young 


of 501431517 thr| 
id strategic restart] 
>64. It is to Mr. G.lf 
o-w-s-k*y, Mr. H J. if 
It smokers, strategic 


pi! MR. fAYLOFf: This appears to t 
pal copy witl^qut any remarks or any 
(23] any knowjp^fgfe“gp the contrary? 
P4) MR. SH^H^A: No.S^si^s Ikj 
(25) clean c|4J &W| 


^T6l43l6lO.Itisa 
a- report. It is dated 

S ' lr.M.L. 
the title 
pportunities. 


. it. Do you have 




j»l 
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[i] MR.T 
(21 the mar 


% Obviously there | 


PI BY MR. SHfflKAij 

[41 Q: Ms. ^rr|ws, I ask you to ta^yst}^ time 
[S| and look document, and I |srtMfy|u prepared it? 

[7] MR. TA'^S^I: You want us to a feftwgg-f he 

M THE It looks like it is 

(io) a copy of #flfpprt that was issued from me, yes. 

Hi] Wr BY MR. SHONKA: 

( 12 ) Q: Ms. ^^ws, a little earlier, a few 

(13] minutes a gfe^ye were talking about a report that you 
(«] spent ronfyMt^reparing, and the question is, is this 
(is) report the final p¥oduct of the research that you 

[is] undertook? 

[i7] A: I believe it probably is. 

(is) Q; Do you have any reason to doubt that it is? 

(is) A: No, I don’t. 

[ 20 ] MR.TAYLOR: Again, she hasn't analyzed 
pi) each and every page of this. I would hope you wouldn't 
pa] need for her to do that, nor check it against whatever 
P3) she might who knows what to check with. 

(24) THE WITNESS: I wouldn’t know how to tell 
pq you word by word under any circumstance. 


pi THE Wll 
(io) a copy ofi 

HO ^ 

(12) Q: Ms.f! 

is 

pa] minutes ag 
(u] spent son| 
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(1] MR. SHONKA: Off the record for just a 

( 2 ) minute. 

PI (Recess was taken from 3:20 p.m. to 3:30 p.m.) 
w BY MR. SHONKA: 

P] Q: Ms. Burrows, you still have before you 
[«i Burrows Exhibit 24? 
pi A: Yes, I do. 

[8] Q: I would ask you to take a look at Roman 
PI small I, which is the - about the third page of the 

[10) document. 

[11) A: Okay. 

[1 2 ] Q: If you could look at the final three 

[1 3 ] paragraphs of that page where it says, "Thus, the annual 
[u] influx of 18 year old smokers provides an effortless 

(is) momentum to successful First brands. Marlboro grows by 
(lei about .8 points a year due to 18 year old smokers alone. 

(i 7 ) On the other hand brands/companies which foil to attract 

(i8i their fair share of younger adult smokers face an uphill 

119 ) battie.They must achieve net switching gains every 

pc) year to merely hold share." 

pi] MR. WILLIAMS: What page are we on here? 

p 2 ] MR. SHONKA: Small I. It’s the third page 

(23) of the document. Are you with us, John? 

p4j MR. WILLIAMS: Yes. 

ps) BY MR. SHONKA: 
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(i| Q: "By not attracting its fair share of 18 

p) year old smokers, RJR yielded a .5 point ingoing share 

PI advantage to PM in 1983-" Let me stop there. 

(4) PM is a reference to Philip Morris? 

(£] A: Yes. 

Pi Q: Continuing, "Marlboro and Newport, the only 
[ 7 ] true younger adult growth brands in the market have no 
Pi need for switching gains. All of their volume growth 
Pi can be traced to younger adult smokers and the movement 
lioj of 18 year olds, which they have previously attracted 
in) into older age brackets where they pay a consumption 

(1 2 ) dividend of up to 30 percent. A strategy which appealed 

[1 3 ] to older smokers would not pay this dividend." 

[hi Does this paragraph mean that switching is 

[is) not a cost effective way of attracting new customers for 
(is) a brand? 

(i 7 ) A: I wouldn't have thought in terms of cost 
[i8i effectiveness in those days. It could still be 
(i 9 | profitable to attract switchers at older ages, I 
po] believe, not really knowing any numbers at this point, 
pi] Q: I want your reference point to be 1984 when 
122 ) you wrote the document. 

( 23 ) MR. TAYLOR: Then you need to ask the 

( 24 ) question.You asked what it means and not anything to 
PS) do with a reference point, so - 
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[•I 

PI 

PI 


BY MR. SHONKA: 

Q: Docs it mean that switching - 
MR, TAYLOR: Did it mean to her in 1984 


(*] when she wrote it that switching was not cost effective? 
THE WITNESS: No, it didn't. 

BY MR. SHONKA: 

Q: Does it mean that now in light of 1984 
is] data? 

pi MR. WIL^AMSt,I object as vague. Does 
[to; this - I’m s^rry, I^ve, does this three paragraphs you 
at switching is not cost effective? 
en though it didn't then? 
id it mean that switching was 
1984? What she said is she didn't 


Pi 

16] 

PI 


nil read mean n 


[! 2 | 

1131 



MR.TAY 
MR. SH 

[i4| not cost effi 
[is) think that. 
fi6j THE Wl 
[i7j cost effeci 
[ia) been or not in 
[i*l 
( 20 ) 



Q: Wo 



didn't think in tepals of 
don't know wh|*heH^ would have 
, even now. 

BY MR. SHOf 
xpiain to me whaf 


leant by 


[ 2 i) the three paragraphs, please? 


[ 22 ] A: Is it po; 

[23) key in under! 
pjj my mind wii 
psi that’s wha 





(i) Q: I wasuv 
PI want at the mi 
P! these parag: 

[4] MR.TAYLQ8: 
Pi report,what 
16! THE 
[/) pinning 
(6) question, 
w are fairly clei 
lio) The poini 
nil in using won 
ti 2 ] many in the 
ti3) younger adult, 
in) howMarlbo 
[is] switching da 


using on dividen 
nt is what you mean! 




le that the word dividend ip 

ur question? ThPnPUl links up in 
t effecusgaaasfes, so ^s^as^ ondering if 
re dri\ 
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en you wrote 


opposed to the 

cant when she wToteth|se paragraphs? 
am having a harej 
to respond to a Wh ayfed I mean 
still think, the Words themselves 



would have been in my mind 
fe this would have been that I thought 
any did not know the importance of 
kers to the market, did not understand 
gain share every year while Reynolds 
sald'gained switchers, but then they lost 

[is] share, that there was a general lack of understanding 
[i7] among many people in higher positions than I that they 

(it) did not understand that this aging dynamic existed. I 
(U) was trying to drive home the points that switchers at 
pci age 35 or whatever was not the only way that brand 

pi) shares changed, and that the company should not ignore 
m the importance of younger adults to their business. 

[23] BY MR. SHONKA: 

P4j Q: You made a reference a moment ago to this 

psi aging dynamic and by that could you elaborate on that a 


hi 

PI 

Pi 

W 

[SI 

is) 

PI 

[») 

[9] 

(101 

[HI 

[ 12 ) 

[13) 

(14) 

(15) 

[16) 
(17] 
[16| 

[19] 

[20] 
PU 
[ 22 ] 
[23] 
P*l 
[25] 


ill 
(2) 
[3] 
M 
[5) 
IS) 
P] 
PI 
PI 
[101 
[11] 
[121 
[131 
[ 1*1 
['SI 
[ 16 ] 

[17) 

[18] 
(19) 
[») 
PI) 
( 22 ) 
P3] 

P<) 

PS) 


little bit, please? 

A: Related to the aging dynamic is the first 
sentence of the paragraphs you drew my attention to, the 
last three paragraphs on this page I, the annual influx 
of 18 year old smokers provides an effortless momentum 
to successful first brands, Marlboro grows by about .8 
share points per year due to 18 year old smokers alone, 
followed by RJR. I believe that means loses a half a 
point a year. 

The last sentence of the second paragraph 
RJR yielded a .5 point ingoing share advantage. I think 
I must have meant loses .5 share points a year by virtue 
of the fact that their brands were unattractive to 
younger adult smokers, and that is the portion of an 
aging dynamic that I was focusing on at that time. 

Q: So in the third sentence, can you elaborate 
on that first sentence there in the second paragraph 
that I had read, the one that says on the other hand 
brands, companies, which failed to attract their fair 
share of younger adult smokers face an uphill battle? 

A: Yes.That means if my brand or company has 
a 20 share of market, 18 plus and 20 percent of 18 year 
old, less than 20 percent of 18 year old smokers choose 
my brand, then the dynamic would cause my brand or 
company to decline in market share eventually. 

Page 178 

It is after that time or at some point in 
time smokers become loyal to a brand, many do, and it is 
very difficult to get them to switch brands. So that’s 
an uphill battle. 

Q: It is better for the company to get smokers 
to buy their cigarettes as the smokers first brand than 
it is if the company - if the smoker adopts the brand 
later by switching? 

MR. WILLIAMS: Objection, leading, lack of 
foundation, mischaracterization of testimony. 

MR. SHONKA: Is that correct? 

MR. WILLIAMS: Same objection. 

THE WITNESS: It is less work in my opinion 
fora company or a brand to become the brand choice of a 
smoker as their first usual brand, which is 
distinguished from the first cigarette or pack of 
cigarettes they may ever use or as soon thereafter as 
possible before loyalty within that smoker and 
familiarity and all of the attributes of loyalty become 
so strong that that smoker will not be interested in 
switching to another brand. 

BY MR. SHONKA: 

Q: Is brand loyalty a deterrent to switching? 

A: Yes, sir. 

Q: Is it a major deterrent? 


in 

to 

►-» 

03 

£» 

M 

U> 
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A: In my opinion, yes.There have been 
[Zl different opinions at different times in the marketplace 
PI and so forth and so on, but my opinion for the periods 
I*) of cigarette history that I studied, was that loyalty is 
15) the driving force of the market in that at some stage 
(6) most smokers that I was aware of adopt a brand as my 
tr) brand and will give strong preference to that brand over 
m others, so they wouldn't switch. 

Pl Q: Thaffs hef^ful, thank you. If we go 
(id further bi^&j&yourrows Exhibit 24, there is a page with 
(til anArabic^number two. 

A: Is r egular numbers? 

Q: Yes|j'm sohy. If it helps you, the page 


(12! 

(131 

(u| that prec 
ns) importa: 
[ioj MR. Tj 
(itl 1526. 

(i*l 


THE WITNESS 
(191 page. 

[20] 

( 21 ! 



t is labeled section one, the 
unger adult smokerj 
his little numbeiHire i 

? I think I'm on 


BY MR. SHQ 

Q: I draw your attention to the 
( 22 i underscore&4me that begins with 
pal the bottom^TO%>age and it says? 
(Z4j first brand |d$aqtagc 
( 2 Si A: Yes 



PI Q: And twfkit brand - you me 
Pi term a few ggpytes ago, also - is theri 
PI between and first usualj 

Pi A: There^hogld not be. 


(sj Q: On th 
(63 a brand be 
(7) smokers, a; 
PI transmit 
A: Yes. 

Q: Is tha' 
kill that qi 
Is the s 




3er two near 
cec share, dash, a 


(»1 

(10| 

(111 

(I2J 



page, the last 
well-developed 
nd brand loyalty 
ngth to older age 


s ays J pnce 

^younger adult 



(i31 - back up. I 



(ii) 


Where 



erence to your earlier answer 
!on, never mind, withdraw it. 

e at the bottom of page three 
s try it a third time. 

gin g and brand loyalty will 
[is] eventually transmit that strength to older age brackets, 

(is) would you tell me what you meant by that’ 

[i 7 ] A: If my brand has a 60 share among 18 to 24 
(is] smokers and a lower share among older groups and 
(i«l continues to maintain a 60 share among 18 to 24 year old 
(to) smokers, eventually people who have been 18 to 24 in the 
( 2 i) past will fill the market and my brand will have a 60 
(221 share. 

( 23 i It's sort of a theoretical world, but that 
(24) was the thrust of it. 

PS) Q: If we could just go all the way back to 


Pago 181 

til page 40 of the document which has bates number 
m 501431572.The bottom full paragraph above the bullet 
PI point says "If RJR achieves first entry with a social 
( 4 ] acceptability brand, younger adult smokers are more 
[si likely to adopt it if the brand proposition is as 
pi positive and mainstream as possible." 

[7] Do you see that? 

[sj A: Yes, I do. 

pi Q: What do you mean by social acceptability 
(ioj brand? 

[it] A: A cigarette that in some form or fashion 
[i 2 ] would help smokers avoid irritating others with their 
(131 smoking. We had an example that not everyone 
(u) appreciates being around a smoker and a social 
(is) acceptability brand would somehow offset that 
(is) possibility of confrontation or offense from smoking 
[i7| near others. 

(isi Q: So the record is clear here, since I think 
(i 9 i a lot of what happened yesterday was off the record, 
t 20 ] your reference just a moment ago was to an incident 
pi) involving some discomfort by the court reporter 
[221 yesterday with cigarette smoking? 

[ 23 ] MR.TAYLOR: I would say rudeness by the 
[24j court reporter. 

psi MR. SHONKA: 1 don't want to characterize 
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[i] it that way. 

(21 MR. TAYLOR: I would say rudeness rather 
pi than discomfort by the court reporter. 
w THE W1TN ESS: That’s the kind of issue that 

is] is a social acceptability issue, yes, 
pi BY MR. SHONKA: 

[ 7 i Q: What about peer pressure, is that a social 
PI acceptability issue? 

PI A: No, a social acceptability brand would have 
(io) nothing to do with peer pressure or peer acceptance. 

(in Social acceptability is as I tried to indicate. 

[1 2 ] Q: Just for my own reference here, there is 

[1 3 ] sometimes a reference to peer pressure and sometimes a 

[14] reference to peer behavior. 

(is) In your mind, is there a difference between 
[lej the two? 

[it] MR.TAYLOR: Are you saying referenced in a 
[is] report she wrote? 

(i«j MR. SHONKA: Not in reference to the report 
( 20 ] at all. I have seen two terms in various Reynolds 
Bn documents and I am asking for the witness'understanding 
( 22 ) as to the two terms only. 

(231 THE WITNESS: I'm not aware there is any 

[24] specific definition associated with either one of those 

( 2 sj other than common language._ 
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HI BY MR. SHONKA: 

pi Q: What role, if any, docs peer acceptance 
pj play in, first, usual brand choice? 

[4] MR. WILLIAMS: Can we have the context of 
(si this or are you asking her as an expert? Object, it's 
(4 vague and undefined. 

p] THE WITNESS: I don't have a measurement of 
pj it. I think it's pretty much common knowledge that many 
is] people cho^Se a brand based on what their friends, or in 
d couple, what their spouse smokes, 
how to quantify it. 

BY MR. SHONKA: 
your attention back to 




[to] the case of^.ma: 
[«t) and I don't k: 

( 12 | 

[i3j Q: If I co^c 
|i4) Exhibit 23, 

[tsj coding fo 
pel MR.TAY 
(<n 

(is) Q: I notice one 
(i»l social acce 
poi 


A: Yes 

pij MR. TAYLOR: Meaning key words.! 

[ 22 | MR. SHONKA;Jn the key words, a nd..the 
(23) question I ha 
[24j term that was 
(25) best of yo 



the coding foimlt should be the 


D abstract form. 

BY MR.SHONI 
the terms code 


is 





;isine term social 
mmon i rou 

jedge in whe, 



[i| document, tm 
E21 THE WITNE 
pj and so forth, I 
£4] 

[S| Q: Does the 
Pi anything to yi 
m A: Not reallj 

pj Q: You n 

(9) recall? 

[ioj A: It wasn’t 
(ill remember. 

(i 2 ) Q: Accord: 
[is] this document 
H *1 circulated or i: 




ibility a 
ynolds to the 
u wrote this 
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iument being 
ving looked at this 
ve it was. 

BY MR. SHONI^™^ 
group sociability meaty 


rd the expression. 


buzz word, I don't 

the date on this document, 
g Burrows Exhibit 24, it was 

d February 29th. What happened 



(isi after that - what’s the first thing you are aware of 
(«) after the report went out? 

(i7j A: I really don't know. My first thought was 

[is] I probably took a couple days off. I’m sorry, I don’t 

(i9) know what the first thing would have been. 

bo] Q: Did you get any feedback? 

pi] A: Whether it was the first thing or not, I 

[ 22 ] got some complements on the report. 


Q: Do you recall from whom? 

A: Well, Dick Nordlne for one. I don't really 


(231 
(241 

psi - no, I do recall a complement from Larry hall. He 


Pago IBS 

[ij said it read like a novel.That's what I recall. 

( 2 ! A: I think it was a complement. I thought so. 

P! Q: Sounds like one to me.You mentioned Larry 
(41 Hall. Did you see him regularly at this time that you 
(sj recall? 

P! A: Not very regularly is what I recall, 
m Q: Do you recall the context of that comment 
pj to you? 

191 A: He was over in the corner of the building 
[io] and stuck his head in the door, 1 think was the 
in) situation. 

[i 2 ] Q: He came by your office? 

[is] A: Well, I don't think it was a special trip, 

[i4] but he was in the neighborhood is the way the picture 

[is] comes to mind, and stuck his head in the office and said 
[i6] I read your report, it read like a novel, something like 

[it] that. 

[18] Q: He was at this time the vice president of 

[19] brand marketing, I believe, based on Reynolds Exhibit 1 
po] there? 

pi) MR. WILLIAMS: He was what he was. 

[221 BY MR. SHONKA: 

[23] Q: Does that sound right to you? 

[ 2*1 A: No, I believe he was involved in the 

[25] marketing research department still. I'm not exactly 


Page 188 

Pj sure of his position, but it was market research. 

[21 Q: The Burrows Exhibit 1, page five indicates 
pj that Larry Hall was in February of 1982 vice president 
!*] of brand marketing. Do you have any reason to doubt the 
is] accuracy of this, of Burrows Exhibit 1? 

[6] A: On what date, February of 1984, as I read 

[7] it, he was called vice president of marketing 

[8] development and I believe marketing development 

[s> department was the name that they had on marketing 
[ioj research that year or some surrounding years.They kept 
[i i] changing the name of the department. 

1121 Q: So vice president of marketing and 
[isi development was part of research at that time? 

[I*] A: That would have been probably the head of 
[isi the market research department in plain English, 

[i6| Q: Thank you for clearing that up. Head of 
[i7j marketing research, you said? 

[isi A: That’s the way I translate vice president 
[i9i of marketing development, yes. 
po] Q: That’s how you think of it? 

[ 2 ij A: Yes. 

[ 22 ] MR. SHONKA: I ask the reporter to mark as 

[23] Burrows Exhibit No. 25 a document that has the bates 

[24] number 502635163, andthat hasbecn previously marked as 
126 ) CX-76 on the underlying procceding.There is a memo 
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Hi dated March 30,1984 from L.W Hall Jr. to J.R, Moore, 
pi EJ. Fackeiman, E.N. Monahan, and J.L. Gemma. 

PI (Burrows Deposition Exhibit Number 25 was 
[*) marked for identification.) 
m BY MR. SHONKA: 

t«! Q: Ms. Burrows, I ask you if you have ever 
Pi seen Exhibit 7 6 before? 

Pi A: I don't know. 


PI Q: Ex 
(io) Longag; 
[til MR.T, 


(171 

[i31 Q: Ex||t 
[ 14 ] Long agaj|s 
[isi restrict d§| 
[in] is, did aifyc 
[i7] Februanl! 
(tet restricted? 
(tat MR. Wfl 
po] of foundli 


bit 76, the first paragraph says Mr. 

(mTS: Exhibit 25. 

BY MR. SHONKA: 

Obit 29, the first sentence says "Mr. 

S iasized to me thatwe should very tightly 
on on this report P&ggfe sfre question 
cr tell you that cipHlation of your 


n. Burrows 1 


|, was being 


»: I'm going to object tojack 


pc] of foundpM^hy don’t you cstapH| 

[ 21 ] letter is referring to her report. |H| 

[ 22 ] MR. SHCXHiCA: I believe the rec^y 

[23] indicates -^tfwftness says she uflael 
p4] younger at^iispokcr tf^8^ refcpiii 
ps] but we'l^k^^ughth^e&s.Dc^ili 


pfst this 

lltds the 
$£p her report, 
understand - 
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til THE Wifi 
PI Exhibit 24., 


i: You could ask ; 


^4# BY MR. SH(gH2L| 

Q: Ms. BifiroVs, do you understspifUhat younger 
iult smok^rcport is a reference to Exhibit 24, 
irrows Ek§ff| 24? 

A: It coiUPire, but many other i^i ysa^ ould 
ive that, also. 

Q: Were ware of any othefxitlrllSients at 

at time tbSf%ould have been called that or might have 


icnts at 


[s] adult smoki 
[8] Burrows 
[7i A: It cod 
Pi have becfP 
pi Q: Were ! 

[10] that time Li 

[11] been callec 
(i 2 i A: No, ni 
(13} Q: Did a: 
]i*l of your rep 
(is) A: Yes. 


(i3) Q: Did anyone ever tell you that circulation 
]i*) of your rcp|yj|||^M being restricted? 

(is) A: Yes. 

[i«l Q: Who told you that? 

(i7] A: Dick Nordine. 

(isi Q: Did he tell you why? 

(id] A: He said, as I recall, Mr. Long didn't want 
pq everybody and his brother making copies of this and 
pij running them all over the world, 

(zzj Q: Who was Mr. Long at that time? What 
p3] position did he hold? 

(24) A: Something on the order of president of the 
psj tobacco company or I might be off by some title or 
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[i] something. 

PI Q: But he was pretty far up the chain? 

Pi A: He was the big guy as far as I was 
(4) concerned. 

[si Q: In terms of your career, what happened 
pi after - the first major thing that happened to you 
( 7 ) after you finished your repon? 
pi A: In terms of my career? 

PI Q: At Reynolds, yes. 

[io] A: I continued to work for Dick Nordine for 
(iij another year or something like that. 

[121 Q: Anything else? 

(is) A: I don't know when I next got promoted. 

[i 4 ) Q: Did your responsibilities change 

jts) immediately in the next several weeks, say, after the 

(isi report was completed? 

ti 7 ) A: I’m sure I was given some more work to do, 

[isi which would have been a different assignment on a 
[iq different topic. 1 don't remember what exactly came 
poi next. 

pq Q: Anything e!se, and I’m talking within the 

[ 22 ] several months after? 

psj A: I did several other presentations and 

pij reports and whatever form they took while I was in his 

psj group.There was some further younger adult smoker, 

Page 190 

til another younger adult smoker related project that came 

Pl up at some point afterwards. 

pi Q: What do you mean by presentations? 

[ 4 ] A: That would - by presentation I mean 

[si somebody stands up and talks you through either a deck 

pi or just talks as opposed to writing a report, 

[ 7 ] Q: I think you use used the term yesterday 
(8| chalk talks. Is that - 

PI A: I don't know where that came from. I 
[io] rarely did chalk talks. 

[iij Q: What do you mean by that term? 

[121 MR. TAYLOR: Which term? 

[iq MR. SHONKA: Chalk talks. 

[t 4 | THE WITNESS: Well, what I meant was where 

(isj somebody stands up at a blackboard with a piece of chalk 

[iq like a teacher in a school room, but 1 don’t know why 

(in that term came into my head yesterday.That's not 

[isj something I have done since I taught school. 

ct0] BY MR. SHONKA: 

po] Q: Did you make presentations relating to the 

pu report? 

[ 22 ] A: To this report. 

pa) Q; This report, meaning Burrows Exhibit No. 

P4j 24? 

ps) A: Relating to, meaning covering materials 
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(ij similar to what is in this report? 

PI Q: Yes. 

PI A: No. 

(4i Q: Did you make any presentations concerning 
pi the subject of the report at all? 

PI A: Concerning younger adult smokers? 

Pl Q: Yes. 

pi A: Yes. As I mentioned a minute ago. there 
Pi was a later |i!bjcd^related to younger adult smokers, 
jio] also. 

Itations you made were in relation 
L not to this project, this project 


(ill 


Q: Any pj 
(tsij to the latcrj 
(til being Exhil 
A: That's 
Q: What 
l«i term mean 
im 


(151 



(181 

(191 


an to 


ollcction. 
jjects YAX and DB? 
g to you? 

MR.TAYpM^iat one question^ 

MR. SHONKA: f|^s one question? 

MR. TAYLiiii^liiPhat does the term? 

120 } her? 

pii MR. SHONKA: And DB. Let me bac 
122 ) Projects YAX ^qj^DB, do you know L one project 

[23] or two projec 

THE WITNE don't! 

BY HONf 


(24) 

PS1 




(<1 


Q: Does 


Pi all? 


P) 

w 




rm mean an 


A: No. DB initials, but - 
MR.TAYLOR P^iral on the proje 


(81 



(sj suggests that irsisans something to 


her- 

MR. 

m document 
Pi that has been 
(loi cover page 
(uj the cover pagi 
[i?l intelligence ci 

(13] (Burrows 

(14) marked for id 
(«) 



on in 




ouid like to hav 
as Burrows Exhil 
!ously marked as 
a file number 84-44303 inked in, and 
s MDIC marketing development 


is a document 
has a 



jsition Exhibit Number 26 was 
ition.) 

BY MR. SHONKA: 

Q: Ms. Burrows, on the second page of the 
(in exhibit, are those your initials at the bottom of the 
(i«l page? 

A: They look like it. 

Q: I asked you to focus on the paragraph that 
pi] begins "Action To Be Taken:" and you will see at the end 
(221 of the paragraph there is a reference to projects DB and 
m YAX. 

A: Okay. 

Q: Does this refresh - does your review of 


(16) 


(i*i 

POI 


P4| 

PS] 


(1) 

PI 

(3! 

(4) 

(5) 
[«l 
PI 
(S| 
Pi 

[101 

(11) 

[ 12 ] 
[13| 
(141 
[15] 
(IS) 
(171 
[ 18 ] 
[18) 
P0] 
pi] 
( 22 ) 
(23) 

P4J 

PS] 
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(i) 

P) 

P) 

(4) 

IS] 

(«) 

(7] 

(B] 

PI 

[ 10 ] 

[11] 

[ 12 ] 

[13] 

( 14 } 

(151 

(16) 

(17) 

[18] 

[19] 

( 20 ] 
PI] 
122 ) 
[23] 
P*1 
PS) 


this, of Burrows Exhibit 26, refresh your recollection 
at all as to those terms? 

A: Not really.There is some information in 
the sentence, but it doesn't remind me of anything. 

Q: Can you glean any information about the 
projects from looking at Burrows Exhibit 26? 

A: From reading the sentence I would say that 
some group called new brands had projects DB and YAX. 

Q: And you have no recollection of those 
projects? 

A: No. I mean, the sentence could well have 
been included to further justify the cost of buying this 
data, was that somebody else could use them also, and I 
don't know what those were. 

MR. SHONKA: I ask the reporter to mark 
Burrows Exhibit 27. 

(Burrows Deposition Exhibit Number 27 was 
marked for identification.) 

BY MR. SHONKA: 

Q: It’s a document that has been previously 
marked as CX-657. It is a document that is entitled 
younger adult smoker analysis and it bears the bates 
numbers 502033345 through - 

MR. WILLIAMS: Before we go on, can we get 
a copy? 
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MR. SHONKA: I’m sorry. Again, the bates 
numbers arc 502033345 through 3359- 

MR.TAYLOR: Upside down I will note. 

BY MR. SHONKA: 

Q: Ms. Burrows, take your time to look at it, 
but the question is going to be. did you prepare Burrows 
Exhibit 27? 

A: I don’t know. 

Q: You do not recognize the document? 

A: Not really. Some of the content is similar 
to some things I did, but I don't remember it at all. 

Q: Does the term white paper have any meaning 
to you? 

A: Some. 

Q: In the context of Reynolds? 

A: Yes, some. 

Q: What is that? 

A: Dick Nordine’s group sometimes issued 
reports that were called white papers, and I believe it 
was a term somewhat popular in the world at large in 
perhaps the '80s for think tank pieces perhaps or kind 
of an academic character. I am not giving a very good 
definition, but some of the reports from Dick Nordine’s 
group, as I recall it, were called white papers. 

Q: Ms. Burrows, do you consider Burrows 



ucsf.edu/docs/lfjlO^B^ 


Page 191 - Page 194 


52189 4142 







DIANE S. BURROWS 
VoL 2, June 3,1998 


RJ. REYNOLDS TOBACCO COMPANY' 
MATTER NO. D09285 


Paga19S 

ti] Exhibit 27 to be a white paper? 

m MR. WILLIAMS: 27? 

pi MR. SHONKA: Burrows Exhibit 27. 

[*1 THE WITNESS: From my general knowledge, I 
(si would think not. 

[8! BY MR. SHONKA: 

(7] Q: Is there a term in Reynolds that would 

(g| characterize documents that appear to have the style of 

(9] Burrow^Exhifejt 27? 

(to) A: Us^feajir presentations. That’s what 
(u| leaps to|py mind. 

[t 2 | Q: AtieLtfeit^tere any term that might describe a 
[i3j document like - 
[u] A: Th^nJ||f)ne I can think of^ 

[is] Q: Ht m . ax ..you feeling, by the; 

(i« A: Okay! 

[171 Q: I 

[i«l now or 

[19] A: I' 

po) 

pi] MR. WILLIAMS: Are we going tj 
pa] breakbef0ct5:OOo’ciockordo 
pal to 5:00. 

p4j MR. SHC^JItSA: Whatfifl^feveryj 
P5j people wak&asbreak w^^| take. 




ou want a break we ca®| take one 
eep going. It’s upro/ yo U. 
intaining some hope of! 


>me 

to push through 

its. If 
reak. I am organized 


[i] enough TO: 
pi MR. TAY 
Pl o’clock ro ; 

[4] MR. SH<£N 

is] MR. TAY 

[*3 minute. 

[7] (Reces 
PI MR. 

PI as 

[io] (Burro 
H tj marked fo 
[ 12 ] 

Q: B 


text block of qu 
Should that take yo 




: Probably. ■.v.v,. v 

Why don’t we just stretdh a 



:30 p.m.> 
ibit 



taken from 4:15 
: I will mark the : 

No. 28. 

position Exhibit Number 28 was 
ntification.) 

BY MR. SHONKA: 
ibit 28 is a document that's 
een marked as CX-21. It consists of 
[is] several handwritten pages that the first page does not 
[is] have a bates number on it. 

[in MR.TAYLOR: Mine has 0907 as the last 

(is) four. Mine says 503570907 is my first one and it goes 

ti*] to 0949. 

po] MR. SHONKA: 0949? 

( 21 ) MR.TAYLOR: Yes. I tell you, it looks 

(221 fimny because the one in front of 0949 looks like 0941 


[13] 


[u] beenpre 



[23) 

(24) 
525] 


and the one in front of that looks like 0947. 

BY MR. SHONKA: 

Q: The question Is simple, I think. Ms. 
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[1] Burrows, do you recognize the handwriting in Burrows 

[ 2 ] Exhibit 28? 

pi MR. TAYLOR: On any of the pages? 
t 4] MR. SHONKA: Yes. 

is) MR.TAYLOR: You need to flip thro ugh the 
[*) pages. 

pi MR. WILLIAMS: How many pages is this 
[8] exhibit? 

pi MR. SHONKA: I don't know. We read off the 
[io] page numbers. 

(til MR. WILLIAMS: The first page, CX-21, does 
(121 that appear at the bottom? 

[t 3 l MR. SHONKA: Yes. 

[hi THE WITNESS: The only handwriting I think 

[is] I recognize is on the page numbered 503570934, which I 
[is] think contains some of my handwriting relating to Jovan 
[17] Musk Oil. 

( ,8] BY MR. SHONKA: 

[i 9 l Q: Ms. Burrows, do you know who wrote the rest 
[ 2 oi of the document other than - 
pi! MR. TAYLOR: I think she already answered 

[ 22 ] that. 

p 3] BY MR. SHONKA: 

p 4 ] Q: Other than the passage that you pointed out 

[25i on page 570357 - 


Page 196 


Page 198 

[1] A: I don’t recognize any of the other 

[ 2 ] handwriting. 

pi MR. SHONKA: I ask the reporter to mark as 
(4) the next exhibit. Burrows Exhibit 29. 

[si (Burrows Deposition Exhibit Number 29 was 
[*) marked for identification.) 
m BY MR. SHONKA: 

[8] Q: It’s a document that has previously been 

[ 9 ] marked as CX-8 in the underlying proceeding, 

[10] administrative proceeding. In a box in the upper left 
in) corner of the page it says question, and in the center 
[i 2 i of the page it says or asks are younger adult smokers 

(1 3 ) important.The document bears the bates numbers 

[14] 502996233 to 502996639. 

[is] MR. WILLIAMS: I’m sorry, 6639 is the last? 

|(ig) MR. SHONKA: That is how I read it. 

Ii 7 ] MR. WILLIAMS: I have 6317 being the last. 

[18] MR.TAYLOR: I have 6338 being the last. £ 

[1 9 ] 6338 is my last.This is my last page. ^ 

po) MR. SHONKA: What's your last page? £ 

pi] MR. WILLIAMS: 6317. It talks about brand 

[ 22 ] attitude. 

123] BY MR. SHONKA: 

[ 24 ] Q: Ms. Burrows, what is your last page, if I 

[ 25 ] might ask?_ 


in 

ro 


w 
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HI A: 502996339. 
pi Q: That is what I have. 

(33 MR.TAYLOR: WeU, I guess I can make the 
M other copies. 

pi MR. SHONKA: Basically I wanted to find out 
fq if she prepared the document in its original format, 

Pi whatever that may have been, 
m THE WITNESS: I don't know about this 
M particular |@cunffent. I don’t know whether or not I 
cio{ prepared it k. g *? 

(ill BY MR. SHONKA: 

HZ] Q: You earlier that you had worked 

(«] on a young|faduK smoker analysis. Do you recall that 
(it] testimony? , 

(tsj A: Yes, nj|2||um onc . actuaUy, buC frgW 


ftsi A: Yes, njorefthan one, actually, bti 
[i «5 Q: After pslfnmshed the Februar| 
[t7] which we |$iiiiiS$ly marked as Bur| 
fia] you finished that Jfecument, you woi 
[tq adult smok^^^^sis or on several, £ 
poj A: Ycah. fet&i»l^ er I called it.Yes, % 
fail there was another project related to| 

[ 22 ] smokers, yes. \ 

[23] Q: Can yo\|$$ur||p about that pro) 

[24] A: The bas|^@gpetus fop^-as th| 
ps] words that $$$$$& mind i&$8l$ay, no: 


29th report 

wvs Es^hibit 24, after 

S&IsM 3 younger 


psis or on several, more tlfan one? 
fer I called it.Yes, 


(«j adult smoker^ 
Pi Dick Nordine : 
P! question, wh;$5 
W that project. $ 
r Q: Did youl 

[ej A: No, I wd 

PI more a team <E 
Pi Q: How |!|£ 

is) A: It could 1 

(lot people involve 
[it] three of us at j 
fizi Q: And oth| 

ha] A: There wa 


|mportant, what 
(.asked to do a project^ 
?We do about it, an|(Pw 


cr adult 


ft know younger 

k--4- 
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about it. 
p recreri to that 
yas;involved in 


i primary responsibility fd 
|’t say that I did.TliPiiif 


feople worked on jhaff , 
f been a larger nurlil§r!j!l 
|Jy recollection is there were mainly 
holds who worked on it regularly. 
|ople outside of Reynolds? 
supplier involved in that 


EM) project. 

(is) Q: Do you recall who the supplier was? 

l«l A: A name comes to mind, but I’m not sure, it 

(iTi could have beenDick Westwood was the man’s name that I 

(iq - that comes to mind. I don’t know what the company 

[»«i name would have been. 

poj Q: What was involved in the analysis in the 

pi] project? 

P 2 j MR. WILLIAMS: This is the second project, 

P3] the what do we do about it project? 

P4j MR. SHONKA: Yes, the one following the 
pq February 29th. 
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[i] THE WITNESS: The way I recall it, it 
pj spanned quite a long period of time, maybe six months 
pi and that a lot of pieces went into it. One of them was 
[4j quite a few focus groups with younger adult smokers and 

[5] 1 know there were a lot of other components that are not 

[6] leaping to mind at the moment. 

PI BY MR. SHONKA: 

]8] Q: This project ran about six months you said? 

js] A: That’s my recall. We spent quite a long 

[id while. 

jti) Q: Did it culminate in a report, in a formal 
[i 2 ] written report? 

[i3i A: No. It culminated in a presentation. 

[i4] Q: And the presentation, by a presentation, 

(is) you mean only one presentation or one - do you mean 
[id only one presentation? 

[i7] A: The culmination was only one presentation 
[tsi as far as I know. 

[is] Q: Earlier you had identified a document that 
poj was labeled younger adult smoker analysis as it was -1 
pi] asked if it was a white paper, 

[22] MR. TAYLOR: 27. 

[23] MR. SHONKA: Burrows Exhibit 27, yes. 
p4j Would you take a look at that. Is that the 

ps] presentation that culminated, that being Burrows Exhibit 
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til 27, is that the presentation that resulted from - 
PI THE WITNESS: The second phase, what to do 

(3) about it? 

[4] BY MR. SHONKA: 

isj Q: Yes. 
pi A: No. 

Pl Q: Do you remember when you gave that 
PI presentation that you are talking about’ 

E9] MR. WILLIAMS: Which presentation? 

(io] MR. SHON KA: The presentation that 
im culminated in the second pan, the what to do about it 
[i 2 | part of the study. 

Its] THE WITNESS: When I gave it? 

Ii4] BY MR. SHONKA: 

[isj Q: Approximately. 

lies MR. WILLIAMS: I’m not sure there is 

m 

[i7] foundation. Did she testify she gave it? I thought she w 
(isj said there was a presentation. co 

ns) MR. TAYLOR: You are correct. ^ 

poj BY MR. SHONKA: £ 

pi] Q: Did you give a presentation? £ 

[ 22 ] A: Yes, I did. 
ps) Q: Do you remember when? 

P4] A: I gave it a lot of times. 

ps] Q: Now I am confused. You said there was one 
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fi] presentation. Could you clarify. Would you clarify, 
pi please? 

PI A; I didn't mean one session. I don’t 

(*] remember what date the presentation was first shown to 

[si people outside the work group that had worked on it, 

(6i Q: And that would be Dick Nordine’s group? 
m A: Dick Nordine, yes, right. I think it would 


(a) have been, yes, Dick Nordine's group. I don't remember 



Pi the date 
[loi wanted? 

{ill MR. 

[i2] MR. 

[is] the rep 

£'*1 (Bt 
[isi marked!; 

|tS! 

[i7) Q: It! 
pa] numbers507j 
(i#j chance j 
poj A: Yd 

pi] 


Q: There is a reference in her^isllisfTBYAS, 

P 2 ] F-U-B*Y-A*Sbprcsentauon. Is this d ^.-mj |&»ntation 

[ 23 ] that you s$Srerq|erring to when jyoU say you gave your 

[24] presentati^P^the entpPSie se|P^i|ffiiase? 

A: I common 


take sort of a guess at it if you 

I instruct you not to guess. 

: You don't need to here. I ask 
mark as an exhibit, Burrows Exhibit 30, 
position Exhibit |£umber 30 was 
itification.) ‘ ^|pg| 

BY MR. ShI^KA: 
ge document w ith tfi fe bates 
5611 and56l2.W^i i gft^^ws.haveyouhada 
at Exhibit 30 yet? f J 



[1] nickname 

[ 2 ] Q: And 

j3] A: First 

w Q: Wh; 

[si A: What 

[6j defined in| 

m adults 18 
[8| brand 1 

[9] Q: I had' 

[10] differcnc 

[11] and you s; 
tiz] exhibit, a 
Ii3] a differen 
[i4] a first us 




at presentation. 

’AS stands for what?, 
brand younger a 
that mean? 
s that mean? That pit erm 
it 24.Those smo! 

■ and have not yet 
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ink was 
ho are younger 
a very strong 



ier asked you if there was a 
een first brand and first usual brand, 
lot intentionally in reference to one 
n - or words to that effect. Is there 
.tween first brand, first usual brand and 
younger adult smoker? 

[is] A: Well, the first usual brand would be a 

[is] product, okay, pack of cigarettes or a brand name.The 

[i7] first usual brand younger adult smoker is a person. 

[isi Q: Who smokes the first usual brand? 

[is] A: Right. 

EMI MR. SHONKA: If you take a look at - I’m 
pi] going to mark the next exhibit, 
pa] (Burrows Deposition Exhibit Number 31 was 
pa] marked for identification.) 

(24] BY MR. SHONKA: 

ps] Q: This Burrows Exhibit 31 has previously been 
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[i] marked as CX-77. It is a memo from Ms. Burrows to R.C. 

Pi Nordine dated September 17,1984.1 ask the witness to 
p] take a look at the document, to read it completely, 

[4] please. 

[ 5 ] Have you read the document? 

[6] A: Yes, I have. 

Pi Q: That is your signature on it? 

(a; A: It looks like it. 

Pi Q: The first sentence refers to an attachment. 

[io] It says "Attached is a summary of basic transactional 
[it] analysis structure and tenets." 

[1 2 ] A: Yes. 

[13] Q: Do you know what that refers to? 

[14] A: What the attached thing was? 

Its] Q: Yes. 

its) A: No, I really don’t. 

Ii7] Q: Do you have any idea? 

Its) A: Well, I know what transactional analysis 

Its] meant. I have no idea what the summary or document or 

po] something was. 

pi] Q: What does transactional analysis refer to? 

[ 22 ] A: It was a pop psychology thing that was, I 
P 3 ] guess, popular around that time, and I had gotten 
R4] interested in the pop psychology, 
ps] Q: I didn’t ask you your educadonal 
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til background. Did you ever take any psychology courses? 
pj A: I expect I had one in undergraduate school, 
pi Q: But no postgraduate work with it? 

[ij A: I think maybe that group dynamics course I 

[ 5 ] mentioned as personal enrichment might fall under 

[6] psychology, but I’m not sure it was the psychology 

[ 7 ] department or not, 

pi Q: What you are saying is you developed an 
[s>] interest in psychology or pop psychology in 1984? 

[io] A: Yes. 

[in MR. WILLIAMS: Objection, characterization. 

[izi MR. TAYLOR: That’s probably not important 

[isi but that’s not what she said. You said she developed an 
[i4] interest in 1984. She never said when she developed an 
(is] interest. 

[iG] BY MR. SHONKA: 

ti 7 ] Q: And you had that interest in 1984? 

[i«] A: Yes, I recall that that was something I was 
us] Interested in. 

[ 20 ] Q: And so transactional analysis refers to an 
pij article that you had appended, do you recall? 
pa A: I don’t really recall what it was. It 
ps) could have been an article. 

P 4 ] Q: Let me cut through this.At oae point some 
( 25 ] months ago it was represented to us that a document that 


N) 

CO 

VO 


4* 
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CD is much tike what we have labeled as CX-8 are younger 
( 2 i adult smokers important was the attachment to CX-77. 
pi MR, TAYLOR: Which is CX-8? What's our 

(4j number? 

(si MR. SHONKA: Burrows Exhibit 29. 

P) MR.TAYLOR: Which is? 

(7) MR. SHONKA: The are younger adult smokers 
Pl important. 

[9] MR.TAYLOR: Tjie question to you is, does 

to] she beUev^&hatJg) was? 

hi THE WffNrasf Was the attachment to Exhibit 


don't think anytl| 
9 would be the at 


tto] she beUev^thatJg) was? 

Ml THE WITNESSf Was the attachment t 

[i3i MR. TAYfBlfPitithout reference to whatever 

114] it was represented to you, I would rather you ask her if 
[isj you thing tKis llKh at. 

(is) THE WITtSHfiPf don't think anytl^ 

Em similar to E^||f$§||ji^> would be the a@»c 
[is] would characterise that way for ExllibJ 
[ib] BY MR. SHONKA 

pc) Q: The ri i&saljjS^ agraph says, "Not^Hi 
PM driving motivation is getting strokes |ig 
P 2 t possible but negative is better than non 

[23] some people handle negative 

pi] rebellion as for s 

ps] payoff: negpjM^rokes fr 


rnt that I 


l^veif 
-In fact, 
rolxs.Thus 
iddouble 
ool, etc. and, 


(i) reference to the idea of "congruence discussed in the 
PI journal of advertising research" -1 will read the 
Pi whole paragraph. 

(4i 'The second section Con Transactions) could 
is] relate to the messages delivered by advertising as well 
(6j as between individuals and may not be as pertinent to 
m the phase of the project as later on except for the idea 
ts] of congruence discussed in the Journal of Advertising 
pi Research article you’ve already seen." 

(10) What project were you referring to in that 

(11) paragraph? 

(1 2 ) A: From the timing and so forth. I would say 

its; that it referred to this follow-up younger adult smoker 
(Hi project. 

[is] Q; Then you said "except for the idea of 

(i6i congruence discussed in the Journal of Advertising 

[17] Research article." Does that ring a bell? 

( 18 ] A: I have no earthly idea about the Journal of 

[is] Advertising Research at this stage, nor what congruence 
poi was. 

PM MR. SHONKA: I ask the reporter to mark 
ps] Burrows Exhibit 32. 

[23] (Burrows Deposition Exhibit Number 32 was 
p4] marked for identification.) 
ps) BY MR. SHONKA: 
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^mong peers. 
sSmoke, 
jer than 


igraph. 

■erence there to J 
orate on what he 


i his idea 


(i) perhaps, pdsi|Sejjxoke5 from other te^jg^ me 
Pi This fits your ijfeaxhat social permissioa^smt 
[3j (e.g., by scho6lj|^i likely to discour ^^ ra th er t 
f<] encourage sm§kii)g." 

15) A: I see the'^P^graph. L j 

16 ) Q: There is-P^erence there to N^^^^ine’ 

[7] idea. Can you l'^brate on what he hi: 

is) was? ; | * 

(9j A: The genlli^ilrift. 

]ioj MR, TAYLOR?%'$> you have a recollection of 
ut] what he said ^pHSut guessing? 

[i 2 ] THE WITN^SkJ think I know what I meant 
(i3j by this semenjy|gjLdon‘t specifically recall won 
(i4) Nordine said ^^nil^b out his idea. 

(is) MR. TAYLOR: As long as you are - as tong 


tit] what he said wftnbut guessing? 

[i 2 ] THE WITNEjs^ think I know what I meant 
(i3j by this sentengg^don't specifically recall words Mr. 
(i4j Nordine said ^^nil^b out his idea. 

(is) MR.TAYLOR: As long as you are - as long 

(16) as the record indicates what she is responding to, 

(17) that’s all I care about. 

li») BY MR. SHONKA: 

(i»I Q: What did you mean by the sentence? 
poi A: What I meant by this, the idea that I 
PM believe I was reflecting by this sentence was that Mr. 
( 22 ) Nordine held the idea that telling people to not smoke 
P3] might, in fact, encourage them to do so if they were of 
p4j a rebellious bent. 

ps] Q: Then in the last paragraph you make a 
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(tj Q: Burrows Exhibit 32 is a multi-page document 
PI that begins on bates number - it has previously been 
Pi marked as exhibit CX-404 in the underlying proceeding 
[j] and it bears the bates numbers 503020443 through 
is) 503020540. 

[6] Ms. Burrows, do you recognize Exhibit 32? 

[7] A: Some portions of it look familiar to me. 

[8] Q: What do you mean by that? 

pi A: I mean it's a big document and I don’t know 
(ioj about every bit of it. I see portions that look 
[ii] familiar to me as I look at them. 

(i 2 l Q: Did you write portions of this, of Exhibit 
(131 32? 

[i4] A: I drew portions of it, and I’m sure I 

[is] participated in the writing or development of some of 

[isj this material. i 

[i7] Q: Could you tell us what Exhibit 32 is? 

lie] A: It appears to me to be some version of the 

[i9] kind of presentation at least that was the culmination 

poi of this phase two or foilow-up younger adult smoker 

pi) work. 

[ 22 ] Q: Do you remember when - let me represent to 

[23] you that a Reynolds database, Charlotte database, 

[24] indicates that this document was prepared on November 8, 

[25] 1984. Does that sound right to you? 
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(6] 

PI 
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m 

( 10 ] 

( 11 ) 

(1Z) 

(13] 

l«l 

(15] 

( 16 ] 
t>n 
( 18 ] 
( 19 ] 
120] 
( 21 ] 
122 ] 
[23] 

p5] 


A: Sounds reasonable. 

Q: Do you have any reason to doubt that date? 
A: No, I don’t have a database. 

MR. WILLIAMS: Are you going to have 
questions about this? 

MR. SHONKA: Let's go off the record. 
(Deposition recessed at 5:09 p.m.) 
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D. S. Burrows 


Id price elasticities based on nber studies 


plaintiffs 

exhibit 


Sloped est imatetQ|i$§$ce elasticities for RJR/PM and selected brands 
j^e/sex elasticities of demand found by the National Bureau of 
search* and T&acke* age/sex profiles for the first half of 1982. 



WMif ' 

Altbbug.U^|o statist 1 cally aijjJUfleant elasticities were found among females, 
,LOtl“jP|lasttclties fmr^fe 20-25, 35+, and total 20+ groupB cannot be 
fully e^^^ined by the epp^on males. This implies some effect among 
£^aLPRPS&he effect t>n fe^alts is r^rtlally confirmed by noting the dips in 
caflle lnclden^^l^^ures following price Increases. 

^ ave developed brand price elasticities under two scenarios: 

iLgi ONLY HALES under 25 or over 35 are assumed to be affected by price. 
jwr This. In effect, says that the NBER's age/sex results are. more 
f;'. 4 ? meaningful than those for total age groups. This scenorio depicts 
overall adult elasticity of about - .33 (almost identical to 
RJR's Industry model). 

2. HALES ANT> FEMALE? under 2.5 or over 35 are assiaed to be affected by 
price. Elasticities for males are those fotnd by NBER. Female 
elasticities were derived so that the combined male/female effect 
would equal the NBER prediction for each total age group. Thta 
scenario equates to an overall adult price elasticity of about 
-.41. close to the NBER’s original figure. 

*These studies were discussed in oy memos of 9/21 ("Estimated Change in 
Industry Trend Following F.E.T. Increase") and 10/6 ("NBER Models of Price 
Sensitivity"). 


ficttles are np 
ids which may k 
lings. f 


und s 


Teens (12-1 
Young Adult 
Agee 35 + g 
Total 20+ r 







a. They arc presented to give a general idea 
e or less price sensitive, according to the 


ignlflcant effects of price on demand as follow?: 


ELA S TICITY 
MA LES TOTAL 

NA -1.44 

-t.*0 - .89 

- .66 - .45 

NA - .42 


f * 

iPMl 
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t -ti raises 


ym d/eonJ>any elasticities and Indices of their price sensitivity are shown on 
Hiched chart. Brands showed the sane rank order of price sensitivity 
both scenarios. However, brand elasticities were more nearly equal If 
'boih.ysKfflffli.es and sales were assumed to react to price. 


PfiP* 

affl 

\ mwte, 


All 



n cigarette p0p&£$ associated with the 1983 F.E.T. increase eav 
nd oarket shales. The degree of these effects will depend greatly 
nt to which popej^react to price (an issue not resolved by the NBER 
on other faLi^sJin the marketplace. 



factors being 
Neither RJR 



the relative effects are estimated as follows: 
li would gain share advantage from the price hike. 



hare trends^'fcfrWINSTON and Marlboro may show negative price 
effc Ottm-xi: Th|||g||gg|ee of effect is likely to be similar for these 
branc 


StnSn^frr feo 
invulnerable 
higher price 



ands, such as Virginia Slims, are relatively 
ice and nay improve their oarket share due to 


SALEM's sharl^lx^tenefit slightly from higher prices. Newport is 
more likely jo be^adversely affected. 



VANTACE and | g|g|g^ elastfcities are about equal. Their share trends 
mty modestly;, improve due to higher prices. 


The Bill prof| 
price. j 


iggests a positive share effect from increased 


CAMEL is the most price sensitive among the brands examined. This 
may explain some of the brand's 1982 slowdown. Further slowing may 
occur as prices rise. 
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CONFIDENTIAL 


October 6, 1982 


TO: , Mr. L. V. Hall. Jr. 

^Hb. D. S. Burrows 

NBER MODELS OF PRICE SENSITIVITY BY AGE/SEX 



PLAINTIFFS 

EXHIBIT 

—LA 



, the Natlon^^^reau of Economic Research (NBER) published two modelB 
n consumers' ’^resjgonses to government smoking surveys. Because the NBER 
& al (testing difference- between peopl rather than 
to relate price separately to Incidence and rate per 


nwrennowere cross-s 
ovajt j4.me) they wer 
dfnPBy age and sex'. 



?e NBER elasticiti 
since their models 
the^fo^nd for othe 
c <^&f£ent our 

hav 

s t $Am£Z 




led critique 
OF FINDINGS 



e NBER models Is Attachment B. 


Ac< 





?l 4 e 1 e : 

younger adult males are highly price sensitive. 
Males ov ^r ^S^ have above average price sensitivity. 

Women and 26-34 year old men are relatively immune to price. 
Price affects incidence; rate per day is virtually unchanged, 

NBER PRICE ELASTICITY AMONG: 


EFFECT ON: 
Incidence 
Consumption 


TEENS 

AGES 

20-25 

AGES 

35+ 

TOTAL 

12-17 

total 

MALES 

TOTAL 

MALES 

20+ 

-1.19 

- .74 

CO 

r\* 

—4 

1 

NA 

NA 

- .26 

-1.44 

- ,89 

-1.40 

- .45 

- .66 

- .42 
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CONCLUSIONS 


In terms of immediate impact, the effect of price on males 3S+ is most 
Important. Half (SOX) of the total drop in industry volume is attributable to 
males 35+, compared to 2U% from younger adult males, and 7% from teenagers. 
(Calculated In Attachment A) 


But, the lose of younger adult males and teenagers Is more important to the 
long term, drying up the supply of new smokers to replace the old.* This 
is not a fixed loss to the industry: its importance Increases with time, 
tmayears, increased rate per day would have been expected to raise this 
gro^p'a^coneumption by more than 50X. 
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attachment a 


IMPORTANCE OF PRICE IMPACT BY ACE/SEX TO TOTAL INDUSTRY 


1982 IMPORTANCE TO INDUSTRY 



X OF 
SMOKERS 

RATE PER 
DAY 

IMPORTANCE ■ 
X OF TOTAL 
CONSUMPTION 

4.0 E 

17.4 E 

2.2 E 

8,0 

29.7 

7.5 

28.7 

36.9 

33.6 

96.0 

31 .7 

97 .8 

100.0 

31.1 E 

100.0 


(Z smokers first half 1982, rate in year 1981) 


Source: 

adjusted fpr^sitlmated teenage smoking. 


IjPT ^IMPORf^SE TCFPfEflE IMPACT : Sample calculation assumes 10X price 

‘In’creAfSHand 62 3.0 billion industry. Importance of group to total 

chai&P^ii indga&aslent of total volume or price change. 



WV.Wij 


IMPORTANCE NBER LOSS FOLLOWING 

TO INDUSTRY ELAS- 10* PRICE I NCREASE 

l BILLIONS TICITY BILLIONS IMPORTANCE (X) 




Teenagers 
Males 18-2< 
Males 35+ 
Total 18+ 
TOTAL 


2.2X 
7 .5 
33.6 
97 .8 
100.0 


13.7 

46.7 
20 V. 3 
609.3 
623.0 


-1.44 
-1.40 
- .66 

- .42 

- .44 E 


2.0 

6.5 

13.8 

25.6 

27.6 


7.2* 

23.6 

50.0 

92.8 

100.0 
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ATTACHMENT 3 


TECHNICAL SUPPLEMENT 
SUMMARY AND CRITIQUE OF THE NBER MODELS 


L^it\nd Coate of the National Bureau of Economic Research developed two 
g 4r£aaJ of models relating cigarette prices (and other factors) to reported 
inl^rence, rate per day, and "total demand" (incidence times rate). 



h reported rates understate true consumption, the models would still be 
f the under-reporting was constant across the other variables -- 
hy, age, sex^tc. We ordinarily uBe this assumption ourselves. 



studies were w 
re similar 
be why bot 
11 signifies 



en^d by assuming that prices in all locales/outlets In a 
statewide average reported by TMA, pluB local tax. 
els had low adjusted R-squared values (.11 or less, 


Other aspects of th&. 


studies are critiqued separately below, since each 


ase|d a different data""soqrce , time period, and methodology. 



tent 


for Using Excise Taxes to Reduce Smoking," Working 
Paper No. th^^^^.onal Bureau of Economic Research, by E. M. Lewit and 

' Coate, September,) 1981. 



ThlitiTardinary Least a 
thissj^llal th Intervie 
det^ln4" of responde 




Retail pric 
respondent’ 

Family Inc 
Sex 

Marital Status 
Health status (perceived) 
Region and city size 
Race 

Working woman or not 


ined as the TMA - reported average in the 
e, adjusted for any local taxes, 
size 


Using the full sample, price was not found to be a statistically significant 
factor in Incidence, rate, or "total demand". Coefficients for most of the 
other variables were significant (at the 5X level) k in a direction consistent 
with our consumer research findings. 
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The models were respecified using a restricted sample which eliminated 
respondents within 20 miles of a lower priced state, on the premise that the 
price they actually paid might be lower than the assigned price ("border 
effect"). For the restricted sample, price waa found to be a statistically 
significant factor in: 

a Incidence and "total demand" among 20-25 year olds. 

• ^''Total demand" among those over 35. 

regressions were done by age/sex, significant coefficients were found 
males . Though none were found in the female regressions, the higher 
ty for males/females combined than for males alone may imply some 
oong females. 


ela8ticitie|ggjpP|tabulated on the next page. Only boxed values have 
leal signific^mce at normal levels. 
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ti 


S-BER *' *gTTr.TTIES AMONG PERSON'S l*.* 

(,Sample Restricted to Eliminate border 


(1976 ■ 
Effect) 


REPORTED 

INCIDENCE 


reported 

RATE 


"TOTAL DEMAND" 
( TNC. X RATE) 


RETAIL PRICE 



**OlTscil f £ 1 c i e nt 


I- ,264*~ 
F .74* 



- .037 

! - ,416** ] 

- ,20 

- -89*_J 

1 

o 

•C' 

- .47 

- .15 


- .171 

-1.401* ] 

+ .029 

- .320 

- .204 



- .026 

- .302 

- M 

- .577 

- .077 

- .118 

E .06** \ 

| - .08** 


statistically significant at 5X level (2-tailed 
Statistically Significant at U level (2-tailed 


test). 
test). 
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Since the NBER models are based on geographic differences in retail price at 
one point in time (1976), they do not translate directly to national changes 
over time; 


* The positive income elasticity suggests that, over time, price 

elasticity should be applied to retail price deflated by some measure 
of consumer Income. However, the price elasticities are strongly 


je/s^x specific and income measureg/projections are not available by 


duct consumer prices may continue to rise faster than income 
etpilb tally among young adults), using the CPI as a deflator probably 
Leld.s conservative estimates of the price impact. 


dieting the sam) 
lei's applicable 

bias — W§ Bt< 
Nort^feasterners f|eHr™f] 
Itictty more 
;ive coefficig|its fl 
except the West, 




to eliminate "border effects" improved the 
o the nation. However, it created some 
ners rose from 185! to 295! of the sample while 
om 24X to 1U, This may have made the price 
e than the "true" national value, Bince 
'ere associated with residence in any region 


Thus, th 
However, 
price a: 


t NBER ela 
.he^' probably g 
e ordl^Piof 



THE TEENAGE 




e Effects of; 
ate, and M. 



ies are imprecise for national price changes, 
reasonable idea of the groups most affected by 
ude of the effects. 


nmenl Regulation on Teenage Smoking, 1 ' by E. M. 
sn. Journal of Law and Economics, December, 


These m> 
Examin 
III seeg 
not r, 


s used per sops l mv lriterv lew data from Cycle III of the Health 


A major 
which 


Other 



Survey*, coiducpjd 1966-70. 


asonable, pe 


al of this sti 



Incidence and rate findings from RES 
even a cut above most teenage studies. But it is 


las pre/post assessment of the Fairness Doctrine, 


ed television with anti-smoking commercials from 7/67 through 12/70 


ables included; 


ui 

to 


oo 


<T\ 

-i 


*In Self-Reported Health Behavior and Attitudes qf Youths 12-17 Years, United 
States. HEW, 1975. 
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* TMA retail prices, adjusted to state cost-of-living and changes in the 
national CPI during the 4-year survey (an improvement over no 
adjustment, but still makeshift). 


* Fairness Doctrine Intensity versus cigarette advertising and amount of 
tim» w spent watching TV 


a y * 

? • N 1 

:iw 


> g’ 





ncome deflated by state cost-of-llvlng 
f other children 
' education 

mother or b^0^ parent 

ent/allowance of^youth respondent (detailed) 
t status 



on at 


Lty 



|tive price eTH|j|£Pfitie8 were found. The coefficients were stable 
and staMi^lcally signlfjyp|&& in all model specifications reported. The 
luthor ^Bjjg gethat th^^J^srge elasticities may Incorporate other effects 
Which tTO^biodel did not^^cj-ude/capture separately". They suggest that the 
inco»el^ti|ated variables tna^ have failed to represent the youth’s actual 
dlTserei^daary income. J®iiP 

E ELASTICITIES AMONG YOUTH 12-17 


Tot. 




REPORTED 

INCIDENCE 

- 1.19 


reported 

RATE 
- .25 


"TOTAL DEMAND' 
(INC, x RATE) 

- 1.44 


The Fairness Doctrine was also found to have an Important negative effect 
during its first year (accounting for a 3 percentage point drop In 12-17 
Incidence), but showed diminishing returns during Its second and third year. 
Cigarette advertising on TV was found to partially^offset the Doctrine 
effects. ThuB, the absence of TV advertising after 1970 was implicitly a 
negative effect, but the absence of the Fairness was a larger implicit 
positive. 
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Results for other variables were not reported. 
Weaknesses In the teenage NBER model are: 


• Loose estimation of price, loosely deflated* 

• "Impure" price elasticity (probably somewhat inflated). 

jtJData from the late 1960's, which may not reflect today's market. 

Ka|lona^ application of this model has the same problems as in the adult 

except that the problem of estimating what teenagers perceive as "real' 
range la even worse. 
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. D. S. Burrows 

ER MODELS oKfRICE SENSITIVITY BY AGE/SEX 


In the NationalTBurjau of Economic Research (NBER) published two models 

bae|i§sa| consumers' fllfcjpifiees to government smoking surveys. Because the NBER 
models were crosB-se^^%|^il (testing differences between people rather than 
over £4me) they were [j^ej to relate price separately to incidence and rate per 
Bay, ij^^rge and sex. 


The^l^g)' e 1 a a tie a gay* not reflect the exact effects of price increases, 

sinclrTheir ^ffiLdeal with changes over time. However, the effects 

they found fH^Tirclher p^lil%bles (race, Income, working women, etc.) are highly 
conP WPljh t with our ufi detjggS landing of market dynamics. Thus, it is likely that 
the models have^SerrlcLly Identified relative price sensitivity among 

age/ egfr. jg roups . ^g jp* 

debtilbd critique $f"~irhe NBER models is Attachment B. 

FINDINGS 

'AccS^a^jg to the NBE^^dlls: 

Wmm.jgggL Teenagers and younger adult males are highly price sensitive. 


NBER models is Attachment B. 


S'iiMiW • Males over 35 have above average price sensitivity. 

Women and 26-34 year old men are relatively immune to price. 
4 # • Price affects incidence; rate per day Is virtually unchanged 


x-x-Nx-:. 

TEENS 

AGES 

20-25 

■mimi 

EFFECT ON; 

12-17 

TOTAL 

MALES 

Incidence 

-1.19 

- .74 

-1.28 

Consumption 

-1.44 

- .89 

-1.40 


NBER PRICE ELASTICITY AMONG; 

,CES 20-25 AGES 35+ 

AL MALES TOTAL MALES 


NA NA 

- .45 - .66 


TOTAL 

20 + 


- .26 
- .42 
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CONCLUSIONS 


In terms of Immediate Impact, the effect of price on males 35+ Is most 
important. Half (SOX) of the total drop In Industry volume 1 b attributable to 
males 35+, compared to 24X from younger adult males, and 7X from teenagers. 
(Calculated in Attachment A) 


But, the loss of younger adult males and teenagera la more important to the 
lonjr term, drying up the supply of new smokers to replace the old,* This 
is |not J fixed loss to the Industry: its importance increases with time. 
tWftfHe, increased rate per day would have been expected to raise this 
>'s .consumption by more than SOX. 
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ATTACHMENT A 


IMPORTANCE OP PRICE IMPACT BY ACE/SEX TO TOTAL INDUSTRY 


982 IMPORTANCE TO INDUSTRY 



X OP 
SMOKERS 

RATE PER 
DAY 

IMPORTANCE • 
X OF TOTAL 
CONSUMPTION 

4.0 E 

17.4 

E 

2.2 E 

8.0 

29.7 


7.5 

28.7 

36.9 


33.6 

96.0 

31.7 


97.8 

100.0 

31.1 

E 

100.0 


(X smokers first half 1982, rate In year 1981) 
estimated teenage smoking. 


IMPACT: Sample calculation assumes 10X price 




IMPORTANCE NBER LOSS FOLLOWING 

TO INDUSTRY ELaS- IPX PRICE INCREASE 

1 BILLIONS TICITY BILLIONS IMPORTANCBTYT 
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^Increase and f 1 a&$» 623.0 billion industry. Importance of group to total 
“iange is Independent of total volume or price change. 
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0 r. 


2 

X 


Teenagers iCT 

" 2.2X 

13.7 

-l .44 

2.0 

7.2X 

*9 

U 

a 

Males 18-24 

7.5 

46.7 

-1.40 

6.5 

23.6 


Males 35+ 

1 

33.6 

209.3 

/ 

" - .66 

13.8 

50.0 

iP 

N) 

1 Total 18+ 

97 .8 

609.3 

- .42 

25.6 

92.6 

05 

VD 

TOTAL 

100.0 

623.0 

- .44 E 

27.6 

100.0 
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ATTACHMENT B 



TECHNICAL SUPPLEMENT 
SUMMARY AND CRITIQUE OF THE NBER MODELS 


d Coate of the National Bureau of Economic Research developed two 
f models relating clgareLte prices (and other factors) to reported 
e, rate per day, and "total demand" (incidence times rate). 


reported ra|j§|ll^derstate true consumption, the models would still be 
the under-reporting was constant across the other variables — 

, age, sex,fe4£^ We ordinarily use this assumption ourselves. 


dies were wei d by assuming that prices in all locales/outlets in a 
re similar t^ statewide average reported by TMA, plus local tax, 
may be why bothL Is had low adjusted R-squared values (.11 or less, 
till significant 



Other, aabects 
us ed! ad 1 £ f e 



TUB OVER- 



"The Potent 5 
764 of the 
Coate, Septe 



thewJ^£J| studies are critiqued separately below, since each 
datloKMufrce, time period, and methodology. 



or Using Excise Taxes to Reduce Smoking," Working 
onal Bureau of Economic Research, by E. M. Uwlt and 
,-,1981. 


dinary least .aquaies model used data tapes of Individual responses to 
1th Intervieey of 1976. It expressed incidence, rate, and "total 
of res pond adtfoqsKfiaifar age 20 as a linear function of: 


Retail pric$piii|ined as the TMA - reported average in the 
respondent's state, adjusted for any local taxes. 

Family Income and size 



Sex 

Marital Statue 
Health statue (perceived) 
eglon and city size 
Race 

Working woman or not 


Using the full sample, price was not found to be a statistically significant 
factor in incidence, rate, or "total demand”. Coefficients for moat of the 
other variables wete significant (at the 5% level) in a ditectlon consistent 
with our consumer research findings. 
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M 


m+*im**< Ci VHu»« Wturn 


The models were respecified uelng a restricted sample which eliminated 
respondents within 20 miles of a lower priced state, on the premise that the 
price the/ actually paid might be lower than the assigned price ("border 
effect”). For the restricted sample, price was found to be a statistically 
significant factor in: 



a incidence and "total demand" among 20-25 year olds, 
a "Total demand" among those over 35. 


the regressions were done by age/sex, significant coefficients were found 
males . Though none were found in the female regressions, the higher 
y for males/fifemftles combined than for males alone may imply some 
ong females.| 

j^^ted^laatlcitlesr iffijtabulated on the next page. Only boxed values have 
signlficsPIP^t normal levels. 
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( 



Sample Reutricted Lo Eliminate Border Effect) 


REPORTED REPORTED "TOTAL DEMAND 



F*GLS coefficient statistically significant at SX level (2-tailed test). 
**OLS coefficient statistically significant at IX level (2-tailed test). 
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Since the NBER models are based on geographic differences In retail price at 
one point in time (1976), they do not translate directly to national changes 
over time: 



The positive income elasticity suggests that, over time, price 
elasticity should be applied to retail price deflated by some measure 
of consumer income. However, the price elasticities are strongly 
age/sex specific and income aeasures/projections are not available by 
age/sex. 

Since consumer prices may continue to rise faster than income 
(especially^ion^ young adults), using the CPI as a deflator probably 
yields conseo|j|g|.ve estimates of the price impact. 

Restricting 
model*8 app 
regional bi 
Northeaster 
elasticity 
positive co 
except the 



he^ample to eliminate "border effects" improved the 
lity to the nation. However, it created some 
^Westerners rose from 18X to 29X of the sample while 
ell from 2U\ to 11X. This may have made the price 
egative than the "true" national value, since 
enLs were associated with residence in any region 



ticities are imprecise for national price changes, 
give a reasonable idea of the groups most affected by 
agnitude of the effects. 



Government Regulation on Teenage Smoking," by E. M. 

Journal of Law and Economics . n ecember, 


dels used p ersona l interview data from Cycle III of the Health 
ion Survey* r^fprolucted 1966-70. Incidence and rate findings from HES 
reasonable ^|pte:|:|apB even a cut above most teenage studies. But it Is 
ent. : “ 


goal of this study was pre/post assessment of the Fairness Doctrine, 
aded television with anti-smoking pommerclals from 7/67 through 12/70. 
riables Included: 

/ 


*In Self-Reported Health Behavior and Attitudes of Youths 12-17 Yeara, United 
States. HEW, 1975. 
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• TMA retail prices, adjusted to state cost-of-living and changes in the 
national CPI during the 4-year survey (an improvement over no 
adjustment, but still makeshift). 


Fairness Doctrine intensity versus cigarette advertising and amount of 

time spent watching TV 


Family income deflated by state cost-of-living 
Number of other children 



tion 

r or single parent 

nee of youth respondent (detailed) 


lZft 



egatlve pric 
tietically s 


sticitiea were found. The coefficients were stable 
cant in all model specifications reported. The 
suggest thatf ^tfreee large elasticities may incorporate other effects 
e model did yj^ J nclude/capture 'separately. They' suggest that the 
elated vari#§l%iB may have failed to represent the youth's actual 
ona.-y income 



RICE ELASTICITIES AMONC YOUTH 12-17 


REPORTED 

INCIDENCE 


REPORTED 

RATE 


"TOTAL DEMAND* 
(INC, x RATE) 


- 1.19 


- ,25 


- 1.44 


piwt:s#airne88 Doctrine was also found to have an Important negative effect 
faring its first year (accounting for a 3 percentage point drop in 12-17 
lienee) , but showed diminishing returns during its second and third year, 
Cigarette advertising on TV was found to partially offset the Doctrine 
effects. Thus, the absence of TV advertising after 1970 was implicitly a 
negative effect, but the absence of the Fairness was a latger implicit 
positive. 
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Results for other variables we're not reported 


Weaknesses in the teenage N8ER model are: 

• % Loose estimation of price, loosely deflated. 

‘Impure" price elasticity (probably somewhat inflated). 

[Data from the late 1960’s, which may not reflect today's market. 

>nal application, of Lhis model has the same problems as in the adult 

xcept that tffevgj^bleo of estimating what teenagers perceive as "real’ 
ange is evens 
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October 7, 1982 


TO: Mr, Steve Perry 

RJR Tobacco International 



Ms. Diane S, Burrows 
PRICE ELASTICITY ESTIMATES 


are throe items which may assist FUR Canada in their price elasticity 
1h. 



,s2. 


A summary 
yields aryest-J 
consuraptib 

A special 
price el alt 


R’s model of the domestic cigarette industry, which 
ated price elasticity of -.32 for cigarette 



A suimnar 
Research 
: s t 


XW8MB 

WeMTaVe 

elasticit 
each bran 
elasllcil 
are non-z 
them, 0 
for thes 



of the THA Issues Monitor which reviews a number of « 


ty studies previously published. 


le models reported by the Naliona 
:n|ERD in 1981 and their implications, 
se they are the ftret studies whi 
age/sex groups are most price sen 



e NBER results to estimate relat 
r brands, by applying the age/se 
oker profile. The “gaps’* betwee 
r males and for the total market 
asticitles for females, but the 
iraatcs of the female elasticities 
are: -.31 for females 18—2A , 


1 bureau of Economic 
These have 6parked 
ch have attempted to 
sitive . 

ive price 
x elastlcitles to 
n the NBER 1 e 
imply that there 
NBER did not report 
which would account 
-.17 for females 35+ 


e 

3 

S 

r. 

u 

9 

£. 


| 

e 

1 


i 



ve Bob Davis ^^es^dy gave you the report which estimated about a -.4 
ty for OregcIngurTng its major stale tax increase of December, 1981. 


1 
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Burrows 
NG DEVELOPMENT DEPARTMENT 


JftSB/ch 
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November 16, 1983 


TO: 






l*. P. Mabee 
S. Y. Evans 
S. W. Teague 

D. S. Burrows 

PROCEDURE FOR ANALYZING/PROJECTING EFFECT OF ACING ON SMOKERS SHARE 


;last Younger Ad ulifeiT aek Force meeting, you asked me to forward a 
d procedure f|^'arlalyzing the importance of aging versus other effects 
e’ hietorica^hafces of smokers, and projecting possible aging effects 
uture. Here lit?! 


worksheet on Newport which illustrates the heart 
ibBic idea is that, in any given year, an age group of 
| smokers who have aged into that group since the 
smokers who have remained in the same age group, 
e chart shows that 11.OX of 25-34 year old smokers 
ge 25 -- in 1979 they were in the 18 —2A group — 
the group remained 25-34. Similarly, 35 year olds 
^roup and 50 year olds veTe new to 50+, (The method 
|ents incoming/renaining is detailed under Attachment 



Isa 

approach, 
smokers will cons 
^yloue year and 
|ample, in 1 
‘incom^g 
lU> the kj^ 
on .tot 
of do termor? 

,4 

. OW. ) 




tieiste the shiypgpphange , If any, to be expected due to aging alone, I 
a66umed that i|l4w*iftcoming smokers bring the brand SOS of their 


ous group wii 


For example, Newport’s SOS among 25 year olds is 


ed to be 5.2%. in lj?80, the SOS Newport had among 18-24 year olds the 


ous year, 
jihad the prevlj 
79 is assumed! 
Thus we ca 


ing" smokers are also assumed to keep the brands 
ar, e.g. , Newport’s 1.7% of SOS of 25-34 year olds 
c%rry over among the ’'remaining" 26-34 year old8 in 
hat, if only aging affected the market, Newport’s 
e among 25-34 *year bide in 1980 would project to be the weighted 
ge of its shares among the "incoming" and "remaining". 





>.•> 



n.ox 

89.OX 


x 

x 


5.2 

1.7 


.6 pts. due to "incoming" 

1.5 pts. due to "remaining" 
2. IX SOS among 25-34 




>;Jhi8 logic can be applied to all age groups except 18-24, where we have 
data on Incoming" smokers shares and rauBt rely on the current actuals 


draw a scenario for the future. 


no 

or 


After the age group shares expected from agin- are estimated, they are 
combined at the bottom of the chart into a total projected SOS by weighting 
a ge groups according to their importance among total smokers. (Development 
of these weights is detailed under Attachment D.) Where our projections 
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November 16, 1983 
Pe-ge 2 


differ from the Tracker actuals, we can deduce that 'other effects" were 
operating. 


mrni i 


The ‘‘Istorlcal analysis (left half of chart) and future projections (right 
half) are handled the same except that, in history, we “age in" the actual 
Tracker SOS while,for the future,ve age the projected SOS for the previous 
.■ fy ea V Thi 0 , in essence, esyB that where “other effects" have occurred we 

them to be permanent and also (on Attachment B) provides a means of 
Iving an annual average of “other effects." 

^future scenerloa are projected. The first assumes that the brand's 
younger adult SOS remains fixed at ita First Half 1983 level for the next 
years. (Thla is a "down side" for Newport, but may be the “up side” 
>ther brands.second projection assumes that the brand's SOS 
younger adui||IFwTll follow the same “trend" seen from 1979-83. For 

^rt, that tre^i wa« roughly projected by assuming every year-to-year YA 
tn would eqi falf'tHj e average 1979-83 gain at .8 per year (treating 
Half 1983 aallPplar, which should tend to moderate any steep trends). 


£>•'•! 


mt 



HHENT B Bumr 



the results on Attachment A. In the historical 
is the difference between the projected SOS for a 
»ctual SOS the previous year. “Other Effects" are 


section, "Aging Efl 

and that 8 rc ^--i_ ... 

|he dif ferencnejetWen projected and actual SOS for each current year. 


proje| 
projection* 
estimate 


is similar, using the "up side' 
lefqfect and the 1980-83 average 


and "down side" 
'other effects" to 





estl 

age range si 
e range. Th 
u figures fo 
%rs, we Implicitly 
' n 1 n g smokers 
ual lmporta| 
n 1 percentage 
compatible 



MENT D calculates the hletorlcal/projected importance of each age 


(e within the smoking population (18+) , based on both population size 
praoklng incidence. Historical incidence Is from M/A/R/C. Future 
Sence for the total population is taken from the HDD External Forecast 

wa8 unofficial in 1983 due to uncertalnlties surrounding the 

of the FET Increase on Incidence). Incidences among 18-24, 25-34, 
£nd 35-49 have been projected based on an earlier, unpublished analysis I 
did on cohort incidence trends. The 1983 Incidence projections were 
.adjusted based on the NBER price elasticities for these ages, assuming 
price affected only incidence among males 18-24, affected incidence and 
rate equally among malee/feroales 35-49, and had no effect on Incidence for 
females 16-24 and reales/females 25-34. Incidence for 50+ was then derived 
by pulling smokers under 50 out of the total (Bince the fTBER did not treat 
50+ separately and this generated a reasonable looking projection). 


i 

£ 


s 

c. 


he percent importance of persons who have aged into 
prior year shown, versus those who have remained 
Imates are based on the latest available Census 
total population. By applying these percentages to 

ssume that incidence differences between incoming/ 
helgnifleant. Historical incidence suggests that 
incoming smokers would be somewhat less (but 
c) of these estimates. Civilian population is used 
e Tracker sample. 
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November 16 , 1983 
Page 3 


• ATTACHMENT E is a worksheet similar to Attachment C but with no brand 

specific data, I thought this might be useful in working up other brands. 
(Danna can gel this format to another secretary via word processing if 
other charts need to be typed,) 
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YOUTH SMOKISG: 


is:?.?ductio« 


Concern about the extent of youth smoking in the United 

States is an old and highly emotional issue. Two generations 

** w 

ago the |Pb>a» 6 fe tte smoking boy was the epitome of failupJejB 
Children co n 04 -: .na ted by the smoke cf the weed were cor.slde 
condemned 


iite o i 


< 'i 



£ poor health and economic disaster. g ~ 

e of them attempting to present serious mediga^ 

sc 53 

lated am.ong school teachers, juvenile counselojSs^ 



me community Leaders. Henry Ford enlisted S h £ 

i ^ 

r iends to ban cigarette use among young boys. 8 fhg 

oampai'go Saalhe character and moral fervor of the campa£g 2 u 

~ < i :? 9 

mg aiagt 1 ^ 1 c &&q 1 conducted by the Women’s Christian Temperagci 

Unioa*,««Jjf!??F' , " 8 flso condemned smoking. 

To^fev, . t|ie issue has been elevated to a much h 

•f O * 

plane. Rfe&j&asgfchers have collected a considerable body of eMi* 

. ri , , c s 

dence tfia|illil|ps explain why young people adopt the occasiojiag 
or regular use of cigarettes. A profile of the young smo gel 

a t 

h j£ 

1 ^ 

But the issue is still clo.ied by missionary zegljj 

k « 

O 


is emerging 


Smoking is bad and unhealthy, most of the researchers acrae« 

- 2 ? 
and smoking among the ycur.g is disastrous. The moral ov|Sr- 

v. 

tones are absent, but the implications of serious consequences 
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for toe r.at icr. should v;;:r. 

still present. Some in the research community conceal their 
feelings about the issue, but others clearly wear the colors 
on their sleeves. Sometimes this appears to affect their 
interpretation of the data. For example, in an effort to 
reinforce their conclusion that cigarette advertising is 
to youth, two California researchers si 


itat-ef w 


unequivocSiPfy^that ciiar-va ccmoa.oies intentionally produce 3 

£ l 

antf £ 

2 l 

r O 

t ft 



adolescent 


' i o c n l n g 


playing a |-,,.Uj 5 1 games! 

This ^pip| rt is a review of the research reported in thg Jg 
^%nd scientific journals. It deals primaril^ « 


pro ressiof 

wifnjUie " and ”whv" of the youth smoking question 

concentrated cn attempting to identify thj£ 
and to make correlational linkages to commog. 



young snm 

iits' 

charatft^r§ 

me- r* 



For example, because young smokers cams ® 


from where smoking was an accepted practice 'oj| p 0 ~ 


par 



ater work used more sophisticated techniques an[ 


measures after it became apparent that many factors wen£ *5 
into smoking initiation. This later work also began to ronj| 
centrate on the your, g nor. smoker in an effort to locate t h^ 

" high-risk" youth before r.e tried his first cigarette. | 

H 

The research is still in its formative stages, 
according to the academic research clock. Much still is to 
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00 
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Researchers 


w\> 

"9» 

-r«r 


, some :j;i2Co center 
mm on t h em. a in adoles¬ 



ce Q315. 

than ethers; peer relationships, a 
cent behavior research, is perhaps better understood today 
than, say, the influence of the media on the smoking 
decision. 


Some within the acedem.ic and medical community hav^, 





rds ar.d m.easuras. 


existing 

knowledge only t<£. S 



by the 

researchers 1 w i d « — 

C a 

They a 

^ it] 

Iso decry the Iac3c Q 


a > 


W Q 

method of research, and occasional failure* g 


ocument research, 


:hat colors some workS 




tion may be as high within this group a 
leco industry. 

|is report is a review of the research litera 
aped by the factors in the smoking decisio 
njsubmitted for study. There are many factor 


'*r ^ 

that 

■-*» ___ 

that itt£^ul"nce v \decisions and they have not all been examine 

5c« 4 pFthe factors are not well understood and gros£ £ 
assunisiti^n'^^^^rticularly about the media, are made. § 

example, all media influences, including use of cigarette|j 8 

a ft 

by actors on television, sampling and promotion of arts an£ g 
sporting events, are lumped together under the general media? 5 

9 *“ 

^umbrella. ^ 

This reoort also covers only research conducted in thei 

h 

■Jn i ted States, but that is not to suggest that youth smoking 
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:wiie- issue. ye:: a bins, local customs arc 
cultural differences case a comparison of smoking behavior 
among nations confusing. It is interesting, however, that 
the United States is currently experiencing one of the 
lowest smoking rates among young people of the nations where 
youth smoking has been studied. 


This report, then, may be consider.} a benchmark review^ 


though it is, 


by Willi amSy--' i n 


of this stv 

scie^s 

backgipund 



as scientific an exercise as that performed^ *" 


and Leventhal and Cleary in 1980 


:ser 




a 
u 
a 

’.ould make full use of the references and th£* g 

a 2 

produced the work they represent. The ^ 

S 2 

relation not only would be useful in develg fcj 
al programs on the youth smoking issue, bujis ^ 
g s a dialogue that is absent in the literature^ 
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HCW MANY YOUNG PEOPLE SMOKE? 


Smoking Surveys: Can we count on them? 




of Health human Resources announced that 12.3 percent o{y z 

the natio >ung people between the ages of 12 ar.d 17 




£ 


y J.98 3, Dr. Edward Brandt of the ’J.S. Departments u 


1 O 
were* j 


w 

B | 

H O 
< as 
fi ft* 

|reat population estimates, that means mor •s 3 

J fc: 
& 

.(N^DA) definition of a smoker: 


H u 

Someone who ha^ ^ 

B I 

t five packs of cigarettes in their lifetim^ H ^ 
at least one cigarette within the past month^ P ^ 
h community greeted the news with optimism^ ® jj 

J 8 i 

of increase in the reported prevalence ofg g g 
the data indicated smoking rates were holding^ |j 

c t 




d has 


*tvws 


After _^V 

youth 



steady at* 

V' ^ 



s 


lowest rate reported in years. 

But was the picture a true reflection? Consider thfg 
following problems in interpreting th * s and other surv eA | 
data: 3 a 

* Definitions . While NIDA uses one definition of ^ « 

smoker, the National Clearinghouse for Smoking and Keaitlj| * 

H 

(NCSH) uses another, slightly different, measure. A young 
person who smokes five packs in his lifetime but quits the 
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weak before the interview is courted is a smoker by S' I DA and 
as a nonsmokec by NCSa. 

* S amp ling . Researchers can't agree on the age of 
"young people." Some surveys include 12 year olds, others 
don't. Some include 13 year olds in the sample, others make 


the cut at 17. The difference may be critical because youniJR 


people are.mi 



more 


likely to be smokers at 18 than at 12. % jjj 

- - 

* ?■ e bl..3 bj^. i t y . Young smokers don't always tell th<j* Z 

a 

cigarettes. Smoking carries £ £ 

. 5 © 

f ^ M 

; among young people and it also can lead t® £ 



T 

” I 

boji 

H|e i r 




punishrr.ent L.by p arents and school authorities. Both intro^ u 

|he interview. Some self reports on s.mokin 

to vary as much as 50 percent when other 

re calia! measures are used, 

■,-'i Tfteii e plft&l tlems and others examined in this section d<55 

, . 5 5 j« 

not sagasspHeception by the research community or a lack oQ S § 

' * £ 5r 5 

faith 1 rr’--1 
/ 

youth.- smok 





I P 



years of specialized and national studies o 
Rather, they reflect the variety o£ 

. d S’ 

the research community and are recognized « 


opinioa#'' w 

pitfalls in the current work 
uncertainty that yet abounds in the question: Why do kid£ 
asmoke? a 

'What is being measured? 

. H 

"Care needs to be exercised when interpreting the 
f iodines of the studies reoorted since definitions of such 


They also highlight th£ ^ 

aft 
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‘arms as 'regular , ' ’ cc: ii i c r.a 1 smoker,' 1 experixen tai 

smoker,' and ' nonsmoker 1 vary from one study to the next," 
said the warning in the 197 9 Smoking and Health report from 
the U.S. Surgeon General. 

From 1959, when the first significant study of young 

smokers was reported in the literature, to the present, ^he 
; ~ a 

d e f i n i t i on ^bf=pok e r has ranged from a young person who smo!{ji<J* 

= 5 

at least twice a month to a teenager who consumed more tharg ^ 

r: < w 

pack a dayman's smoker was often another’s experimenter. 

1 | t ® 

The vi& kjsm y of definitions are necessary because the ptt-2 

ImZd S 5? 

tern of youtnismok i.ng is so erratic. Restricted by parents t. 

, |HUf o a 

^school regul|trons, and, in sorr.e states, the law, young smoksxfe 
opportunity to smoke at the same rate as adul^£j 
wIllpNlhokes a pack a week may be considered a casi^.j| ^ 
Tn5!!3^lte is considered much heavier if the smoker 5.45 * 

^ ^ ? s I 

a a ® x 

« or% ^impor tant, perhaps, is that youth is a time |pff U 

Vss * 1 o s 

experiment al^ with cigarettes, as well as with other adMtf 

pas first cigarettes doesn't always lead tog 

second though some researchers believe that four cigarettes 

an important threshold (17). As a result, more precise mefe* 

ures are necessary. s •§ 

i X * 

"Smoking has a long and complex developmental histoA'g 
beginning well before the first cigarette is smoked |fid 

extending sometimes ever 5 to 10 years to dependence," 
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Levent ~a I 


ana C.eary wrote in 


19 50 summarv 



smoking and health research. (17) 

The time of exper imentat ion —usual ly around the age of 
12 or 13— is considered critical, Early researchers believed 
that once a young parson crossed the four cigarette threshold, 
the odds were strong that he would carry cigarette usage int§ 



his adult li 


smoking whel 
to become s 



at experimentation with smoking led to aduifij a 

1 ? S 

l|r not the young people had originally intends^ > 

j i* © 

Fts." Data collected in the mid-1960'3 "sho« 2 



that 65 to [95 percent of those who smoked four cigarettei 

^coma fiM eegunCmokers.' , {17) f 


fft.ntJUtud ies challenge that assumption. Smoking atioti# Q 




the youag maybe, a sometime, on-again and off-again thing. 

-. ' & ranwwrtmvmd 



i Yrr^he 

u* ^ | 

amon y| 

Nationa?* 1 , Ins 

'* V 4f ? 

young,peopl| 
them Yc*f4 yl 


s , i 

longitudinal study of youth smoking behavio^ 
5g™people in the nation -- Green's report for th< 


SBp 


. tJte of Education (NIE) — interviewers locate^ g 
^had been interviewed in 1974 and reinterviewedh “ 
plater. About 27 percent of the 1974 smokerifi 8 


J — those who used one or more cigarettes per day or week —*® ® 

8 o 

^ had become non-smokers. About 21 percent of the non-smokerfc * 


>ad become smokers.(53) 

"A com,oar i son of the 1979 current smokers w 


r* a 
8 £ 

ith the forma* S 


smc <er s, 


ireen wrote, "seems to indicate that the formed 


smokers, on the whole, may not have been really committed to 
smoking, but may be more like experimenters. They started 
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smoking early an; 


e a r _ v . 


T.-.ev aia 


s m c < e m a r. y 


cigarettes, and they did not smoke for a long period of time, 


A later study confirmed Green's report.{20) "A larger 
proportion of the {SO0 > college undergraduates had experimented 
with cigarettes over a period of years but did not smoke now. 


'This i 




.many indiv^du 


| use them i| 


intriguing discovery because it suggests 

J z 

may actually experiment with cigarettes fl-x 

«? w 

|ittently over the years — and never bec(Qt\<f 


ar zr 


While an assumption 



regular While an assumption of the field is tlsfefi 

MM * Sg 

those Lplayj with cigarettes eventually become habitxmL 

, | § 



jB*>nc 



suggest that many who smoke irr 
'ond that ooi.nt," 


egula?JL^ 


entnal ,)and Cleary also cast doubt on the ea 
Ins. *^§j;ndeed , the data seerr.3 to support the hypothe 



V 5 § e 

that axe^upwards of two years and possibly longer fsS>ig 5 

i n i t r d e sA n d occasional experimentation to arrive wl? U 

u _. pi 


md occasional exoerimentation to arrive 


heavy^ cons ^a^Kfe t smoking." h- « 

|id^i|su rvey reports would record these "exper im^-g 
tecs* as smokers. The variety of definitions have helptedr 
researchers get a better idea of smoking patterns, but 
frustrate attempts to get an accurate picture of the extents>ljjj 
smoking at any particular time. 5 8 


a 
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Who's being Counted? 

Adolescence is a stage of human development. Youth is 
a relative term. So who should be included in a measure of 
"youth" smoking? Furthermore, on the question of sampling, 
^what can regional or local studies of smoking behavior tell 
! us about national habits? 

It's hlhsuf.fi say 


£ 


"It is ^particular ly impossible to provide an unequivocal^ 


'estimate ofj 
Dr. Martin 




percent of smokers in the LT.ited Statesg^ 

b J 

ein reported in his 1977 study for the staJS 

8 2 

of the Fede: ade Commission (FTC). - 



i s 

only have used a variety of defiru-fe 

S.? 


they have used differeat^ 



.aftr ik fWg 1 ^] i f 


cH^sgonze smokers, but 

ns their samples. The results sometimes s 

f 

nces. 
dy 


just « yea 


that otviy 




:or 


g « IS 

the American Cancer Society (ACal^ § 
reporte^th $j^j | percent of the nation's youth "smoked." U 

‘ ! a*'V o Bj 

ier, a SCSH survey of young people reportred® 

' C 0 


ent "smoked". What happened? 


s 


One major difference was the description of a smokeffc.^ 

9 

The NCSH used a much tighter definition of smoker. But anotJ xf“_ 
factor confounded the comparison even more. The ACS stt 
surveyed teenagers ages ,13 to 17. The NCSH surveyed yoi 
people between the ages of 12 and 13. H 

Researchers consider age a critical factor in the under¬ 
standing of youth smoking. Accurate reports of smoking among 

10 
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1.2- ar.d 13-year-old beys end g.rla are neresasary in :rcc; ng 
the factors of seeking initiation. In fact, Evans suggests 
that smoking may begin at even earlier ages today.(63) Age 
also is important in interpretation of the data because older 
teenagers smoke at about 10 times the rate of younger teens. 
Yet there is no standard. 

Fishbein also warned about other sampling problems «h<* 

,• 5.1 

i £ 

. 

< w 

. ~ a 



rom 

local 

reports. 


entage 

of smoke 

nee 

( i . e. , 

geograph; 


’Generally speaking 



s urban) . 


Surveys have found, for examp 


H O 

it 

ft* 


people in the northeast smoke than do those 


that more 

the west", f Sennight also have added a caution about generajjL-jsj 






a community. 

sota researchers found differences, large d. 

^en one school and another within the same ci^L 

® H 

-r-^he first year of their research project, § 

CJ P W 

MinnesoHi .team}reported that in the four junior high scho$y,£ 
under-*-studg^jy|£ percentage of smokers (students who said 
smoked^^ab UlJLa^ t twice a month) ranged from a high of 1 SB 


percent to a low of 4.9 percent.(22) 

Fishbein concluded that "the various national surv^^ 
have used noncomparable samples and different criteria. 1 
conclusions about smoking, behavior that are based on these d, 
must be treated with caution." H 
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as* - 

L... 



He suggested using other measures perhaps free from such 
biases to measure the extent of smoking. 


Who can you believe? 

The University of Michigan's Institute for Social 
Research, which has conducted a study of high school seniors 

I 

1975 , has reported a decline in smoking 


every year 

these people'. The rate for those using cigarettes at 

r r MSf *'!sc r ^ 





antly, the Michigan research report sa; 

3 6: 

3 ^ ^ a |yilil§| use ^ ro PP e ^ over the same interval from 

perc^iS8eto |H^percent and daily use of half-pack-a-day or 

had # fallen 1 |¥otNi 9.4 percent to 13.5 percent between 1977 AC 
kamwi < 

SI 81 * Vlfti he ^^p tionai surveys -- NIDA for example -- he£< 

'fWfil^^^ends. But these reports may not be telling j$4e 

p ° 

what thjby are. S 1 

> Plgglgl" Vi Q 

ter Fishbein's report, Dr. Kenneth Warner 
the Uffci-uyrsfe^^fef Michigan reported that if the U.S. Depaxgf.-^ 
ment of Agriculture's Economic Research Reports are to 

•a J5 

believed then Americans aren't teLli.ng the truth when asked R5 

» -J 

9 ■} 

they smoke. a S 

Warner calculated the n urn be r of cigarettes r epo r t ed smckgda 

2 < 

in national survey data and compared that amount with ths 


;s3a 

H 


reports of cigarette consurr.pt ion, a measure Fishbein had 
recommended. Warner found a 216 billion cigarette ga? in 1575, 
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7 h <2 * i. o r. a 1 iurvovs , w a z r. — r « r . i e , ’ .*. c t o r. 1 v u d z e r 5 t s i e 

the level of smoking at any pet "t ■ r. t: t. a, they also present 
the public with an erroneous view of behavioral change, mixing 
under the label true chances in smoking behavior with increases 
in underreporting."(13) 

Others have challenged the national consumption rates. 
"While the reported declines in smoking rates noted 4n 
(national) K ^ud/ es are encouraging," a group of Kinr.esq^^S 

sported in 1932, "we suegest that these statist 

£ a 
5 u 

lid because of their reliance on self-repcyrtg 

“ o 

2 1 

ta researchers could not find a reduction 
e students they were working with that confe-jj 





decline reported in national studies, Tl 

Q w 

pected a change because the community wh 
ng didn't have a "friendly" attitude tow 
ances prohibiting smoking in public plac 
ing measures, had been in place for s 

found that "the combined current regular 
current occasional smoking rates in the Minnesota sample 

£ fe 

consistently higher than in the (NIE) sample, by factcujsig 

ranging from 1.65 to 3.72. § 3 

V «9 

Problems with self reporting were recognized in earayg 



tn 
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00 

u> 

K) 

6> 

ui 


research. In 1969, a University of Illinois team spent nin 


ineS 
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© 

‘J 


T 

U* 



cf 20 smokers 


and 2 0 






jiC 


months closely rcllowing the activities cf 20 smoxers and 20 
non-saokers in local high schools. One of their findings men¬ 
tioned that “the incidence of smoking among young people was 
higher than surveys would indicate. The group least likely to 
be accurately represented in school conducted surveys was that 


s .of the 'popular' boys. These students were involved in school 


- 

activities thietics and felt that they would suffer iftip 


u 





rchers have attempted to control this s^lJJ 

1 * S3 

report bias LjJbro ugh the use of chemical measures of smoki^g^ 

have used mass spectrometic analysis of ni£o© 




:’Salpl% to measure present smoking. Students are s 

pa, filttfkdepicting the test and 1 then asked for saliva samolfis 

}m r*' < 

j^hichWBJsae t^^^anaiyz ed. 'This results in significantly ra|jr! 

repoi^^^of p^oTfng.* 3 g 

v — r 

indic?Pors | 


8 


s e 


ind iofcors 



stigators are exploring the use of chemipja^ 

© 

moking. However, using only direct chemif 


e major dependent measures may be too cos 



2 => 

j or may only be recording present smoking. They do loiS 

*■ 

adequately record smoking that transpired 3 or 5 hogr8 


reviously. Clearly, this is an important area for fut| 
investigat ion."(37) j 
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WHO SMOKES? 


Using labels high school students supplied, a University 
of Michigan anthropologist divides high school students iifco 

5 - U 

<n* a 



irnouts " . 


d z 


;th sexes, “ Penelope Eckert vr^ 



to sports rugs would suggest Jocks and burnouts 

dist iuig a i s j^j^L^by a wide variety of traits such as dr &£ 
bell-bottomed jeans and rock concert tee shi #* 
dress 'preppy'); participation in school acti^t 


(3u 


whefSST 



ts 




^es U^ks dj, Burnouts do not); academic programs ( 






JoScJ 


preparatory courses, 3urnouts take vocations 


(burnouts use them relatively openly, Jocks 

I 

ette smoking (Burnouts do, Jocks do not) ." 
escription o? the high school world is not 


tft o 
© ■ 
H 



taka 

courses’^ 0ruc 


not) ; and 
Eckeri 


from the PwR.es distinguishing young smokers that have 

g a 

mained fairly constant since Daniel Horn's study of FortlaggJfc; 
Oregon, high school students in 1958. 

Horn (1) found that smokers weren't involved in ext: 

curricular activities at school,. war en' t interested in pursu&^l 

3 

their education beyond high school and were low academic 
achievers. 
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Subse-quer.t resear z'r. zi the pass 20 years have fleshed out 
that profile. In 1979, -he National Institute of Education 
surveyed young people between the ages of 12 and 18 and con¬ 
firmed many of Horn's conclusions, while adding more. 

Smokers also were more likely to have jobs after school, 
come from single-parent homes and, as Horn found, be ^be 


children 





a home where smoking is accepted behavior 

id s 

parents antpolder brothers and sisters.(58) gc a 

Early ^31^ to he r s searched these demographic profiles §3^ 
^ answers to whvs * of youth smoking in addition to the 

They regul JWwj^reported demographic and physiological corre^ 
^tions, witliPfilLking behavior, recorded reports of parent 



smo 



SNWSSS8SSSSSSS « . 

ben&yiot and some personality variables. This fi 


V**'" 

•nswaWr- ll*sq 

**rj* 





|uth smoking research provided few defini 
, about why young people smoke, but it es 

H ® £ 

information on who smokes. 2 ^ § 

ant benefit of these studies,* Leventhal ° 

O S 

is that they provided us with a good deal 

tu w 

rmation about the factors associated with 


Cfl 


•thr* 

_. "Vv- 
Cleary wro 

descrf^itiv 


^ initiation of smoking. Examples of such variables are socft 
^ class, use of other drugs, the image of what a ’smoker’ is 

parental smoking. g * 

"Unfortunately, the studies lacked an adequate concepti&E 
base, and thus their contribution to a truly effective science 
of prevention and intervention has been limited,*(17) 

The early picture rem.air.S/ nonetheless. 
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Sex 



Girls are sore lively to be soc'<a:s than boys/ are regular 
smokers as well as erractic and occasional users o£ tobacco, 
according to the NIE survey in 1979 (58), 

The study found that smoking among boys of all ages has 
been on the decline since 1974, after remaining steady between 

I . 

1968 and The same has not been true for girls, ^ S 

« «- 

‘Traditionally, smoking has been more prevalent among boy 5 

5 3 

y«gl3,‘ the study said. "In 1968 , for examples 
>,^s many boys smoked as girls (14,7 percent Sn 
pec t i vely) . By 1979 , the girls has passed #h 






SSoSS Mi a* 

27v percent of the girls and 10.7 percent of 

H § a 

assified as smokers." - * 

in this study, were people who smoked one 
per week or one or more a day. ) | S3 _ 

H O IS 

“&411 difference," the report said, "is accounge^ g£ 
group, the 17- and 18-year-olds, where 2^.^ v 

tfi Q 

girls smoke compared with 19.3 percent of 

S * 

2 ® 


The latest survey of teenage smoking, released by NIDAgiS 

2 ft 

early 1983, aoes not present data separately for boys and gir^K 
3ut reports on smoking behavior of high school seniors, f 
the University of Michigan study cf youth, indicate there 
been no change in this trend. If anything, more girls aare 
smoking and smoking m.ore heavily. (57) 
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‘This year,* the r^ijar.'.'.crs reported, 'both j*xas 
shewed a sma1L increase in half-?3Ck-a-day use, and females 
still remain slightly higher -- 14.7 percent vs. 13,1 per- 

\ 

J cent. (At less frequent levels of smoking there is a somewhat 
larger sex difference, since there are more occasional smokers 
^ among females than among males." 

^ Many rHt^e^ed the increase in smoking among girls 

^ alarm andPlpeculated about the cause. Some observers attiiSr 

# f bated the to changes in social mores, particularly*e|^ 

p 3 g 

d they re 1 athe participation of women in society. ^2*r§ 

! ft *« 

saw i ipprills e as a more honest report by girls due to 

rem^^^^o^^^aditional prohibitions of female smoking. {Ij^ 

!| The^^^co ^mj . ss ioned a study to determine the cause. § jjjj 

^ ,^^^^-eport said that attitudes toward the womesa *9 si 

^ -■oveii^^J vl&S^lot the culprit; attitudes were similar am»nn 1 


not the culprit; attitudes were similar am»ng g 

^ 2 * « 

h ft S3 

sfn-smoking girls. They laid the d i f ferences<tfi 5 


smckilBj^af^&'fi^n-smok ing girls. They laid the d i f ferences^t^ g 
rebej^^us jjn^T^ a personality trait that sharply divided t ii 8 
two 2 S 




in q 

o a 

H <n 

le of the teenage girl smoker counters the imsigS 



of the socially ill-at-ease youngster turning to cigarettessag 

a means of being thought of as more sophisticated or as^ jr 

needed prop for handling social situations. Instead, it is gh{£ 

• (J {/} 

teenage girl smoker who is at ease socially, very put togeth®r 6 

and with full confidence in tierself. Parties and socj|a^ 

H 

gathers are her metier. Cne measure of both her sophistication 
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and* 



. *’ 


her vj! :e strui'.'jre :s rhe fart that 31 pe rrare five 
already had sexual relations.* 

“Compared to teenage girls, teenage boy smokers have 
changed less than girls in their attitudes, needs and feelings 
about themselves as far as these relate to smoking. With 
, teenage boys, cigarette smoking goes together with social 
uneasiness, the need to be popular with the opposite sex, tite 
urge to pro ^^ ne 1 s masculinity. It is an intrinsic part fl£aq 
adolescent ^py^ebelliousness -- as it always has been.* jj - 
A late l^toi ipar is on of male ar.d female smoking rates am.oggg 

jjj q 

high schoo| iors found that girls are "overachievers ' I "2 


terms of c tte smoking. They now are smoking at hichgr 



_£ 


heavily, than would normally have been prg-5 

s tS 

in#§^actors such as grades, truancy and religion.(6*)® 

u P 



where 'sao£: 



S' , '^ou| t g””"ptrson * s home environment continues to provijSese 
one oLAhe |hp.sAg predictors of smoking behavior. Teenage smp-f 
kers a?*r tte^d as likely as non-smokers to come from homSsw 

nc . & s 

§8$^ accepted behavior. 51 w 

2 s 

This relationship has been found to remain constant 

. a ; 

^ the past 25 years. In his review of the smoking and heal^z 
iterature in 1971, williams reported that "Parent"and sibl l 8*5 

X * 

smoking habits apparently interact; in the 1970 survey 
SCSii) the lowest level of smoking was found among teenagers jjj 
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who lived in households where both parents were present, 
neither smoked, and where there were older siblings, none of 
whom smoked (4.2 percent.)"<54) 

In 1979, Green also found a strong relationship between 
smoking parents and children who smoke. "Overall, it seems to 

make little difference which of the parents is the smoker, nif 

£ 

JWj 

e present in the household and only one smokes*® 

<“« h 

3 ~ 

, 5 s 

^ highest rates of smoking among young people 

i HO 

B* where parents, and older brothers and sist^gr^j 

3 5 



smoked (20plrcent) , 


family is intact also makes a dif ferensje^ 
king rates are about twice as high in househo 


rents.(58) 



t work (29) found that young smokers' home 1^( 

R S j* 

ora those who don't smoke. "Students who repojt^ « 



of emotion! 



u*a 

is dit%0&e 

'**■<* r A t z ^ 

currea%>^;i ga^re| te use perceived unsatisfactory parenting pr^-§: w 

tices half 1 family harmony and respect and a general 1^>5 

t- 

rrath in the home." w “ 

-- r.i 2 a 

3 3 

Social Class £ Sr 

g 

The early description of young smokers fits the populate 

i ’ ■ Q 5 

| notion of the time: a James Dean style rebellious youth, 

little rough and tough arrd disdainful of the traditional high^ 
school activities like pen rallies and sock hops. Subsequent 
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research tended to cor. first Horn's : indices. Noting and stoic- 
economic status may be related. 

‘Socioeconomic status and youthful smoking are correlated 
’ even when the effects of parental smoking are held constant," a 
Stanford research group reported (15). "Young people who do 
not plan to attend college are more than twice as likely 
smoke as ar'fewfcheir more economically and educationally advaft-B 

* r* H 

taged colipge^ound peers." | | 

IT) < “ 

GreerfflMa^-rted in the longitudinal study for the NIE thstjs 

w > 

S o 

to aspired to higher educational goals, and latjjiJJ 

ee a 

i.ege or post high school study, were less lik^.^ 

those who dropped out of high school or didr^tu 

<•? ^ 

education beyond the 12th grade. 5 § 

is some noise in the data, perhaps attributat^. 

porting biases mentioned earlier. The con 



fr t 


quenceg//^ f'^smo king in public and the stigma of being a saoi 
some middle to upper class youngsters fro 






t to a surveyer's question, 

.ion of Horn's 1968 study had a separate comgjg)-*) 
nent in which researchers paid particularly close attention 

as 

a subsample of 40 students. They found that the "pop-jlffer^ 


*boys, those who didn't fit the traditional description of sn£-£ 
kers, kept their cigarette use private to avoid punish.T.ercfc.6 

a < 

Eckert found the sauna thing in her study of students atpa 
Michigan high school. 
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But in important fnay :a the youngster's own-percep¬ 
tion of where he stands in the social and economic pecking order. 
In 1969, Liberman Research, Inc. reported in a study for the 
American Cancer Society(56) that "it is status orientation of 
the teenager himself -- rather than the socio-economic status 




Liberman fpund in 1969 that the median age for a youjjg> 

j* C> 

igarette was 12.155) But the smoking experS-£ 

£ 2 

before a youngster takes his first puff. g g. 
evelop attitudes about smoking and have images^ 
is like well before they try it. These attg-§ 
e important in the development of the smokip"^ ^ 


venthal and Cleary. 

y young children are aware of smoking in the 
re-school and first grade.(36) In a study 
s of youngsters, researchers working in 

d 

ScrantblH^ P^TT^lchool found that 25 percent of the children 




tobacco aw 


s a 

d s" 

t/i 

3 

S 

first grade and a preschool class had already tried cigarette^. ^ 
(Researchers warned against generalizing from this urban sample jj> * 
^he kids also easily recognized tobacco products -- cigarettes 
and cigars -- and paraphernalia like pipes. “ . 

Most researchers in the field seem to agree, however, thSi 
the opinions of adolescents change when they move from the 6th 
to the 7th grade. 
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that at grade 6 the shift away from ^cre negative attitudes 

has started to occur,* Canadian researchers wrote in 1981.(27) 

Evans(14) found in research with Houston school children 

that the “critical period of susceptibility to social influences 

| to begin smoking is on entering the seventh grade." 

§ « 
Most national surveys of youth smoking behavior are 

r>- a 

signed to d smoking in the early years of junior 

students. a^ : they ha 

older, so c f:heir experience with smoking. 

i 

5 

The 1 [IE study found that about 3 percent of the 
cys were smokers. Nineteen percent of the 


to 14-year- 
and 




found is that as young people g$jpij§ 

a? 

ir O 

< « 


c|nt 


VK4 


^ery 
ences "in 


were smokers. Among girls, just more thajj 

1 

JL2 to 14-yaar olds were smokers while 26-2 pfcir 

I ■“ 

i 

-jand 18-year olds smoked. — 


data is available on racial or ethnic diff 



g behavior. Preliminary field work for 
oking project -- Risk and Youth: Smoking(©P 


Berkeley a 

— found little difference between the smoking behavior gjp 
whites and blacks. However, all but one of the Chicano s 
ents had tried smoking and 40 percent of the 8th gr 
Chieanos said they currently smoked. 

No Asian students reported smoking. 


23 


C3M01152 KJM025553 

fittp://legacy.library.ucsf.ed8(!iiid)fe®nrtlf{2tfl)0)^pdtv.industrydocuments.ucsf.edu/docs/lfjl0001 




CD 

VO 


it* 

N) 




o 

SJ 



National surveys of youth sv.ck i r. 3 behavior have 
reported any racial distinctions. 




Personality 

Personality variables have long figured in the research of 
youth smoking behavior, but, said Williams in 1971, "the rela¬ 
tionship^ between smoking and personality variables have of£aa 

53 

md occasionally contradictory. Even when relafia^ 
significantly to smoking practices, personality 

seldom been found to account for more than^^ 

12 

|e variance in those practices, so there util£ty(j 
is limited."<54) I fc 



... 

youthful 


not stopped researchers from completing H 

8 I 

is s 

ristics <>B 9- 


smoker. 

Lieberman(56) reported these characte 
'ers and non-smokers: 


socially 


are more anxiety-ridden; non-smokers are cont^ ^" 

U 

are more experimental; non-smokers, more prud 
are more socially precocious; non-smokers, 1 
ced." 



"Smokers fight t'.e values of the Establishment; ncgp-g 
smokers accept the values of the Establishment." 5 ^ 

Ten years later, the Stanford University research grffiijgj 

2 a 

wrote "although one must be cautious in interpretation,^ ^ 
number of measures of 'personality' characteristics are as#&- 
ciated with adolescent smoking. These include rebelliousness, 
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social cor. £ i donee and tol erar.oo for ubiguity, anxiety and 
arousa 1-seeking, wishing to be older and delinquency and its 
correlates.*(15) 

But Evans and later researchers have restated Williams' 
earlier warning about the use of personality variables to 
predict smoking behavior. 

£ 

"Thefeupt^on of being able to identify potential smokery 
has been Pan elusive goal for researchers. There are v 




few inves Lilac ions relating personality variables to teer. 


smoking. 


ie appears to be some agreement that personal 


is more r|®P?§d to the amount smoked rather than to who 
begin to flSrli" Evans wrote. 


his ’.observation was confirmed later, in the RAY: S st 



Researchers reported in November, 1982, t 
myths" about the personalities of smokers 
not exist or are very weak determinants 


ny .••or.' 

i-VS* 
non-sp*^ 

*xerri ^ _ v 
future smoking behavior. "Our smokers and non-smokers wP 




^a n not in the importance they play on acceptarjjen 

and indecsaa&yace from their family and friends," they 

-•je.r | « 

ported to the American Public Health Association meeting 3.rg 
Montreal, Canada. h z 

ths abc§trf 


In addition, they said, "one of the common- myt 


a 


smoking adolescents is that they are low in self-esteen^ 
But, this research found that smokers and non-smokers diffe 

H 

little when measured on a standard scale of self-esteem. 
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. ev , 


• -- 3 


.irate 


r - 3 «: 


adolescents (those who 


be inclined to smoke) differ only 


slightly, if at all, from those who have effectively avoided 
the social pressures to smoke." 





Drugs and Alcohol 

Youthful cigarette smokers are more likely than n©o- 
smokers u$e drugs and alcohol. In fact, the rede £aje 

goverr.menp^has included usage of cigarettes in its study go? 

f" "1 5 2 

drug abus§" ,< fnjthe United States, The association between 


Sr'® 

pss&ssess u > 

two has jm^^een a primary focus of the smoking reseagri^ 

community ^^^fesearchers, more often than not, have sirs 
included,. fllP|P%se of drugs as another characteristic of 

| 2 

o § 

U H 

n-age girls who smoke," the 1976 study for ?* ! 
r Society reported, "25 percent use rtarijufc] 

m U. 

Q 

red to 3 percent of the non-smokers; 81 perc^fc 

g O 

drink and 32 percent drink at times to get drfe)^ 
percent of the non-smokers who drink or 4 perc^i^ 

h a* 

u> u 



S 5 


it drur.k. 

Lieberman associated drinking with the smokers as 

S3 fc 

another personality characteristic. Smokers were more incti^qg 

to use adult products, like beer and wine, while non-snckfirfl 

y vi 

were more interested in child products like cum and candy, 

The latest data comes from the 1932 survey for the Natio^l 

N 

Institute on Drug Abuse. The NIDA report states that "current 
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smoking is related to the use of alcchol, marijuana and various 
other drugs. For example, among older adults, 71 percent of 
current smokers report current alcohol use, in comparison to 
49 percent of non-smokers. Among young adults 43 percent of 
current smokers report current marijuana use, in comparison 
to 18 percent of non-smokers. 

S 

What do we^ 


*5 
IM 

We kn|vw more about young smokers today than when Dan^e3t 

s 

$ 

Horn firs! ' " ^ 


|an questions of teenagers more than 25 ye|rg 
acteristics that Korn identified helped shSfp^ 
if the next 10 years. As research techniqSe-S 


Ibec ame^po refsdph isticated, so did the profile of the yo9n§ 

| & 

8 ‘ 

^characteristics are difficult ; to measure 



the smoker must be viewed against the socijt] 
es, Tamerin attributed the increases in sr 
tp bils in reporting, nor to the influence of llh^ 

___ pw# « © 

medi^P^ut^^^hange in society. £ * 

many signs that change has been occurring^ 



an accelerated pace during the past few years in adolescgnjfc 

a S 

values, behavioral mores, and attitudes toward adults gnjg 
adult institutions," he wrote in 1973 against the backdlop 

i 3 pj 

*of the Vietnam War. "These changes in value and behav^of 
patterns are in the direction of those characteristics io^ 
smokers."(9) 
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And the research, viewed in the context or scientific 
research, is just beginning; it has suffered growing pains. 
What we have are fragments that appear to present a picture. 
Evans said the ability to identify potential sraoxers is an 
“elusive goal.’ 

"No conceptual framework or organized line of research 

jJ 

has systemat ical ly guided the research related to individual^ 
.cs in the initiation of smoking, and the litet£-g 
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the patchwork quality of the existing knowledge^ 
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WHY DO KIDS SMOKE? 



Most teenagers believe that smoking is harmful to health. 
Most say their friends frown cn heavy smoking and parents and 
teachers 


legally discourage yjo^ftg^peopler'f^-om smoking. - »In 

Sf 2 

most statd^T, cigarette smoking by children is at least iopki- 



£ a 

< M 

a I 

H 0 


So, why do kids smoke? 
ws for sure. 

w of the smoking literature," Martin FisjSagdn 
ral Trade Commission in his 1977 report] 


< g 


ndantly clear that, at the present time, thei££ Sis 

8 ‘ 

Itle that is actually known about the basi^ g 


rTSs of) a given smoking decision, 



4 the enormous amount of research on 

conducted, theorists and researchers in 

1 * 

ave been unable to develop an empirically 


iatic theory of smoking that can account^ {$>r 

- §2 

people's decisions to start, continue, or stop smoking." 5 g 


vi 



ee on three things: ® 

Si) 


H 

z 

ui 

K> 

different smoking decisft 

££ , 

CO 

5 

3 

\D 

factors, and (3) these ^ 

f" 

to 

ferently. In short, 25 ^ 

s 

^rs 

to 

H* 


after Daniel Korn's first study, the field is relatively wide 
open. 
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The raiaarch of tta rast 25 yaars has produced a wealth 
of ideas and hypotheses. A youngsters' age, hone environment, 
status with his peers, personality and involvement with drugs 
have been proposed as reasons. A young person's involvement 
with and standing in schooL, his after-school activities — 
whether he works or plays sports -- make a difference. A 
teenager' s K^bility to deal with the trials of growing 
coping witijFadolescent pressures figure into the equation. -j z, 


J "Some [ 

^ achieve sog 
and Clearyl 
Oriental act! 




av; feel anxious ar.d inadequate and smoke* io 
^acceptance and be part of the gang," Levert£)|£l 
life. "Others may share a wide variety of ex^SgL- 
fijes with a close friend, and smoking may s^ij^y 
^stcperimental and risk-taking actions. § S 

. Is 

sets of factors, defining the self as 


re. _ . . 

«ed seekir^^iScial approval, are not likely to exhaust* tSi«E 
r-.-a ***'*:■! § C C 

attitMo* fll&^jnake up the preparatory stage (to smoking).*5 S 
.r-vn 2 § B 

From 1 thisi garden of choices researchers have pl»fc)«K0 

three<*sp*a|ons, that encompass most of the social and 3u*ie 

J|H|H H w 

influences f,.tlia fc have been found most relevant: the pres 

' ■ ■* MWl W « 

SL 

of parents, peers and media. The media is most qcfluen 




described as cigarette company advertising, but some stu%&s 
also include the appearance of cigarette smoking actorljjj in 

^television and the movies. *1 * 

o ® 

Richard Evans of the University of Houston is most 

H 

quently cited as the one smoking and health research to Iden¬ 
tify these three dominant factors. But Evans' work, and that 
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fs and peer re I a*, ion sh ips , 


a 1 

f- p 




of -any others, was designed for smoking intervention programs, 
rather than pare psychological research. While these studies 
have added much to the examination of anti-smoking programs 
for adolescents, they still have not produced a complete 
understanding of the why of the youth smoking question. 

"Most ^research on adolescent smoking," Chassin and others 
1 wrote in "has focused on cross-secticnal comparison* £>f 

smokers anf -^©r^-smoke r s : differences in personality variatg.^, 
”, attitudes, ff b 
Howe 
.smokers r,a| 
is , sa 
ne 

her parcep 
m cletfr*'art 

-t 

■ 

"Kw 

beginnfng f 

d m md o 5 

has challehgfuj;Some commonly held notions about the influ€Tu!?fe 

of peers andparents and help expand an understanding of 
For the most part, however, Fiuhbein’s call for a com e 

understanding is unanswered. 






| because differences between smokers and Sicfe- 

s 3 

jpu It from the smoking behavior itself -- 
e an adolescent begins to smoke, that behenr^r 
cquired status of a smoker may influence hl<| 

fcf 

and attitudes — these studies do not prc^H 

Ending of smoking in itiation.*(38) „ 

P O 

ts of this next phase of research is 
ake its way into the literature. Already 


ft 

u 



Parental Influences 


ca 

a 

,5 


One of the constants in the youth smoking research jjs < a 
strong relationship between the smoking behavior of parents 
and that of their children. In homes where one or both of 
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the parents smoke , children are ~,c re likely to smoke 
children who carte from homes where parents don't smoke. 

Daniel Horn found this in his 1958 study of Portland, 
Oregon, high school students. "In the Portland study," Horn 

reported in 1960, "we found that first, and most important, 
| is whether or not the parents smoke."(2) 

(•l 

Twenty l^years later, a national survey of youth smalcugg 

" n S 

behavior ccpoucted for the National Institute of Educ a#i£n 
ound the Lat icnship. 

i "In fa^gO^s where one or both parents smoke," GSjrejjjn 

wrote in 1 Sp§liil|" the respondent is more likely to smoke j^h^n 


a 
u 

A 

a r 
m > 



fri?it smokes. Among boys, in homes where 


iw 









3.5 percent of the sons smoke; and in hBows 

s a 

jes, 9.1 percent of the boys smoke; ar.tk bjngj 
:her parent smokes, 5.6 percent of the 


phones ■ wherei*? 

Pstnoke.at^Coi ^ ^ ^S ole percentages for girls are 15.1 percj^n¥,|2 
P12.7 pe^gent ? , an?| 6.5 percent, respectively." 



Y research showed some relationship between 

s. P as 


the sex of ft H e~Jchild and the sex of the parent who smofeeQ, 

^ S S 

reen reported that, "Overall, it seems to make little 
ferences which of the parents is the smoker, if both pa r<?n£s 

’are present in the household and only one smokes."(58) | ^ 

p S 

^ But while the relationship has remained strong, and ^je|?d 
steady through the years', researchers haven't identified 

H 

factors to explain it. 
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Horn reported (2) that what seems important "is that 
smoking is accepted by the family as a normal and expected 
form of behavior. As such, smoking by the younger members of 
| the family i 3 part of growing up." In addition, when family 
members smoke, cigarettes are already in the home and avail¬ 
able to young experimenters. Children don't have to run^the 
risk of eir^rrassment or censure in purchasing their 
cigarettes . jjl “ 

jr n < a 

In ad drt|ro| , role modeling is strongest in the yearg ^f 

*2 Q 

early ^a dpla^$.®ce, and before, and these are the y« 
Leventha-1* a^PI M lleary reported, that are part of the pre 


ry [ 00 ) ^OT|^lrnok ing, the time before a youngster takes 




hen his opinions about smoking are develo 


ort on research among first graders and 

S ° E 

hat, "Knowing someone (usually a parent) 
s is significantly related to the desir^j ^.o 1 " 
.effect was especially strong for pre- scSicrtil 

5 tf 

g 2 



But, wrote Williams in his 1971 review of the libdrja- 
ture, "Whether the relationship between a child's sme 
behavior and that of his family reflect mere availabilit 
igarettes, modeling behavior, or even more complex an i 


evidence."(54) 
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Commenting in 1579, y. cAi i 5t e : "The exact mechanism 

for this relationship is uncertain and probably varies from 
case to case. It almost certainly includes identification 
ith parents as role models, greater perceived or actual per¬ 
missiveness regarding smoking, and increased opportunity for 
urreptitious smoking.‘(15) 

programs developed for junior ar.d se^4§>r 

_ ** H 

often include a component to deal with paraj|?&l 
aside from identifying it as an in: lusjfcdSb, 
ritten in the 1970s until researchers 

O a< 

tal behavior with parental attitudes tc&a^rd 

IS 

H 

d 1 in his early study that 10 percent oflfte 
wed smoked despite parental disapproval, ^ 
pursued by others, perhaps under the assorri£^ifi>i^ 
ions speak louder than parental prchibit « 










ship between parental smoking ar.d youth smoking, less 
tion has been directed to the importance of parental attitge^jis 
ward smoking and still less to determining the rela^i^e 


importance of these variables * upon youth smoking behavigr. 
(51) 
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“Today, it sometimes appears fashionable to discount the 
importance of the parental role,* trey wrote in the Journal 
of School Health. 

Their findings indicated, however, that ’parental atti¬ 
tudes may be more important* than parental behavior in deter¬ 
mining whether young people smoke. They found that if parents 

who smoked forbade or discouraged their children from smoking, 

Ss 

their chi^.ren were less likely to smoke than smoking p^^fcs 
sxplress disapproval. ^ ~ 



surprising is the observation that s tong 



ases at 


greater rate across the att 


>de 


the behavior dimension. The smoking bet&v&or 

s £ 

while holding the parental attitude con^amt. 

g 2 

uth smoking behavior is held constant.* 5 ^ 

ct of parents on the social environmefft 


# ,, thei^.^i' 
may 

..Otiie 




, along with their own behaviors and a 
nificant than we formerly believed." 




earch supports the findings of the Ill^r^ 

C/1 £ 

research pgro up. Parental influences were examine^ ®by 

researdne^^^^; the University cf California's Lawrence jjj f$ll 
of Science. "This pervasive influence of parental sn#>£ing 

2 S 

behavior is reflected in yet another aspect of our 
parental prohibitions against smoking are an important r- 

minant of cigarette usage. 

"The smokers in our sample saw their parents as pmore 
tolerant of their smoking, while the nor.-smokers carried with 
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them a deep sense of prohibition and, in many cases, snoring 
was forbidden in the household. The experimental smoker feels 
neither the tight constraints of the strong anti-smoking 
family ethic of many non-smokers nor the perceived permissive¬ 
ness of many regular smokers, but instead falls somewhere in 

** 

s 

this study found that parental attitude^ |lid 

a part, family dynamics as a whole may n (Jt ^be 

5 w 

of the smoking decision for young people ^ts 

H 0 

be the case.. When the California resea nSi&s 

3 2 

p and non-smokers on 28 family items in gi®<ir 

urrent smoking involvement accounted for jWL&ss 

* 

t, of the variance. That is, things other Qtgan 

- H -j 


9: *mo>w iiwfcj wer^inlluencing the young people's answers to the 



on tirir^^estIsigBa i re . 


§ 


^ 5“E 

■a*aca r[c.h.b y Chassin(18) produced similar findings. =j '§ 1 ^ 

behavoiriSl y^a^ttions of young people -- their plans to feugte 


- dmdn 1 1 


or si 


ib-f^r 


ng i 



tions of young people — their plans to 

O 8 

a strong or consistent relationship to par^hjSal 

ng status. One conclusion, they wrote, wa3^:&t 

3 8 

parental influences are independent of other contrib^tpig 
factors. Acceptance of smoking in a home may sanction a jjnuhg 
erson's own smoking, but the inclination for smoking gjsbw 
from something else. ^ ^ 

A strong influence is one's peers. H 
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Peer Influence 




One of the nest reliable predictors of a young person's 

smoking behavior -- even stronger a relationship than parental 

behavior — is whether he associates with other young people 

who smoke. The 1979 NIS survey found that among smokers, "An 

overwhelming majority (37.6 percent of boys, 94 percent of 

girls) indft^ated that at least one of their four best fr 

was a regralar smoker, while only 10.2 percent of the :±>4&rs 
r ^ £ a 

and 5.9 t of the girls indicated that r.cne of rti^ir 

four best sM -*.^ smoked regularly. 2 

- SOTOxflr s showed exactly the opposite react ion . " ( 5 8 |j| 


four best 


*t$n- 




ipng, I consistent data such as this persuaded resetft< 


attention away from parents to the concl 
[sure is an even greater factor in the 



srmoki 




e n. 



n. Reasons given for smoking by young p^p 
to conform, go along or enhance their posB: 


'D 


sociaLi^-T reinforced the survey results 


H«^d|yyyy|n, other research has shown that peer pr e^^e 


is s 




Jn early adolescence when most smoking ex 


mentation occurs. 


Despite "sparse* social science research into just 
and how much, peer pressure impinges upon teenagers ( 64) , jjfqjne 
researchers cast these findings into a simple equatio^ 2ln 


which conformity and peer pressure combine to lead ;§>ung 
people into smoking. "One can conclude that adolescents 
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who smoke are -ore vulnerable to peer pressure and have a 
higher level of conformity than non-seeding peers," accord¬ 
ing to Del Greco's report on the literature.(28} 

In 1979, McAlister(15) wrote: "The power of peer influ¬ 
ences and conformity to pressure among early adolescents is 
well known, The pretext of pressure to smoke appears J|p be 
related to that smoking functions as a sign of inde¬ 

pendence from adult authority and of maturity. 


A younj 

t 

ffer of a cigarette may be called a 'chi^k&a' 

t- o 

and may eve k being excluded from a gang in which mettfbgSr- 





Who ref; 


os 3 

ship makes e to venture into urban streets after darkgj < 

The person who accepts an offer of a cigaPe^te 

not Cj&fcn s greater acceptance from smoking peers,^ jgut 

also a nee of being more 'tough,' 'cool,' 'mat »i 

m 



Sifid aAve#tu 
t 


han his or her non-smoking peers." 
estions may not be so clearcut. 



z 

O _ 
Sal* 
EvansJ *j 

the S General's report, wrote, "Peer pressu 4 |i§ 

widelj^h&ss 
itiatroftV of 



« 0 

o be a significant causal factor in the Risk¬ 
ing. The strong influence of peer ^r&ip 
^pressure is generally evident in young adolescents," buEt Sje 

a s 

; added, "the precise relationship of such pressure ton the 



initiation of smoking is more difficult to establish. 


(A 


Therein lies the rub. As they found in probi ngg fhe 

a * 

elements of parental influence, researchers so far jjjjiave 
been unsuccessful in determining exactly how peer pressure 
affect3 an individual and the smoking decision. 

38 
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'Adolescents who smoke hive friends who smoke, and 
those who do not smoke apparently associate with non-smokers,* 
Green wrote in 1979. ‘That fact has often been cited as evi¬ 
dence for the contention that teenagers smoke because of 
'peer pressure.' That is probably true when the group that 

the teenager sees himself as a member of — or would like to 

& 

be a member^pf -- embraces a lifestyle that includes smokinjjjg 
as a norm. 


"On tn< 
group that 
likely to fe| 
^hat is sim 
that |||i|jple I 
to 

hiiii 

by peex, 
friends who 



:h|er hand, the teenager who identifies with ^a £ 

^ s > 

jrmiilly does not engage in these activities bs® 
Wr q 2 

.ttle or r.o peer pressure to smoke cigarette^. 

Confirmation of the often observed phenomenljiw 

have common interests and common goals te. 

each other."(58) , . 


8 9 


9 



served that underlying dynamics of smoki^jfl 

5 

( are not clear. Why do some children choo^fe® js 
nd some choose friends who do not smoke. p ^ 8 

G o 

individuals who do not smoke become friendpa 

VI 


^is unlikaly 

Und then a5 ^aTg| -oup decide to take up smoking; rather it u 



more likely that children with similar interests becorgs« 
I ^ ^ 

friends and that smoking is or is not salient among thos 

interests."(54) 


Z 


tt. 

S 


Indeed, other research has shown that smoking is bi^i 

one of the characteristics of' a group. In a Minnesotjj^ ^ 

H 

study, Hurd said smoking went along with curiosity, adven¬ 
turous and precocious striving for adulthood.(22) 
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Eckert found than smok i r-.g was a ' key symbol" 

that set groups apart in the Michigan high school where she 
researched teenage behavior. ’The symbolic value of snoring 
is apparent to even the most casual observer; dramatic crav¬ 
ing gestures frequently serve as greetings, and exchange of 
cigarettes is an important gesture of solidarity. Sharing 
a common o f solidifying ties within social groups aeds 

Burnouts label given by teens for the smoking grotgi)^ 

possessions ar.d commodities such as :a^,£ 

F* © 

rrr.at Lor., with an intensity that Jocks ( 

as « 

not show. “ ^ 


share a v 
** clothing, 
non - smoke: 





qiga^^^^ sharing is particularly intense, and 
‘‘pu^^y symbolic: cigarettes are often given but 


( 48) 1 

ions are varied and different and research&J 

S aw 

P e 

igated all the combinations that might leadj * £ 

li 1 

s, the current interest in research is a ret$rjS 


on made more than 10 years ago by Levitt t 


3> 

3 


2 



peer group status supports smoking, but it does not necessa^.i^ 

a g 

initiate it. (6) His conclusions contradicted some of the pf 
minent research of the time, but work at the University 
California's Lawrence Hall of Science on the 3erkeley camj 
tends to support his initial findings. ^ 

In a study of SOO young people, aged 10 to 15 years, the 
California research team found that "contrary to working 

43 
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assumptions m the 


;vort r~er pressure as an 


;a : j" 



of smoking temptation rarely emerged. Seldom did teens 
describe being confronted by a gang leader or other dominant 
individual who insisted that the youngster smoke. 

“Rather, smoking temptation and social pressures to smoke 
appears in far more subtle contexts. These trends sugges 
that the jpj^i^ura to smoke may originate within the indiv^.-8 
dual, as >sed to being manifested in blatant exter;&lr 

( Si 1 

_ a 

9 * 

t- © 

ley srudy also challenged another cotrjr.cn ly h^§.<£ 

* 2 

at smokers are more likely to conform than 
Greco wrote that smokers were conforming 
the exoer.se of their own individual values 



o 

NJ 


tn^^er>;eley group found that smokers and non-smo* 



C S 12 



^ are bp^ 
standard 



They simply are conforming to differ^* g 

ii§ 


« 0 


re marked by an adherence to independence 
bion in their dealings with parents, yet h$ 


a g 

h as 


rmo 

sel£-de*e 

interpersonal beliefs that led them to conform to th 
friends' thoughts and actions. 

"Conversely, non-smokers believe systems were permeate^ 
with a need for autonomy and interpersonal equity. Yet, as 
evident throughout their belief structure, non-smoxers cc^jri — 
formed, but for them conformity meant adherence to parent's 
standards . n 
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; V 


The writers czr. z 1-ie*: * T.- a : .y ”.::e tr.an s irp.e ce-a r 

pressure or parental role-r.ode I i r. ; is involved.* 

As Eckert found in her year in the Michigan high school, 
for young people who smoke, cigarettes are currency for coping, 
in this case, with "fundamental development tasks, while those 
who resist may be involved in a more well-balanced personal 
and interpersonal maturation process." J! 

But i f orn i a research group asked, what then caug^£» 

some young ^oeoole to smoke and others to resist the temptatijfi^ 
> factors that distinguished their study groggy 

& 5 

The^, was a belief by smokers that smoking beige® 

~ • —* . 2L % 

them li-s^ ^through the awkwardness of adolescence. Also, Rhgj 
5 ker$ Relieved more than non-smokers that cigarette*; 


They found 


* 

Uj 


'oun 


gav 



,air of sophistication, maturity and independence^ 



help’e^^ak# 8 ^^ a more exciting person, and offered relaxa|i| 
edTM^y wrote, these factors "are the most power^uj 
disci^^^ai^^^lof smoking behavior that we have uncoverg^lj 
accogi^^^g ^^^^.her for almost one third of the variations|oj 
actua^^io^^^n tent ions ." < 39) 

'WoOZI 


laaffi^ wo dominant factors involved information abtta! 

g — 

the risks of cigarette smoking and a tendency among smoker3 3(J 

a g 

"deny facts about the hazards of smoking and personal resptei* 

sibility for one's actions." 5 3 

* 

These two factors deal with images, information and neftiS 

a < 

M 

messages, the third major influence as identified by Evans.p 
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Me j ia Influences 



Why do young people smoke cigarettes in spite c£ their 
own acceptance of the reports about the hazards of smoking? 
The most commonly cited answer is that the pressure of 
parents, peers and the media "override the belief of adoles¬ 
cents that smoking is dangerous34 ) m 

S 

Of th^fe three factors -- and they are the most widely 
accepted 



understood jis|rt|e i nfluer!Ce of the media. 

Resear c^ejj i have used sophisticated measures ana powerfej^ 
computer t^M^ues in attempts to unlock the secrets of t&e? 

dolescent probing the pervasive influences of a chil l| 

fc * 

friellllanc parents. But mainly intuition, not scientist 




Nj 

Os 

;r 


3* 


ev 



£rts the inclusion of media as one of the 


; tfftree-finfl 

„.v * i 4 * 


jjrn 

exerts 





no solid evidence that tobacco advertis*j<^ 
reC't influence on the adoption of smoking dur»<§: 

K © 

adole'sea^c djf^fc Alister wrote in 1979. "But it may signiijj-g 
cant 1* to peer pressure... by supporting the use 

cigarettes as a sign of autonomy and maturity. 

"It is hard to believe," McAlister said, "that tt{14i 
advertising does not at least support the other factors tl 
nfluence adoption of smoking."(15) 


sity of Houston, were developing an anti.-smoking program .or 


V V) 

in 

Q ^ 

to 

the Univ^S- 

H 

t-* 

00 

V5 

ogram for 

*» 

to 


u> 
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the Houston schools , Tr.e prog r ojo *15 designed to * ir.r.oru 1 * te * 




students before they begin smoking by helping them build 
defenses against the pressures to smoke cigarettes. In his 
preliminary fieldwork, Evans identified peer pressure, paren¬ 
tal pressure and media influence as the major factors affecting 
the youth smoking decision. 

Evans' source for these three factors was a small sample 
of young , school teachers and principals. It is 

known exacyt-ly^how large a sample they used because EvaSs“ 

IT! < I 


describes 


ibes fl$liill|roup differently in three major research papegsS 
^ ^ s o 

shed pr|$PFy academic and scientific literature. 2 £ 

In h j,s f irst paper, Evans said the pretest sample wfe^ 


published 



" 17^^cho (^LXg jiildren and teachers in grades five thrc>uj£hu 

sev^^(10A,In a subsequent paper published two years lateS,o 

# . wJLeJ w f; . 

hm said tl^^^Jliminary field work involved "in-depth u 

.wiews a^sample of 110 school children and their teache^sE © 

P a {2 

and priacigls7"(14) A third description appeared three yeafisg g 

later, conclusion of his study, when Evans said tjjL| u 

preliminar|^^^rk involved "in-depth interviews with a sample! 

of 120 sevlmifi^lgrade students."(34) « as 

5 3 =» 

Despite this modest, and confusing evidence, Evans SsS 

52 s 

largely responsible for media influences being listed as ojgez 
;Of the top three factors of youth smoking in the resear m 

k * 

literature of the past six years. Prior to his report, tKeg 

' . vs 5 

•m 

influence of the media was seldom considered and when it va|5, 
researchers reported it as a minor factor in smoking initiation. 
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Attitudes toward 


. S * -J r a .. . . 


rcr.-erc; »ls i'.ss 




did not enter into any of the three predictor sets,* Eocene 

Levitt wrote of this 1969 study of youth smoking, "This is in 

accord with the report by Lemi n that the brands of cigarettes 

smoked by British adolescents were unrelated to the frequency, 

duration, or number of homes reached by television commercials 

for the various brands. It suggests that elimination of te!§fe- 

w 

e commercials would not materially 

d S 

behavior . " gf a 

2 : q 

ributed smoking initiation by young people ^<25 

5 0 

- peer and parental influences mostly -- £<£ 

a 3 

soon became moot when cigarette commarci*^ 
roadcast to the print media after 1971. H 
iterature indicates that little solid resea^rlg 
during the early 1970s, the issue of cigare|^<§ | 
not wane with the passing of televisiorjj^« ® 

H a 

ial client. The impact of advertising c 
k very topical subject with the issue st 


o 


23 



large**.-*: 
tinue^^^lo 
largely un 



ed. 


' v Tf / i^s^asy to understand why tobacco advertising 
become a topic of major interest," Wamberg told the 3rd Wort. 
Conference on Smoking and Health in 1975. "It is the 



^striking component in marketing efforts. One common concoi^ 
sion is that people smoked more than they otherwise would, 
they can hardly avoid coming in contact with advertising. & 
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is therefore scarce!.' s-rrris I.-.; ‘.hai the idea 


r e 3 j c : r. 9 




tobacco consumption by banning advertising has become 
widespread.* 

Warnberg examined the smoking experience in countries 
where advertising isn't permitted and found, as others did 
after him, that consumption continued to climb without it. 

£ 

"To |umraarize, there is no evidence to support the vrptg 

** pa 

advertising would have a positive effect doj 

£ a 

So empirical research has been able to srfoffi 

Or 

U j; 

brand advertising leads to greater toSjas 

a £ 

tion. Kor has anything been found to sugggsJ? 
ng entices non-smokers, young people in plrS 
ecoming smokers."(65) 

Waterson for The Advertising Association(66^ & 

t 

erg's comments. Waterson examined consumptj 
where advertising bans have been imposed 5-® 

IS 

and Poland — and found that consumption cljnje 
b. Waterson also quoted Levitt and Kaplan, Vhi 

H W 

1977 report on the effects of the televis^ofi* 

is 

advert is irfg^afi, that advertising is one of the least sign MP* 

cant factors m youth smoking initiation, “ O 

The 1979 Surgeon General's report review of "Mass MeSij| 

and Smoking" said, "As the cigarette industry has asserted? 

the major action of cigarette advertising now seems to be^to 

H 

shift brand preferences, to alter market shares for a par¬ 
ticular brand." 
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A group of Pennsylvania researchers put 
does advertising sell core cigarettes or shift brands - to 
students in 28 junior and senior high schools in their state. 
Rather than conpare gross consunpt ion figures, a team from 
Pennsylvania State University examined teenagers' responses to 

both anti- and pro-smoking messages received at school, at 

S3 

home on tellswision or in billboard and magazine advertising. — : 




They fPursd that promotional cigarette advertising did nat ? 



appear to 



n f 5 

. £ A 


r.t l direct influence on the adoption of stoking w 


3 | 

H O 

t c 




during adol«&ca^ce . f 30) 

A lar<|lPMf jori ty of smokers and non-smokers said 
ioard and advertisements made others want to smo u 

thnu^ta-Ul a rt ^£T' prrftrlt , 7 ., 191.1 percent for sraojcers ar.d 66£<»4 

foprallifn-smokers) said the : ads help people choosej 

sr and 4 i I 

the influence of the ads on themselves, hafcjfft 
(50.4 ^rceintT\of the smokers and fewer than one in sevfiijr 


(13.6 perc ent) .of the non-smokers said billboard and magaz i^e§ 


ads mAde t} 


int to smoke. 


h s 


The writers, looking particularly at non-smokers, min 


<75 


(A 



mized the impact of the ads, but warned: "Promotional smokiWg© 

fc z 

advertisements on billboards or in magazines are very ef :ect£|je;jj 

in depicting smoking as enjoyable or pleasant to teenager^#* 

and teenage smokers' desires to' smoke is reinforced by thege^ 

H 

advertisements." 
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The effect of the image or 'lifestyles’ advertising ;$ 
the object of the one correct research project examining the 
media phenomenon. Two UCLA Cancer Center researchers, Wong- 
McCarthy and Gritz, have proposed that young people associate 
with the desirable characteristics displayed in ads and subse¬ 
quently want to smoke to adopt that image. 

’By aby.^ measure," the two wrote in 1982,(47 ) "cigarette 


advertisinfris 'an undeniably common potential source of in£oc- H 



nation ar.d 
are reaso 
influence 
sthat theme 
25 fjjrs o" 
ies 

* -•3 ’ • 

adolescent 

• j ' i 

■&ec$ 




uence in the lives of American teenagers. The^eg 

1 a 9 

r suspecting that cigarette advertising woug 


SLB 



gers to adopt the smoking habit. One reason Ts 


3 


rtisi.ng, while ostensibly peopled by adult <ov§rfcJ 
odels, often portrays its models as engaged 
dressed in clothes that are, suitable only fSr: 



the sheer ub 




iquitousness of cigarette adveg-g ^ 

J ! ^ 

tising -- in magazines, in newspapers, in sports arenas and So© g 
billboard. f^hLsp lavs — encourages the teenager to think «fl 

rTn if) 

smoking as^AL s& ire popular habit than it actually is." ^ 

The two supported their' conclusions with a casual exautg— 

gg 

nation of advertising content of nine popular magazines (Timeg,g 
Sports Illustrated, Popular Science, Psychology Today, agdLj 

Glamour were the only ones identified). They reported thStgj 

2 a 

the proportion of "cigarette ads to all ads ranged from a 
of 7.2 percent for Glamour to a high of 29.1 percent f*Cr 
Psychology Today.’ 
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mg study 


The report c i d r.rt ir. elude a r.y :e>rersh ;p ci:i to suggest 
how many adolescents say have seer, the ads. The Audit Bureau 
of Research, readership standard fer the publications industry, 
does not report adolescent readership for these magazines. As 
a result, there is no way to measure how many young people saw 
the ads in Psychology Today, the very upscale book — economi¬ 
cally and intellectually — that led the sample. ^ 

t 

Again ^fejhej argument' was based more on intuition than 

^ (_ 
J y 

hard evidefree.^ No data has been reported from the UCLA Car.carS: 

5 I 

s > 

ri o 

up has probed the same question, though frosgag 
ective. The results may have implicaticS^ 

8 fc 

tending of adolescents and image building. ® “ 


lescent smokers are generally perceived $ 

^attractive and socially successful (the kingl 

[rtrayed in cigarette advertising),* BartcBr; 

P A 

4 sson wrote recently(40) , "then adolescents irfjyg 

y ^ « • jc!_ y 

begin fo s|cokep In order to attain these characteristics bc^tg 

in thefrr^o w-a^M es and the eyes of their peers.* g ® 

afe fc j fo &gts hypothesized that a young person's intenticjj4j 
! - 2 a 
to smoke might be measured by how he responds to peer mod 

S3 

in smoking and non-smoking situations. Children who rated 




various pictures and poses in a favorable way would be nt 
likely to smoke, they reasoned. 
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should be the most susceptible because that is the tide when 

conformity to peer norms is the strongest. 

They found generally that social image was related to 

intentions to smoke, but the findings were ambivalent. 

i But, they wrote, "for the early adolescents, especially 

I girls, the intentions were primarily related to more negative 

\ social image of smoking,* Models were p$r-* 

s^healthy, less likely to do well in school fiiif 

s friends among this predominantly middle cl«e^ 

h 6 

children, which suggests a major questionjjpfl* 

at A 

edia advertising on the young. S 



have reported consistently that young pe 

I 

to| subscribe to the middle and upper class val®e-*j 
§ aos rayed in media advertising. What messafej| u 


■>tohen,-*OW thgg^eceive from the popular “lifestyles* poses t$ 
are t ^^ >b |.ec.t. of the current UCLA Cancer Center research. 2 § 




answer yet, 
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IN-SCHOOL SMOKING AND HEALTH PROGRAMS 



Anti-smoking education programs in the public schools 
have come a long way from the moralizing sermons, threats i?£ 

t “ u 

• 23 

dire con se§ forges and 'sure punishment that teachers orfta- 

heaped upon^the^r students. Today, the “teacher* could eas£.^ 

be another l^fa^nt, perhaps even an older teenager, an unc&*£ 
■ * J* o 

dventurous sort, who has been recruited ^by* 

m . (fa 

adult leaders to help younger students build defen^^- 

1 pressures to smoke, or use drugs and alcoh<ti-*j 



ly counseling students on smoking, the sessi M 


igair 

i 

Instf 

wight healthy dose of advice on how to cope witl|j 

v range^r^jdiff^^lties of growing up. jl 

old preachy programs inspired by the Womei 
Christian T emper ance Union may still exist. But a red 


^ publicratlon^^^the National Career Institute lists 35 d^-^ 

vt*^T 


ferenl 


lives to serve as models for teachers, schc 



administrators and others who work with young people, 
these don't exhaust the possibilities. 

The extent and number of the smoking and health progr< 

is difficult to quantify. Many ongoing research projeeft^ 

1 

include training and education components. Private, non¬ 
profit groups like the American Cancer Society contribute 
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1 5 90 , the federal 





heavily in ti.xe and . money. But, in 1590, the federal govern¬ 
ment spent $10 million to extend kid-to-kid prog rams developed 
in Texas and California across the country. Two years 
earlier, one review of the program in schools around the 
nation mentioned more than 100.(17) Evans said literally 
thousands of programs exist.(57) 

“The programs are varied," Leventhal and Cleary sai^. 
The most ldgj&asa&d might include lectures by the school prifj-B 

ipal or a ys^.cian and posters displayed about the school.“ 

< 2 

More intens P Wf^%rogr 3 ms add threat films, teacher participft-S 

„, u :|| £ s 

tion (e.g. f TrltPrio ducinq material on smoking into science ajdg 

os % 

and student participation (e.g. planning 

nt, poster construction, anti-smoking ess^ya^ 

ussion) ."(17) g 

nd Cleary said these programs have met wi 

cess, increasing anti-smoking attitudes fofi 

* 5 jS 

s conceivable that prevention programs mer$L^ | 
of smoking rather than actually reduce u 

gS 


ungsters who become smokers," 

They HWI that while the studies and experimental anjU| 
smoking programs have added some understanding of the g 
smoking problem, contributing some descriptive factors, 
ihave not dealt with the motivations to smoke. 

Others would dispute this view. Researchers such as 
Richard Evans of the University of Houston, Gilbert Botvi 
Cornell University's Medical College and Alfred McAlister of 

52 
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Harvard University’s School c: Frolic Health developed models 


and pat sophisticated programs into school c 1 assrocms in the 
late 1970s. Their findings and results were published at 
about the same time that Leventhal and Cleary were completing 
their survey and all of the later data may not have been 
available to the critics. 

What all would agree on is that just as there is 

s 

single idenf’tif iable cause of youth smoking, neither is thec^ 

^ *3 r- 

a single £fPog ram that has produced conclusive evidence 

£ a 

< “ 

a = 

« k 

r path of investigation, they learned 

Cl Sa 

ers and about some methods that at least 
Isuccess. But the building process is contirfflid^g. 

i i & 


164 Surgeon General's report as their standard, 
ie earT^ a ^^s mokina programs used a logical approach, deal.-® ^ 



’I ing with 1 Vo u.th.f d l smoking on an intellectual level. The thec^jS § 



facts were presented, young people faced wi 


w « 

illnesses in later life would refrain 

} 1 KJk 


rget audience was primarily senior high schcflS 


3 

VS 


was that H 
possible s 
smoking. T 
students. 

By the late 1960s it was clear this approach did not vo^|.; 
igeenage smoking increased and the health warnings about smok 
appeared to have had little effect. 

‘It would appear that the remote theme which emphas i«*ed 
the long-term disease effects of cigarette smoking holds 
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concerned with i radiate problems,* a research tei= f r or, the 
University of Illinois cor,eluded in 1967.(7) 

In addition, not only did they have the wrong message, 
[but perhaps the wrong audience. Instead of beginning with 
high school students, a third or more of whoa already smoked, 

& 

these researchers said the eight grade was the critical time. 

£ 

>£^d the age even lower to grades four to six.- a 

3* B 

in' the late 1960 and 1970s into adolescent behi-£ 
inning to show that information alone was 



ittS-* 


al change was beyond the reach. 


nge behavior. While it could influence attfl-s 

2 2 

| 3 

non-behavior (non-smoking),* the Illin<^.^ 
d,' "in the presence of models of the behavljtfi 
ifficult task, especially when there is 
the behavior may be satisfying underly 
ds. Is it practical to discourage a behav 



that r& 4 y se 



purpose that is not fully understood? On 

HHF 

it i%^XMOw 
trying to s 

'% The decade following Daniel Horn's signal study 


people smoke, there is limited potential 
his behavior." 



teenage smoking, which led to the opening efforts to redi 

frj x 

,the anti-smoking program in the schools ended on a sour rvotfi H 


h Turning Point 5 \ 

~~ • g * 

In the early 1970s a group of doctors and others pin 

Houston were fighting tooth decay. More specifically, Dr. 
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Richard Evans, his colleagues and v?:o i; reop t i r.g to 

develop an effective program of oral hygiene when they bet an 
to shift the social-psychological approach used in one health 
>roblem to smoking behavior among young people. Prom their 
^previous work, they had recorded certain conclusions from 
:heir work and others in the smoking field: 

* Use of fear -- warning of dire consequences — was r.otgj 

suader. In spite of a concerted campatgrvj* * 
fLhe 19S4 Surge:n General's report, teenag® - 

3 2 

a S 

H O 

|id health programs were reaching young peopl^g g 



smoking career, if they were developing onej 


oking, they said, began before high school? “ 

8 £ 

o be effective a program should begin in th§ g 




sraokin^^^e 
more *Tfect|e 
smoking?"^ 



i.ng messages fell into a "time perspective^ 

P 5 

efforts had focused on long-term effects cj g 

ng people were "present-oriented* and could fcg | 

. 2 

the immediate physiological consequences qj " 

t ff 


O 

u 


* Social psychologist* 5 approach, aimed at *innoculatinc 


teenager* against the pro-smoking messages from peers, paren 
nd the media also was needed. Adolescents could be train' 
to recognize and cope with social pressures to smoke. 

The Houston project scored initial successes. In h__ 
first report on the program, Evans said young people who had 


■ s 

x 
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been * innecu 1stel* reported lower smoking onset rates t.-an 
those who had r.ot been a part of the program. 

Evans used a sequence of short videotapes, with young 
people as actors, that taught students how to deal with friends 
who urged them to smoke, or parents who smoke and cigarette 
company advertisements that he said encouraged youthful smoking. 
Fosters used in the program read: "You don't have gto 

ause your friends do. YOU can res ist 

d £ 

other dealing with a parent who smokes re^fl£ 

parents smoke you don't have to imitate th§3£ 

for yourself." The Marlboro advertisement 

he cowboy figure shown offering a cigarette Sta 

nt. The caption read: "Cigarette ads ar^j! ^ 

can resist media pressure to smoke." g g 

if A H jj 

"Eh*, Irogrkm also included discussion groups, feedbfe* S 

* 2 § 

fcessidns* and T'bmp nitorina of students smoking behavior. Ev&gj ® 

-*■ | « g 

wantwicto froeasure five thiogs: smoking information, snokloii 5 

swawmw, rh “ z 



attitudes,§y, 



£ 8 
d S 


a ft 



ntion to smoke/ reported smoking behavior an 
clinical tjhgS^f smoking. 

ftr" bas|liiiP|inciple of Evans project was that previous w 
had failed because traditional messages did not "acqua 
children with the social pressures to smoke to which they 

§ 2 

exposed and how they can cope with these pressures." o j 

Others had begun tp experiment with this new approallh| 
McAlister’s project, called CLASP (Counseling Leadership Abjlut 

'wP- 

t o 

Smoking Pressures), was part of the Stanford University Beart £ 

*» 

«w 
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Disease Prevention Pragrii, .McAlister called the Htrstcn w;rk 
•one of the greatest advances in research on the prevention of 
smoking" but said the program was flawed because it used video¬ 
-taped messages rather than real people working with students. 

H 15) 

McAlister recruited older young people — and this was an 

■» 

^important distinction. They were not young people who usually 

i * a 

'ere identify^p$§l|s "leaders," They didn't belong to the hontjr** 

iM of the football team or otherwise qualify Sng 

eadership scales. They were, McAlister sai^^ 

||t attractive to the kind of young people 44 

« < 

or Mod Squad types who are adventurous 

it not unhealthy in their behavior." jjj 

_20) reported cutting smoking onset rates gbjjS 

je to the program; researchers said they a 

jE 

junior high teachers to accept the p^fejg g 
£ direct the discussion groups. a ^ i 

same time, Botvin took Evans' analysis 
flem a step further. "The acquisition of 
jpears to be the result of both social ffi<$ 

£ S 

psychological factors. Psychological factors such as fc"S 

h z 

self-esteem, an external focus of control, and lack of saH« 

Z 2 

Confidence have been associated with adolescent smokfii^s 

5 a 

behavior." (23) • a 5 

a 

Botvin's Life Skills Training (LST) approach at tempted *“fco 
equip students with skills to resist direct pressures to smoke 

57 



v 0 

5 U 


M 


yi 

M 

f-» 

00 

VO 

A 

M 

*P* 

VO 


Ki 


83M01186 


RJM0JJbb87 


http://legacy.library.ucsf.ed8fliai/fe®nrtlf{2tfl)0)Cc^-industrydocuments.ucsf.edu/docs/lfjl0001 







from peers a* d others , an d to dec re tie 
to indirect pressures by helping t s .•:,t develop greater autonomy , 
self-esteem and self-confidence. The program also helped stu¬ 
dents cope with anxiety, particularly that brought on by social 
situations. 

The program material included information about smoking, 
■aids to improving self image, communication skills training, 
assertivene^^^aining and social skills. It also included* jj 

component ©^advertising techniques. 5 ^ 

rvi s a 

Botvin Upacffi rted success, but not consistent across yifi 
grades. W hMyj the LST program appeared to be effective "§* 
eight grad JPP^f- where none of the non-smokers reportj|i^ 
■rooking -- ^IFfwlls least effective among tenth graders. 



--►ip*™ 



;jLf terar^far i 

abstaiihkecl nj 



° 8 

s s 

n '‘moderated his initial success in a subsequ^ifcj 
In a followup study, he found that a y^|^ 
ill “treatment" many students who initially 

Hr Q 

re smoking, at least experimentally. 



0 

end were to continue it is likely that 

« O 

r^>up would eventually catch up to the cont M 

b Q* 

f both occasional and regular smoking. Thtpg 
while the LST program appears to have a significant impf^fcj 
on smoking behavior, thi3 impact aeeras to be one of merjuL^j 
delaying the onset of cigarette smoking rather than 
venting it entirely," Botvin wrote.(42) 

Thirty-three months after the : 

S.l percent of the students in the treatment group reported 


| 

i 

8 


£ 


Thirty-three months after the initial CLASP progrib# 
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weekly smoking while 14,S perce - .:. of these in the c:o:rci 

group reported weekly soaking. But researchers could net 

say conclusively what led to the results. The social 

environment may have changed, as a result of the program, 

reducing peer pressure; there cay have been a shift in 

general acceptance of smoking or the skills learned in the 

program may have produced the change. $ 

Evan his colleagues reported qualified resu£fc£ 

- £ 

ars of work. The full treatment group shoibda 

< W 

centage of smokers, but the differences w&» 

i I 

Sfi 2 



a 1 

ti h 


where Uoi’ 
benefifWij 



e three projects have received the most att 
demic literature and in the daily press, th|gr^ 

r, of others including the RAY:S project 0aS 

O - 

long study of smoking behavior in Minneapo 
ty of Minnesota researchers found no cl 
e use of peer-led discussion groups over adu 



e latest reports is of a school program £igj. 
nvolved parents. Using techniques and tak§jn§> 

3 3 

some direction from the Evans and Botvin models, the prog&ap, 

O 

• H Z 

activities stress peer, family and advertising pressures 

have students to evaluate personal needs, values and feelinfe® 
Parents received non-smoking materials, sent home e|te^ 
week with their children, that focused on the dangers Haf 
smoking and suggested ways to stop and at least cut down. "It 
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.e 3 c u b e n: 


programs be 



vis intended that the fa- i 1 y j_~ z 
mutually reinforcing.‘(52) 

This work concluded that family involvement 'appears 
necessary to affect students' attitudes and, subsequently, 
their behaviors." 

Overall, progress has been slow. 

In a.review of in-school programs, Evans said "unfortft- 



u 
*»* 
**& Hi 


majority of such programs are subject to (thS)*" 


shortcomings 


particularly those related 


a 

the research design and the availability 

< ■ 

ion necessary for even the most rudimentary.^ 

1 £ 

O W 

s that in school smoking prevention program^, 

© 9 

- I 


ggularly reinvented, so to speak.* 


K) 
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WHERE ARE WE SOW? 




After 25 years of study, researchers in the area of 
smoking and health say that the best single predictor of 
I whether a . young person will smoke is the answer to tie 



u 
n a 

« f 

=> z 


on intend to smoke?* 

ity of the question, perhaps obvious to a 

lolescent, belies the complexity of the issuS.> 

H O 
< x 

a cay be able to target the young person wffo^ 

u * 


'VT-V 


§yas ’high risk* in the smoking equation, th 

why. The factors that go into the smokifegSj 
a aFeT^va Jied. They affect different people differeBtg 


w*ys, ,«n* them are not known. The confusion, and fru^-S 

tratiot^, i tJaJl E- the academic and scientific community may 

i tasting a cake for the first time and thSnS 


akin 

attempting 

ingredient 

Today 



pick through the crumbs to identify tR«o 

£ S 

d tf 

the United States, we are experiencing 



lowest rate of smoking among young people recorded in the i«atg 
1 two decades. The youth smoking issue has moved in and out |jjf. 
|the national spotlight, largely because of the emotion 
politics associated with it, and. some claim that the atte.it aw 

9 

devoted to anti-smokirg programs developed in the last decatte 
play a part in the decline. 
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to isc.j.e 


denes that has' been produced se far. At the sane time that 
the government has been involved in a major amti-smoking cam¬ 
paign among young people, the nation as a whole has undergone 
a new awakening on health. In fact, some of the anti-smoking 
programs are components of much larger health education amd 
awareness programs. Also, public attitudes concerning smoking 


have chanced since the early 1960s when half of adult teeriW H 
smoked. To|j|§y7<only about a third do. j 2 

So wh' 




continued tes show a decline? No one knows for sure. 




\fe the trend lines in youth smoking behav i§rS 

a 8 

H C 

2 £ 

chers believe that the trends may be tfeev) 
|eporting and misreporting of smoking behavio^*^ 
Id is cluttered with surveys of smoking behag-3 

P S 

|t compatible because of problems of samplina£/E 

reliability. Reports of higher and highfi 

fmption from the U.S. Department of Agriculture 
v . ”1 3 g 

* do not 3ibk™ , !^|h smoking frequency reports from governmejp^ 

health agerJPfi^ The downward trend may, indeed, have led £t>0 

K ft 
O u 

W V) 


false assumptions about youthful smoking. 

But within the constraints and limitations of t §j e w 

« 3 

research, this is what we think we know about youth smoking: 52 




* The anti-smoking campaigns have succeeded to the ex 


t.g£ 


<_n 

to 

00 

U> 

** 

to 


hat young people enter the seventh grade believing thgt </5 
smoking is dangerous to their health. But at the time they 
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couplets that gra.de, about 23 


t ire sncxi.ng 


. U I“3a; 



experimentally, 

* More girls smoke than boys, particularly at the experi¬ 
mental and occasional smoker stage, but some suspect that this 
may be more a reflection of society's acceptance of smoking of 
women. Girls may not have admitted smoking in the late 1960s 
when smoking among girls carried social consequences 


incmic factors appear to play a role in a yog£ij| 

U 

„If cigarettes? kids from broken homes, who hgve 

•SSftfSS f - C 

lower edu(^F®Wial aspirations or who don't fit the •populg-r* 
mold in si are more likely to 6moke at an early age. 

economic orientation — if he thinks his futSr 



1 promiscuity. 


u 



and full of promise — rather than his humfll 

count more heavily in the equation. 

1 smoking behavior is a factor, but recfin! 

as u 

H A 

tes that parental attitudes toward smoking fiag 

. In this case works — prohibitions agaipsjjf 

in © 

, o n 

count for more than actions, h <* 

. h eS 

*• Jte^M.uence of one's peers may support a young smojae 

who has already taken his first puff, but it does not nec 

a S 

sarily initiate the first cigarette. A young person is mferK 

i 3 

likely to find a smoking crowd in which cigarettes may be 


one of several "key symbols" that distinguish the group 


•H 


could also be the cut of their clothes, their taste in musgc, 
speech or other behavior patterns, 
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* Ts 3c : : j j - r 1 u a ‘ i l ■ . * * 

influence, may be one of the least 5 -i 5 r.ific.ant factors. while 
advertising may shape attitudes, creating an attractive image, 
it doesn 1 t move children to buy cigarettes. 

* The smoking experience is an on-again, off-again 

experiment. Researchers once believed that four cigarettes 
vas the threshold, which when crossed meant a dependence on 
cigarettes. Later work indicates that the initiation $£ 
smoxmg may two years or more before an occasional ec*« 


experimental smoker becomes a regular smoker. 
* Whil 


=' z 

2 l 

< 5 


are un 



erally hundreds cf smoking and health progra&> 

5 © 

nation ’3 schools, most lack formal evalufr-^ 

LJSLd as 3 

tion det |r-min; e their effectiveness. Moreover, the in-schogl^ 

ent young people from smoking is uncoordir.at^dg 
fruitless, merely delaying the onset of smokinfi.S 

— fi r 

rs of research have confirmed some corrunon^yS 

a 

out smoking and dashed others. Many mo| 

4 ■» 

iamined. Meanwhile, the research community iso 

more toward a holistic approach to srookiBg^ 

© S 

er all, smoking is just one item on an adolejf-. 


Drugs, use of alcohol, meeting the "rig 


u 

4 m % 



girl, meeting expectations of parents and peers on any numbj|r H 

of issues enter into the smoking equation. Rather than 

entrate solely on smoking, some health programs deal with aal|j 

a fi 

phases of adolescent development, attempting to help ycrag^ 
people over the rough spots of growing up. m> 
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The reseircfi is in tne early years ar.d there is sc; 11 
much to be done. The influences o c peers, parents, and 
possibly the media, don't compete the dossier of youth smoking. 
The results are still tentative and some theories about 
smoking are often supported by more intuition them empirical 
research. 


The family unit remains a strong influence on children 


u 


despite ahx f n the last 10 to 15 years to challenges fronts 


the researc 



outside theL-ho?&p. In fact, such of what is being revealed 

F T" 1 _ «; w 

what a good conscientious parent would know iS 

w > 

r* w 

they are clj o their children, ^ g 

A foo . The voice of the tobacco industry in 


xsci 




outh smoking is non-ejcistent. In fact, <§<e 

* 2 

about the industry's position on smoking, t 

so 



on 

misclIslP^pt i 

# mm3,, fesgW - 

■ purpose" of fcTc^i rette advertising and the general interests'^© 

iodostr v ^ abound. While the research community esch^rsl 1 
i P ft {£ 

unfounded Tear' tactics -- once part of the fare -- gc 

discoeadng consequences of smoking, the industry 3 .^ 

« o 

portrayed fightful ways. The tobacco industry is said ^.<5 


be concern 



sly about profits, not health, and uses adv< 


4 

s 


tising to lure young smokers into a life of dependence 

!3 § 

nicotine. h z 



ursu JL 


The industry's message that smoking is an adult p 

and that advertising is designed to persuade smokers to tg-jp 

a < 

one brand over another, does -not reach the average 12-year-<md 
or teenager. 
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■The holistic s:: o V. ir a_r.d ho a L tpresets, like f. ■■? Lite 
Styles Training program developed by Cornell University, is »n 
avenue of possibility for the industry to advance the research 
at the same time educate young people about smoking. It would 
t least be a relatively neutral ground from which to open a 
ialogue and contribute to the continuing study of this issue. 
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APPENDIX A 



STORY IDEAS 


The following list of story ideas is, for the most part, 


suited more for the print than the broadcast media. 



The 


e.ngth and some may be combined to form *a» 

K X 

*■* 

rtuicular aspect of youth smoking. Some viy.z 
_ 1 « 

* £ a 


than others, but almost all of them 


y and individual experiences 


wiki 

. . 2 1 

o maxe tn^jaC 

a £ 

.^readable and Sjvteres ting. The research literature should 

to be fleshed out with the character aif|i ^ 

i ^ 

_ _ . 0 2 

Thm tepofF*^! youth smoking touches' on almost all o f_ t ^ 3 a 

jects reenti'^fe^. The few that are not covered in ha 
port'—-J theFlSw^ish experience, for example — are reporttei 6 

... ^ 3 §§ 

the^cesea^^^iterature and available for use as backj§p;c 

^ ... r ®» o 

tenti, 1 o g 

ARE SMOK|^ill|ATZS DECLINING? A review of the method© ife-tf 
gical problems of accurately recording smoking behaviofij. g 
The report should include an update of the estimates 
in the late 1970s. These estimates indicated a largjsc® 
gap between cigarette consumption as reported by the U.SF. o 
Department of Agriculture and cigarette use as reported* 
in national surveys. 1 3 




THE BASHFUL SMOKER. Perhaps a sidebar to number 1. 
adolescents and adults more reluctant today to admit thffc§ 
they smoke? This may be a' factor in the underreporti§Jj * 
of smoking behavior, but it may also say something abojSt 
the growing - social stigma of smoking. The problem also 
confounds adolescent smoking research because it appears 
the "popular" kids in school hide their use of cigarettes. 
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THE EXPERIMENTAL SMIK.E?., Z zz : research indiri'id thar 
young people who smoked at least : our cigarettes were 
hooked for life. Later work indicates that youth smoking 
is an on-again, off-again affair and young people nay 
experiment with cigarettes for two years or more before 
they make a decision on regular cigarette smoking. This 
story might be sidebar to number 4. 

KEY SYMBOLS. Smoking may be a "key symbol* to many your.g 
people. They don't smoke as much for the pleasure or 
satisfaction or habit of smoking as much as to make a 
statement about themselves or their group. What does 
smoking mean these days and what does it represent to 
those who smoke? What makes it different from other 
symbols I sbefel as dress, language, hot cars or other 
behavior 


THE SMIKfNI 
smoking pH 
decisions^ 
smoking. 
say aboupil 
individu |J^ 

iiSE' 

What do |h< 
lavs' andiii 
not-, shout! 
vas_:pjcosgpi 


XPERIESCE. Levsnthal and Cleary report that 
|t an instant act. Smokers make a series of 
put beginning, maintaining acid stopping 
it are the stages and what do psychologists 
b act of smoking and the need it fills in 
I'es? 


yi:. A generic story, but one that may be part 
Fgle on state and local laws on smoking, 
ote and serve in the armed services before 
gshe legal age of .a majority in some states.. 
j|tate laws say about smoking,-who wrote these 
§§| were they enacted? Are they enforced? If 
yihey be? when was the last time a youngster 
:e4 for illegally buying cigarettes? 


MERCHANT5T”“°^ corollary to above. How closely do mer-g 
chants the sale of cigarettes to minors? Can ap 

child bJ^irfgarettes with impunity? Research indicatesS? 
that yod& MB&gfe rs often get their first cigarettes from ag 
friend. HBptl where the friends get them? From stores?^ 
The law|llllill|y from state to state and punishments mustg 
range across the field. Should someone take the troubleg 
to bring sense to this confused situation? Would it make^ 
any difference in the youth smoking experience? 52 

YOUTH SALES: RESPONSIBILITY. Who is responsible for| 
policing cigarette sales to minors? Does the- industry^ 
have a responsibility to warn young people of the con-u 
sequences of violating state and local lavs on sales tog 
minors? Is it the responsibility of the merchant? Is^ 
anybody doing anything now or are these laws ignoreda 
altogether? 
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than they once did cr are they just less reluctant to 
admit that they smoke? This question confounds the 

current research in an area of soae sensitivity. The 

University of Michigan Institute of Survey Research say 
be a good source for this. The ISR's longitudinal study 
of high school seniors has included reports on smoking 
behavior as well as attitudinal and political changes 
among young people. Only one study -- conducted in 1975 
by the American Cancer Society — has looked at this 

issue in depth. That study concluded rebelliousness 

among girls was the reason. 


BOY SKI 
they s; 
corn s 
changer 
rites 
with a 

region; 

vary f: 
cent i 
New Y 0 




: ARE THEY DIFFERENT? Years ago, men jcke£ 
| two kinds of cigarettes when they were kids#-: 
^and Camels. Has the attraction of smoking 
r.g teenage boys? Is smoking still one of thff 
|ssage? This could be nostalgic piece, bu$ 
|ge* a 

( £ 

rTERENCES. Smoking rates among young peoplg 

jbout 7 percent in the west to nearly 20 perg 
\ northeast. Why? What makes a teenager ig 
|ty more likely to smoke than a kid from as 


o in Los Angeles? 
? attitudes? 


price? Culture!! 


be lower 
Why? 

encsin'* 
i» -fciieftF 

culturlT 

RACIAL W 

dif fer^sa 
But whft” 
recentOT 


RS.~ The rate of youth smoking is reported tfc 
i the United States than in other counties© 
re smoking rates, and the youth smoking expert 
untries like Italy and Australia where 
ion is a hot issue with youth smoking rat^s 
Psychologists may have answers based on tbj 
lit smoking behavior or other reasons. g 


RACIAL WeWeRESCES. Very little is written about racial© 
differ jbgp^f and the effect of race on smoking behaviors 5 
But wh fTfis* known suggests some interesting contrasts, gf 
recentpl§Siil|fornia study found, for example, that none « 
the Oriental children in the sample had smoked yet smo>j|- * 
ing rates traditionally have been very high in China aitp 3 
Japan. Whites seem to smoke more than blacks, thougjig 
researchers caution that cultural biases may interfewji 
with accurate reports. Are there others. Again, tl|u 
national ISR sample of high school seniors may be 
starting point. % « 

S ° 

CONTRASTS. The once clear picture of the cigarette- % 
smoking youth is clouded by contrasts and contradiction^. 
While young smokers once were described as low in self 
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esteem, liter work shows r.o with non-smoke rs. 
Smokers are called conformists, but non-smokers also may 
be conformists, only conforming to a different standard. 
Smokers are said to be socially unsophisticated, awkward 
and dependent on cigarettes to pull then through when 
social graces fail. That may no longer be true. Smokers 
tend to come from lower class homes, but perhaps class 
orientation is the determining factor. Just who is 
today's young smoker? 

PARENTS. What parents say may be more important than 
what they do. Researchers have largely ignored the 
influences of parental attitudes and concentrated cap 
parental^Nbehavior. Yet, recent research indicates thJt 






p-smokers . 
s also may 


parents 
smoke. 
def ine 
This is 

FAMILIES 

parents 
child ret 



smoke can influence their children not \ 
nts also have the opportunity to shape aj; 
nild's world to effect the smoking decision 
.lary to the next story. 



hat do young people 
>ides meeting the 
g all they can or 
ay? The emphasis 


expect from their paren^O 
needs of survival, ageg 
should do to help their^j 

k a c cK i ff f a 4- 


e ay? The emphasis has shifted back to t, 
after a decade of independent attitude] 
prepared to help when they are needed or a 1 
jgatir.g their responsibilities to teacherl 
[njfcelors or their children's friends and peers 


. The old notion of, a child being ch.a9.-fi 
JMaffed coughing down his first cigarette by memb«-s| 

04j| f av ffii lte group is about to pass. It is more lik^Jsjj!) 
th j jr L sn^^ng is just one of many things a group may 
tt^%sta&44*sh its identity. what is the range of p4Jptf 
su r,e to fay, and how does it operate in the smokfei 
ic|lIili$&ompan ion piece to number 4. E §: 

- \ O S3 

THEjPIKSTf**w?F. The story can be written from the p*c« 

the scientific research or as a featufrpft* 
with tfiewiter drawing on his own or experiences 
others to describe the feelings and emotions of the fiifec 
cigarette. Research indicates that boys and gielff 
experiment differently with cigarettes. Girls are miSrfe 
likely to be inside, perhaps with a friend, while bfey* 
are more likely to be outside, usually with someone e«sg 
along. Have things changed so much when kids sneake^ 4 
cigarette out of the house and carefully lit up behWnB 
the tool shed? 2 S 


CtSb 


THESPIS 
tiv| 
with tf 
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BROKEN HOMES. Divorce and broken homes appear to have 
contributed to smoking. Recent national studies have 
reported significantly higher teen smoking rates in homes 
where one or both of the natural parents are missing. Is 
this a function of the stress placed on young people 
adapting to a missing parent and what are some of the 
other manifestations of the problems kids face in broken 
homes? 

AGE. Some in the smoking and health community warn that 
kids are aware of cigarettes and smoking, and trying 
cigarettes, at earlier ages. The reports are difficult 
to quan|*4fy because survey data is not available for th$ 
very you 

have s 
'adult* 

Is this 



some 



psychologists and 
and smoking may be just 
that kids are trying at an 
phase or Long-term trend? 


researchers 
one of 
earlier 



The research literature, though woefully 
A the subject, appears to conclude that ciga-< 
on't encourage kids to smoke. They arejj! 
sages to people who are already smokingg 
hool children say that ads encourage peoplfi 
t don't lure them to take up use of tobacco? 
e do critics have that media advertising? 
outh smoking? What are the influences ok 

^ u 

DO .THEY WORK? The experience in countrieB 
ttes advertising is banned shows littli 
arette consumption. What is to be gained 
try* by imposing a ban on cigarette ads? Shoule 
e\$ingled out or should all products deeraet 
ealth be included in a ban? who writes thj 
^re do they draw the line? 

CU/IF0R &1I& d OLD ANYONE? Marijuana has never been adver 
tftMd*' is a billion dollar business. What doe 

this say about banning of advertising of products cong 
sidered harmful to health? A sidebar to number 22. § 

a 

SMOKING ON THE SET. How widely used are cigarettes i 
movies and television? Do writers and directors us 
cigarettes as props as frequently as 40 years ago vhe 
Humphrey Bogart would have been just another pretty fac 
without his fedora, overcoat and dangling cigarette. D 
cigarette companies promote -the use of cigarettes in th 
movies the same way auto companies pay to have their ho 
cars driven by Burt Reynolds? 
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29. 


CENSORSHIP. The t:bi::o :*d 
refusing to advertise in mag-*.: 
if articles unfavorable to the 
any truth to the charge? Does 
difference for the ad agency 


utry has been a C? C ' J 3 £ 2 o z 
in.es and other publications 
industry appear. Is there 
editorial content make the 
placing the spot or is it 


circulation and readership that count the most? Is the 
industry the culprit or are nervous editors and publish¬ 
ers roaming decisions without an understanding of the 
industry's interests? 

THE SELLING OF A SMOKE. What goes into the production of 
a cigarette advertising and promotion campaign? Take a 
recent new entry into the market and document the cre*r 


t ion o 
the mod 
creato 
paid t 
and ad 
tions 




campaign, from choosing a name to selecting 
What .are the objectives and who are tbps 
trying to reach? Particular attention should 
adherence cf ad agency and company to samplitoj- 
ising cede standards. Compare these restri^p^ 
motion camoaigns for other products. 0 Q 

g O 

HEALTH PROGRAMS. The nation has a jungle <£fg. 
health programs. But which ones work? Ajgig 
f messages are they giving to children? So®e< 
est critics of the state of the art are thoSafc 
ed to make some sense out of the thousands 9f§ 
: erway in our schools. Which ones do the be W 
? Also, what is a measure of success? g»o 
k of introducing cigarettes to k*ds if ant?-W 
rams begin at too early an age? f 


(JWFBfcNHE 

at 

Uiexe 
work? 
»impiy 
record 
the e 
tsoney 
abuse? 


How much money 
health programs 
of the success 
say many of the 


has the governments 
and research? jfsg} 
or failure of th 3 s * 

r am **'O 


in-school progrs 



SUPPORT, 
oking and 
d measure 
critics - 

vent the wheel. Is that verified in tBe^ 
es anyone monitor the work? Who? Sow dc«so 
itures for smoking and health compare wi^h^ 
in other health areas — alcoholism, drug®* 

0 W 

3 2 

PROBLEMS OF ADOLESCENTS: EVERYONE'S CONCERN. Why shoi^jcS 
the programs be limited to smoking and health ***** 
smoking is just one of the experiments that go into t£( 
growing experience? There are a number of other factoi 
from drinking and drugs to learning to cope with acr 
Are any of the industries that are affected by tl 
training participating in the programs, either as fin 
cial supporters or program developers? If not, why n 
Is there a role for industry and what is it? 
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30. NON'-sMCK ISO- GES- : .'*.7 ros 1 . 7 he £-'*i = 3 ire iite.-.:::-: j 

raise a r. rr. -seek i r.g generaticn. Is i 7 possible? Trick 
the Swedish an t r-sraok i ~ 9 pro^raa/ from the training given 
expectant mothers to ir.-school programs, Is this program 
working and what are the results so far? Can it work in 
the United States? 




THE NUMBERS GAME. A 1930 survey for the Federal Trade 
Cortmission reported that more education on smoking and 
health is needed because adults and young people didn't 
“accurately* report the extent of the hazards of smoking. 


Who arrived at the estimates used 
of the smoking health hazard and 

with the estimates of smoking effects on lung cancef!. 


to measure the extent 
how did they cone up 


.heart sease 
come u 
the 19 
prob le. 


COMPAR 
smok in 
var iety| 
Why is' 
years 



and other ailments? 


the 300,000 
d why ia it 

y? 


figure of 
still used 


Where did Daniel Hofh« 
smoking fatalities 

z. 


as a measure or 


Coapare various 
ou can't. Why? 



3 

ft 

reports on the extent 
Because researchers usei-ao 
easures, sample composition and methodology.2 
here a conr.cn measure of smoking after S5^ 
earch? Sow can we believe the numbers? 5 t, 

OB 

What do we know now and what do we not kn( 
oking experiences of young people? Some 
nent researchers in the field should be willij 
t the state of the research, where we've cog 
ere we’re going. Some consider the resear! 


in the 
1 


*mm unity's time CJ 


according to 
much longer, at 
to develop a suj 
make decisions? fi 


cep 


formative stages, 
iloek. How 
ire dollars, will be needed 
of knowledge from which to 

HISHDR 

iKkn 

liters 
Eul pi 
Prtj^. 

Man," 

couldn't afford images of boys led astray by puffing on£? 
cigarette. Bow has the youth smoking image figured in' 
American culture and, in large part, helped shape tEe z 
present-day research? Smoking is an obvious act, 
that may say something more than we understood then, par; 
now, about how young people think. 



igarette smoking among the young is a vaj 
and it always has been. Some of the 
n the cigarette smoking boy paints a fright-*" 
re"? of youth on the road to ruination and crim|J*g 
d Hill, in the popular musical "The Mus|c§ 
sold ! a town on the idea of buying a band th|yg 
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ECL’SLS STASTAJO. *\re~ secret y i-: j d„ 
teenage boys sr.d girls who stska? 1t appears so. Giris 
are cc.-oetin-es ce r. s 1 i .* r i p:s.‘?.ii:u5as a.id * fallen a.-.sels" 
is they smoke. 5 oyg, meanwhile, are just icing what boys 
have always done. How does this difference shape sr.cking 
and health programs? How does it figure into the dif¬ 
ferent rates of smoking reported by teenagers? Cocpanion 
story to number 9, Teer.age Girls; Smoking More? 
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TITLE ; younger adult smokers focus GROUPS III 
BACKGROUND: 


- SECRET 

No._3 
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Philip Morris' 
among younger 
primarily due 
to this, R, j; 
•hare point -■§ 

n an effort 
was conducted 
better under6t: 
|Baeed on this 
this group, 
these ideas a 

Idiricyajytly, 

ream p tfrel e m 
fami 1 liP^Pljy an: 


BJECTIVES : 

Evaluate se 
appeal, and 


a upward ehare trend ia largely attributable to its strength 
adult smokers. It has captured 54X of the 18-24 year old market 
to Marlboro (36X), Merit (6X) and Virginia SlioiB (6X). Contrary 
Ids la underdeveloped in this segment, competing with 24 
ffe^ belonging to SALEM, 

s 
s 

k| inroads into this key area, extensive qualitative testing* 
aaue, New Jersey, Austin, Texas and Denver, Colorado to -g 
unger adult smokers as people, consumers and aa smokers. * 
fch, NPI developed specific new brand ideas targeted at f 
|oposal requests the necessary funds to qualitatively test 5 
nsumer e. "t 





ive Management ha6 requeeted that the Project Planning 
ormation relating to clove cigaretteB. Hence, consumer 
ttltudes toward such products will also be explored in these 


<c 

a 

a* 

a 


ecifically, the primary objective of this reeeareh la to: g 


new brand ideas to determine which ones offer strongest "g 
ovlde direction for further concept refinement. 



ix focus grou 
1-13. Each g 
election of bFandaJ 


ions will be conducted in Long Island, New York on July 
ill consist of ten respondents, representing a random 
Sample composition Is aa follows: 
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TIMING/RESPONSIBILITIES: 
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CbST'/BUDGET : (PB Budget) 

Total $ 


$1 9,620 


Facility/Recruiting 
Moderating/Report 


$ 10,120 

$ 9,000 + $*00 


CONCURRENCE: 
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A. M. Curry 
A. J. Harden 
J. D. Weber 


R. C. Noid^n - 


SUBJECT: VOUNCER ADgCT WORK SESSION 



^Monday's seating younger adult snokera, I would like to get your 

g|p»ught-. on the analyst* vej have been working on. Kore generally, 1 
^^eretted In vhic It tike) to loprove RJR'i performance In iht* 

1 hive attached the pr*td^»ft of our analysis. It is bleed on e fairly 

1e approach, historical development of successful younger adult 

la traced to feFfljdeteroine general (actora that contributed to Chat 
gfeMf ct»*. $»ae are then considered in coday'e envtronaent to 

s^erate poffntjel arrafegfl* we can use to loprove RJR'a performance among 
^gnger ad.PW 


tc^aute st HOwe topor^iii^^^ this subject, we htve not ttled to svold 

S treversy -- at the first draft. We would like your input 

ed on previous rec|j*$jpP|ou have done, existing plans to addreta younger 
It cooker a, and you f'^epln Ions. We need to Identify point* that need to he 
|lV l fled, areas whe r^^ wt tat Ive research can lend further support, and 
SjPtluslooe ve stay h$&i®*»^looked. W* would also like to know if you 
disagree with eooeth ln^. fi nally, and most loportantly, w* want your thought# 
opticatlen# -- recoooenkatIons on how to loprove kJlt'* perforoanc* In thl* 

P B J 

a... 



y we were onable 


jthl# to you earlier. Thanks In advance for your 
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YOUNGER ADULT STRATEGIES AND OPPORTUNITIES 


INTRODUCTION 


fejR'a consistent policy 16 that Booking is a natter of free, informed, adult 
phoi&i which the Company does not seek to influence. However, in order to 
fcyianiur business, we auet consider the effects those choices nay have on the 
Twitre of the Industry. Furthermore, if we are to cospete effectively, we 
post recognize the imperative to know and aeet the wants of those who are 18 
wi^ili|ve already elected to smoke, as well as those of older smokers. 




smoke 


gg JSssssM 

Teport is intesgpitPto provide additional learning on younger adult 
^s (aged 18-24^ to^assiat RJR in optimizing its strategic position with 
to this 6tac|ta«^-g%oup. . While competitive Issues, such as Philip 
g? continuing &sfeEdfe velopment among 18—24 year olds, are a major focus of 
Analysis, the broader perspective is on the overall business opportunity 
|may be availaj$i^1§b RJR through effective marketing to younger adult 





r ? 

aaiwsfgi 

k, c* 


rv> 




c ^' f ! 


ppi^are five sect^^^^i 

I, HHHI Xmf^lff^e of Younger Adults," explores the potential 
nlnPits/coinnr^of "jfl^st brand'’ or switching strategies directed toward 
unger in l^^kison to smokers 25+. Key elements Include the Impact 

^^w" 18-year- cnjlsop the market, the effects of aging on both smoker 
and market sHl|P§^«|and the degree of potential switching opportunity. 

$pe|. analyses are on share trends from HDD Tracker, loyalty rates and 

Infringe develoj gSliifj froa the 1983 Segment Description Study, NFO 
iteming, and con sumpti on patterns from Tracker and government studies. 

®t§|pn II, "Suece fesJUilJ rFirst Brand* Strategies of the Past", uses never- 
|^p~available ir rormation from the 1983 SDS to trace the succession of key 

S er adult bran<|^^r the past 50 years. This allows an analysis of the 
actors which may f have been important to their growth and decline, aa a 
tial frameworlW ! if%JR , B present/future younger sdult strategies. 

e^fin III summarizes the "Key Learning" which can be concluded from Sections 
|nd II on the importance of younger sdult strength and the means which have 
irahsfully achieved that strength In the past. 



gives "Implications and Recommendations for RJR" which were derived 
by applying this learning to today's younger adult market. 

Section V, "Key Trend Detail," amplifies on key recommendations from Section 
IV « 

Appendices support the main presentations as referenced in the text. 
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I, THE IMPORTANCE OF YOUNGER ADULTS 


Within five years, younger adulti 


ral ^dult population (l6+). They will continue to decline in nuabers until 
leajt 1995, as the crest of the Baby Bubble pushes farther past age 2 5. 

ts shift in the population will cause smokers aged 18-24 to fall from 161 tt 
.-•••ofia l1 smokers by 1988. Even 13X would noc be surprising, since cooking 
•idence has been declining more rapidly among younger adults than any other 
^gjgbup In recent year6 (see Appendix A). 


*en, are youn 



1.^. VOLUME 


i$i$|>nger adults 
government stud 


It smokers important to RJR? 




;<endix B) have shown that; 


Repeated 





Thus, s y<ii 

^nd of" Indust^ 

...tyrn away from ^ 
Snatch does not gi 
Mat, a positive* 


^ adult smoking behavior will largely determine the 
flume over the next several decades. If younger adults 
Hg§g, the Industry must decline, just as a population 
J>irth will eventually dwindle. In such an environ- 
resales trend would require disproportionate share 


^gatins and/or steep""plice Increases (which could depress volume). 


Hmm 





ST SHARE —1 


ANNUAL GAIN* 


'FIRST BRAND" ADVANTAGE 


*OM THE "NEW" MARKET 


-year-old smokers in the 1983 market were vorth^^Eooin^of 
total smokers.* By capturing half of these, Marlboro gjined^j^jgointa^ 
of total smokers without needing to attract a single b'.and switcher. 
This gain was the equivalent of a successful tvo-style new brand 
introduction, with no cannibalization and no development/lntroduetory 
f COBt 6 . 




As a company, Philip Morris held more than 60% o f these 18-year-olds 
in 1983 versus RJR's 15-201, yielding PH a .5 point In-going SOM 
advantage due only to "new" smokers. 


This assumes lG-year-olde are 101 of the 18-24 group rather than a "fair 
share" of 14% because of population decline and the fact that some smokers 
start after age 16, 
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2. MARKET SHARE -- THE “FIRST BRAND" ADVANTAGE (Cont.) 
B. THE COMPETITIVE SQUEEZE 






Wl| 








K d&~ How %v^M Rlft 

can afford t 




This Influx of 18-year-olds causes the pre-existing smoker market to 
shrink in share value: Bookers who were worth 100.OX of the market 

at the beginning of 1983 were worth only 98.42 by year end. Thus, a 
brand which had a 10.07.smoker sb are going into 1983 and did not 
attract any 18-year-olds would drop to 9.92 even if it kept every 
pember of lt6 franchise. This means that any brand/coapany which is 
underdeveloped among 18-year-olds must achieve net switching gains just 
to break even. ’**'*' 




In contrast, sa^al 
switching Iosifs 
Royalty ratesjFfro 
smoked Harlbolsftl$ 
These loyaltyHnrt 
18-year-olds |g^a 
over the six IvjlM 
points. KarlhlnrcP 
of 18-year-o 
&>tal NFO swi*tcll 

Appen^lWfC.) P® 



itbd which is strong among 18-year-olds can have net 
and still hold/gain share. The graph below shows 
fits the 1983 SDS, i.e. , the percentage of smokers who 
jy age 18 and still do. after one to twenty-plus years, 
el 6how that Marlboro loses about 252 of its 

20 and another 152 by age 24 — a total lose of 402 

K between ages 18 and 24. Translating this to share 
uld be expected to lose .3 points of its .8 points 
ajgtveen ages 18-24. This is. in fact, about the annual 
ng loss found for Marlboro in recent years. (See 


riboro gained .8 by becoming their "first brand", it 
^witching loss and still come out .5 points ahead. 


nARl_8O*0 LOYALTY RATE 

t * » ruM'-otJe r> m. m «km tu ri 









momentum from aging 

Once a brand becomes well-developed among younger adults, aging and 
brand loyalty will eventually transmit that strength to older age 
bracketa. 
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2. MARKET SHARE — THE "FIRST BRAND" ADVANTAGE 
C. MOMENTUM FROM AGINC (Cont.) 


T \ 
L a 










l 


An analysis of Tracker shares from 1979-83 (see Appendix D) shows 
that, apart from short term fluctuations: 

• Incoming 18-year-olds and the movement of Its existing franchise 
into older- age brackets can-explain all of Marlboro's smoker share 
gains in the past four years. Amon g^ smokers 254. all of Marlboro' s 
gains are f r».-t w.M f f n ^hla aging movement,— switching appears 
to have had no net long term effect, 

K 

Even If HatjL-haro makes no further gains among younger adults in the 
next flv^^^s, it is likely to gain at least 3 points of smoker 
share due^to^he aging movement of Its present smokers (assuming 

ts switIhjfijyie no worse than in 1980-83). If Marlboro continues 
*+to gain among younger adults at Its present rate, its overall 

smoker 6h^r*$$ ou ld easily increase by a total of 5 points, from 19X 
in 1983 foHPrf by 1988. 



• Newport' 
\ adult st 


These example 
Although a cc 
switchers, pH 
loyalty in 

LONG-TERM d$f 



rth can also be entirely explained by itB younger 
i and aging. Over the next five years, Newport is 
i .8 points of total smokers without any additional 
ounget adults, tf its younger adult gains also 
ould exceed a AX total smoker share by 1988, a gain 
oint6 over 1983. 


ofmon6trate the momentum younger adults give a brand, 
gi&tltor could alow this momentum by attracting 
J^iret brand - would hold the high ground of brand 
t^a battle. 

&JJhDS — RATE PER DAY 



Government Pf s: mIR studies spanning several decades have shown that 
*?k*r« + h **r r esumption as they age. The chart below shows* 

that saokersI5+ ; consumed 22X more than smokera 18-24 on average 
jduring 1981-82. 

RATE PER DAY (1980-82 AVG.) 




X Increase 

Index 

AGE 

Clgts. 

Vs. 18-24 vs 

. Total 

18-24 

26.2 


85 

25-34 

30.6 

4 17X 

99 

35-49 

34.1 

4 3 OX 

110 

50+ 

31.2 

4 19X 

101 

Total 

25+ 32.0 

4 22X 

103 

TOTAL 

31.0 

4 18X 

100 

Source 

: Incidence/Rate Report, Year 1982, 
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2. MARKET SHARE -- THE "'FIRST BRAND" ADVANTAGE 

D. LONG-TERM DIVIDENDS — RATE PER DAY (Cont.) 


\ 






f' 

Ik*- 

Mi- 1 

bred 


■ 

jpsdsm|l 
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Thus, the 18-year-olds who were worth 1.6 points of smoker share In 
1983 were worth only 1.4 points of market share , since their consump¬ 
tion was below average (Index of 85). However, by ageB 35-49 they 
will be worth 1.8 points of SOM — s 30X dividend on their original 
market share value. -This consumption Increase Is the difference 
between having smokers 35-49 and having smokers who will age to 35-49. 



EXTENDED BRJ 

The combinal 
provide "111 
younger adul 

For example, 
for Its shat 
smoked Marl! 
for fi ve moj 
^Marlboro’s t 
wou5|§^!^ In | 
6mok- fe&6« to c 

continue to| 
the pa6t. 


D LIFE CYCLE 

In^f brand loyalty, aging, and increasing usage tend to 
irfSKurance" for brands which skew, or have skewed, 


|j$ave seen that Marlboro relies heavily on 18-year-olds 
ovth. But if, from 1984 on, no 18-year-olds ever 
Igain, aging" could let Marlboro hold its market share 
ar s . The "left side of the table below show's"” 
ft smoker share by age group and what those shares 

A. ... . . „ a as _ _ _ m m _. _ J 


eurf e 


dif Marlboro got no more 18-year-olds and merely moved 
■age brackets. On the right side of the table, the 
| translated to market share, by factoring in rale per 
Ifline shows it is possible Marlboro could even 
^without 18-year-olds, but much more slowly than In 




SMOKER SHARE 
1983 1988 

TRACKER PROJECTION 


MARKET SHARE VALUE 
1983 1988 

EST. PROJECTION 



18-24 

25-34 

35-49 

50+- 

TOTAL 


*Jan.-Nov., 1983 MSA. 


41.2 

<- 17.6 

6.7 < 

- 2.4 

24.7 

28.4 

7.1 

8.0 

13.5 

18.4 

4.5 

8.4 

6.3 

7.7 

2.2 

2.5 

18.9 

< 17.8 

*20.5 

21.3 

falls 

from favor 

among younger 

adults, the 


younger adults It attracted In earlier years and their increasing 
consumption can carry the brand’s market share for years, signifi¬ 
cantly extending Its overall life cycle. 
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3. SWITCHING OPPORTUNITY 





Youngv'r adults are more likely to switch brands than any other smoker 
group, i.e., they are a concentrated switching target. Their very high 
propensity to also switch styles within their brand suggests the latent 
potential for even higher rates of brand switching. 


-PROBABILITY OF SWITCHING IN 6 HO. 




18 - 2 ^ 

Wp 




Younger adult 
the naJ^ypor 
their |y|cond 
signiffcint p 
rfirftFWind" 


BRAND 

FAMILY 

STYLE 

IN BRAND 

X 

INDEX 

X 

INDEX 

16. 6X 

1 I26~i 

21.5% 

1 178 | 

13.4 

102 

12.6 

106 

12,1 

92 

10.4 

86 

13.2 

100 

1M 

92 

13.2 

100 

12.1 

100 




O, 1981-1983 (first half). 


i; switchers (who then remain loyal) can also contribute 
gf their aging benefits. Including increased usage, to 
.f Thus, switching by smokers 18-24 can yield a 
but not all, of the share advantages associated with a 
jder switchers confer leas", or none, <Tf _ these benefits. 
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^■,-rcwC*-^ ■ 
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\\o^Z 


k 
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THE IMPORTANCE OF YOUNGER ADULTS 


KEY POINTS 


TtoVo, 


T hough decreasing In number, younger adult smokers are a key market for RJR 
wPcIruse Improved RJR performance among-younger adults could contribute more to 
tone t era profitability and positive share momentum than could be achieved 
INsSPIains In other age groups. 

T© *3>© 

.lounger adults ar&ss*he only source of replacement smokers. 




^re than a sh 
&se offer a 
ilue of smoke 


nt of "new“ 18-year-olds enter the market every year, 
cant growth opportunity and also shrink the share 
ady in the market. 


; '<#- 2. 

pmm: K 



mmm 


iPptlmum abl] 
PM a ^^P° lr 


:egy has significant 


advantages. 


> capitalise on the influx of new smokers. This gave 
5 oing advantage over RJR in 1983. 


Firstt$ran<p*%compete from the high ground. They do not need 



svftemlg gj|liiii§o grow and can afford some switching losses. 

Brands whic h relyl on older smokers must achieve net switching gains to 
break even (ffTOre. 

Strength amt^ ^^^ unger adults will ultimately yield growth In older age 
brackets. AgingJ ha6 been contributing all of Marlboro's snd Newport's 
smoker shard gai^s among smokers 25+. 







Aging of lo^^vftunger adults creates disproportionately large gains in 
market shar#P|ilff! to their increasing consumption. This does not 
accrue from among older smokers. 

Younger adult strength, pest or present, will tend to extend the 
lifecycle of a brand. 


rer adults offer the most concentrated switching opportunity 


ymmmi 


a Smokers 18-24 are more likely to switch. 

a Switchers aged 16-24 can provide more share advantage from aging/ 
increasing consumption than switchers 25+. 
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II. SUCCESSFUL “FIRST BRANP“ STRATEGIES OF THE PAST 


r \ 

t } 

Segment Description Study (SDS), smokers of all ages were asked 
w ^at b rand they smoked when they were 18 years old. By using these responses 
p; tcr^ejiresent the younger adoht-market of the past, the rise and fall of key 
y.<^fhger ; adult brands over the last fifty years can be analyzed. By linking 
rand trends in time to demographic/social/marketing changes. Insights 
th 5 e factors which affected those brands and might affect a younger adult 
1 >#>day can be gained. 



mi 

iriciu 
7 Karl bo 


mm 



rand which has risen to a 10 Z or higher share among 
1930‘s. There have been only six, but they 
f the last half century — Pall Kali, WINSTON, 
Newport. 


be traced, Lucky Strike, CAMEL, and Chesterfield 
arette market during the 1930's, SDS respondents 
0's seemed to favor Lucky Strike, but no brand skewed 
tar the brands that would follow. 


AVC. SOM 


IB-YU-OLD SMOKERS 


Share 


BDI 


22Z 

32X 

146 

27 

30 

111 

27 

20 

74 

24 

18 

75 



IT taO'S AND 1950*S. 

trend for Pall Mall was younger female smokers, who were rapidly 
g more likely to smoke at age 18. The SDS showed that females rose in 
e from 30X of all 18-year-old smokers in the 1930'a to 44X in the 
This gain was large enough to create a 6 X increase in the number of 
younger adult smokers between the 30's and 50's, even though there was a 15X 
decrease in the size of the younger adult population during that time. 

"OS*. *er? 


RM0000907 


- 8 - 

CONFIDENTIAL 


rittp://legacy.library.ucsf.ed8ftiid'/fe®nrtlf{2tfl)0)^pdtv.industrydocuments.ucsf.edu/docs/lfjl 0001 


Produced to Federal Trade Commission pursuant to subpoena 
S0ft9 9 rf ac dated June 6.1997. 

* S8£t 68tSS 





"Extra length" Pall Mall King 
entered the market in 1937. 
Initially, it had a prestige 
positioning, but was soon 
T' refocussed to emphasise mildness 
*ej^y" smoking. From the 
’Innljtg, Pall Mali's development 
)ut twice as high among ^^ 
3'hger. females as males. This 
the rising trend of the 
iger market and also made good 
le sense for ATC — Lucky 
skewed male an ; tJ-.pa 1 ; 1 Mall 
female. Thus 
^with the demelgr 
is and its co 


Kail was 
hies of 
is mix. 





1956 


K.jjurj^ng the 1940’ s , P 
'.J pm younger fe 

f cwej^of&er rs , 

tlPPPPf with i^fbung 




ll's share grew to 101 among all 16-year-olds, to 
and was still rising. But since Pall Mall attracted 
arket share was only 3X after a decade (1947). By 



jing payoff was inevitable: 
moker share twice that high. 


Pall Mall's SOM soared 
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But, Pall Hall became out of'step with Its times when the cancer scares of the 
mid~l950's created the filter .boom. Pall Hall might have defended Itself with 
a filter line extension, but it didn't try until 1965, when it had few younger 
adult smokers left to defend. 


f After Pall Mall peaked. Its younger adult franchise began to skew male. 

unger women — the rising trend Pall Mall had captured — moved on. But the 
f Wand} loyalty and aging benefits of the younger smokers who remained with Pall 
pSffiipSSPoolstered its market share for another 10 years. 



Hales 


Females 


TOTAL 


Source: 1 





1940's 


PALL MALL 18-YEAR-OLD SHARE 
1950-54 1955-59 1960-64 


-> 30 <- 


19 <- 









Key Pointilj 



Pall Mall's |1 
that promised 
adult smoker^ 


Pall Mall g 
tune with t 




^ length” was a product breakthrough in its day — one 
y-a mildness. It caught on right away with younger 


ckly among younger adult smokers because it was in 
's, when the major trend in smoking was the rising 


5 g| importance at younger females in the market. 

II Pall Mall's y ounge r adult strength was a long lead-indicator Of its 
W rapid market^PfiSI|s growth in the early 1950'a. 

^ * 

§f Pall Mali's downturn among younger adult smokers was also a lead - 
Indicator of the brand's eventual decline, although its market share 
Sf held for another decade due to the loyalty and aging of the younger 
% smokers it attracted In earlier years. 

e^Pall Mall became overdeveloped among males only during Its decline. 
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WINSTON; THE HIT OF THE 1950'S AND 1960*5. 

External Influences In the 1950'* contributed to the WINSTON opportunity. 

2> The rising tide of health concern which peaked with the "cancer scare’ 
X. of 1954. 

\ssxntfj Although "modern" filter cigarettes had been in the U.S. market since 
1936, their market importance was- almost nil until the early 1950’*, 
when Viceroy sales quadrupled in less than two years. Reynolds, 

V P* 5 *® 5 *^ determined not to repeat its experience introducing CAVALIER against 
feljh 4 an already-too-vell-entrenched Pall Mall, rushed WINSTON to market in 
March, 1954, the crest of the health scare. 

k Jp** The spread of^^eleVision. 








WINSTON was 
households irp 
advantage for, 
those dollarsf 


and older so 
ift|on -- "WINS' 
S^brand&^tsd th 
IN let Iwy and 


S d|iced on TV — a "fad" that spread from 9X of all 
to 87X by 1960. Advertising dollars were a key 
JIN^TON over its filter competitors, and the bulk of 
/jfC used to leverage TV. 

B llke responded promptly to WINSTON's positive 
tee Good" — its point of difference from other 
ct deficiency non-filter sookerB might suspect. 
Lceroy sell the benefits of filters. 


f 30 & 

k, v«^i 


I, VINffTofPves p 
|share gains, y 
rice as high asF 
So during the ej 
ge enough to St 


dw^gon brand" att$ag**y.^unger adult smokers, 

■4 bim# WINSTON 


lumber One filter brand and still showing steady 

t early 1960's, its 18-year-old share reached some 
arket share. WINSTON's effect on SALEM and 
^1960's (as shown later) suggests that this 30X share 
ger pressure on WINSTON's side and make It a 







p»l 


rm nr* *tLLJao *ntMi i 
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WINSTON suddenly lost favor with younger smokers In the aid-1960’s. This was 
not due to any sudden changes in WINSTON or Marlboro ads or products. The ban 
on television advertising didn't hit until 1970. However, two major shifts In 
the 1960'a environment aay have left WINSTON lees in touch with younger 
smokers. 


The heavy antlsaoklng activity In 1964- 
WINSTONi 


WINSTON's positioning and Its development were both slightly 
female, in tune with the younger adult smokers of the 1950’s. 
However, the antlsmoking publicity In the 1960’s had a 

onate effect on younger females, so It changed the 


demographic 
38X of yo 
male . Th 
younger m|t 
of the 19 




69 may have caused problems for 


to 


Within only a few years, females fell from 44X 
smokers and, for a decade, the rising trend was 
NSTON became out-of-tune deaographlcally with the 
because external Influences had changed the market 


eport, published in 1967, named WINSTON the highest 
ol filter In the market — higher than some non- 
nd 8 ag. higher than Marlboro. WINSTON's product- 
ltlon may have been vulnerable on this front among 
looking for mildness. 

ntismoklng campaign on TV may have offset WINSTON'* 
n this key medium. 


arted approach may have also become less attuned to 
er mindset of the 1960’s. In the era of Vietnam, 
the Chicago Seven, Marlboro's Intense, unsmiling 
t better. 


1965 



WaUootuJM Dood_fc, 


Come to where the flavor is. 
Come to Marlboro Country 
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As WINSTON Iob t Its hold on the 18-year-old market of the mld-1960's, Its 
younger smokers dispersed to SALEM and Kool as well as to Marlboro. As with 
Pall Mall, WINSTON’s younger women moved more quickly, leaving WINSTON 
overdeveloped among younger males for the first time. 

\ WINSTON 18-YEAR-OLD SHARE 

,F X 4:< *1956-60-1961-65 1966-70 1971-75 1976-8t 



..Iwd 


Males 


Females 


-12X 




TOTAL 


Source: 1 



13 <- 


e TV ban toolPllfliifct in 1970, the TV antlsmoking campaign also ended a 
nger females became the rising trend. But by this time, Marlboro c 
ooe the “banc^^ron brand". s 


ifs,! ■ Th e an uptick y 

.^^lOG^Tv&re introduce 



ILNSTON 1 s share among younger females when its Lights 
^1977,'well ahead of their Marlboro counterpart. But, 
sdxteneions seem to have had no lasting effect on its 




Ints About WIN' 


temm 


mmm 



flhgSTON benefit 
^fter boom. It usedla 
Capital ire on a 

Smafo rable timing.^^^d 
Slier filter bfesslfeyb 


?m the health scares of the 1950's, which created the -g 
la positive position -- "WINSTON Tastes Good" -- to '* 

live environment. - 

I ^ 

id WINSTON. It attacked the filter market before .§ 

fbecaoe entrenched. f 


pger smokers were as likely as older oneB to be early WINSTON adopters. 

|nger adult strength was a leading indicator of WINSTON’a extended market 
ire gains and of Its softening. 


FWPfPl pressure — the "bandwagon effect" — seems to have worked for 10 

m WINSTON in the early 1960’a, when it had a 301 share of younger smokers. 

• : • to 

s WINSTON may have loBt popularity among younger smokers because changes in © 

l^jry t the external environment made WINSTON leBS in tune with both the demo- 

' ft ' graphics and the mindset of the 1960’s than it had been in the 1950’s. 

a WINSTON did not become overdeveloped among males until after its younger 

smoker share had begun to decline. tn 

o 

• WINSTON’s line extensions do not appear to have had any long term effect on g 
its younger smoker performance, although WINSTON Lights 100‘s caused a 
temporary rise until Marlboro responded. « 
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MARLBORO: THE "BABY BUBBLE” BRAND 

The leading edge of the Baby Bubble exploded on society as the younger adults 
of the 1960’s. Over 30 vsb “out" and the younger set was driving fashions, 
w politics, and the marketplace, sometimes violently. And Marlboro would become 
their brand. 

7" ^larl^bro had been quickly reposl f jfrped In I Pfr'i—frF So catch the filter boom. 

a second entry In the*“taste/flavor* filter market, with no point of 
iTlffejence but Its box, it trailed WINSTON among both younger and older 


gi 

pn:ff 



>956-60 

WINSTON 

Marlboro 



Market Share 



18-Year-Old Share 


Juicing by jLLR. CQP ^^^^lboro’a masculine oorI finning was originally directed^ 
sjpTnfe nonffTtlr mJfflrPI rhlch had become overdeveloped among males as it 
%^^$ned. xi^look #Pyen veara of experimentation for Marlboro's permanent 
“cowboy" ©bjSpEPlgn 1" place In 1962. Even then, the WINSTON 

igfci^agon" held MmS at bay. 


crlborn. through^j^ppenstance or design, 
jres of the evolved. 


better as the 


i v. r - 'a 

iMMasar 







Marlboro u.K^er. product than WINSTON. 
Marlboro wa C positioned male during the onl 


Marlboro's 


t^oned^male during the only decade since 1930 when 
iovthjector among younger smoker#. 

Iltv fit the mindset of younger people In the 1960*8. 


Jlarlboro_tar£eted_^ouag£LjthBn WINSTON* and, by the late 1960'a, 
younger meant the Baby Bubble, th e largest coho rt of people, and 
smokers, in history. 





* One way to see this is by comparing the percentage of Marlboro versus 
WINSTON smokers who had already started smoking at age 18. For example, 
among white male WINSTON smokers who turned 18 In 1955-70, 7 OX smoked by 
age 18; for Marlboro, that percentage was 87X. (Source: 1983 SDS) 
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After 1975. Harlboro not only started to skew »»l> iX fcLaaJLftd ir>ex» <» fi 
grip on the ifi- vear-old marketi_ 



Harlboro'6 18-year-old smoker share dipped In 1976-77 when both SALEM 
and WINSTON brought out Lights 100's styles and Harlboro failed to 
respond until 1978. This may partly account for Marlboro's increasing 
male skew In the late 1970's and, perhaps, for Marlboro Lights 100's 
switching gains versus WINSTON and SALEM In the 1980’s, 

Newport began to nibble at Marlboro's “first brand” territory. Newport 
was a brand Marlboro was Ill-equipped to compete against, because of 
its long-standing menthol weakness. This could be a reason for the 
strong emphasis on Marlboro Menthol In late 1982. 


CAMEL and V 


Inroads on M 
shoved in t 
and 1960's t 
ro was beco 

Males were 
Females «er 
ear 




Slims each took a bite. 


rp's younger smoker stronghold in the late 1970's 
d's market share because aging momentum from the 
M Ice tracks. But these may have been signals that 
,6S in-sync with younger smokers over time, 

growth sector _ p f the vm-noar market In Chi. lftTfl-'g- 
ndlng from 381 importance In the 1960’s to 49X of 






Imokers by the end of the 1970's, 


X IMPORTANCE AMONG 18-YEAR-OLD SMOK ERS 

19 70's 
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1950's 


1983 


In the Ml 



55 

44 


1960's 
62 < 
38 - 


£ 

E 
B 

e 

1980-83^ 


53 

47 


51 

49 




founger maleB clearly s till-ca red about 

imagery I Marlboro 1 


** lng s 



masculine — imagery! Marlboro's 18^24 

smokers aJ fjH UMat aaaauIAaitaU because the maloritv of the hrand's 
mnkarc ■ «»i.. But, Marlboro's younger male smokers do not stress 

sculinlty any more than other youngermalesi In fact, younger males 
who smoke other brands are somewhat more likely to want, the rugged, 
traditional masculinity. 


f^gsThus, the evidence of share trend, demographics, and wants tends to suggest 
that Marlboro's positioning may have become less in tune with the younger 
market during the late 1970'a and 1980's. 
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Once Pall Mall and WINSTON had turned down among younger smokers, there waa 
no return. How, then, has Marlboro managed to hold, even recoup, among 
18-year-olds in the ISBD’s? 



In the 1983 SDS, we found that younger smokers were ouch more likely 
chan other smokers to base their brand perceptions on the people they 
see using the brand — »ore than Its advertising, package, or name. 
Thua, Marlboro's very sire among younger smokers may give It an 
effective positioning -that has nothing to do with the cowboy, which Is 
the~ ~posltlonlng of its advertising . Marlboro's younger smokers are 
their own campaign, automatically In tune with the times. 


The SDS show 

££££ Ideality, 

acceptable among 

Marlboro Is 41 
who prefer o 
they think t 


that Marlboro's kev imagery was not masculinity...l.t was 
e brand for average younger adulta, popular and 
ounger adult friends, not "too different". 


y 6een as a quality product, even by younger smokers 
rands'. Marlboro smokers want to “buy the best" and 
rlboro Is the best. 




Marlboro hasMTOhandwagon effect" still j>olng for It. In fact, the 
trend over t^.,.d s j^ades has been for younger adult smokers to 
ncreaslngly; cluster behind one big "first brand", a trend that 
para^i^h th pM| jgg|easlng pressures against smoking during these times. 
A mL. n Th a t ac social DX££_£ureS t n < nr.1 a H» 
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• 18-YtM-Ovo Se©«*s, 1983 Stsafst Descmmion Study 
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Philip Morris oay itself recognise Marlboro's vulnerability. Certainly the 
brand’s switching losses among 18-24 year olds have been visible in the 
1980’s, averaging the equivalent of .3 share points of total smokers every 
year. Wile Marlboro could not be repositioned after 20 yeara of the same 
ca^aigb, some clues suggest PM may be u 6 lng other strategies to protect 



eontrlhiiflnn tn ^..n r »r jI'*^ 




* yrflii.ua, Slims and Merit paining disproportionate switching 

• roa Marlboro amnnr smoV^.r^ 18-24, allowing Philip Morris to keep 32X 
of Marlboro’s net switching losses from 1980 to 1983 within the 
orporate fold^— nearly twice PM's fair share (See Appendix H). This 
uggestc that M arlbo ro might serve PM as a "feeder brand", capturing 
ounger smokerfe^^^ncan then be channeled to other PM brands. 

Romance as an 18-vear-old "first brand" has 



■recent years. This may relate to its softer 





in mairketi^g recently (See Appendix I) which is more 
latent wlt^^^^younger Marlboro female’s desire to not be 


VIRC IMt« StlnS 


too 





The Merit repositioning seems to draw it closer to Marlboro, perhaps 
shortening the supply lines. 
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Key Points About Marlboro 

I960 1 * a Marlboro succeeded with a “first brand" strategy targeted to the 
\ "leading edge of the Baby Bubble, who turned 18 in the 1960’s. 

• Younger smokers have been a clear leading Indicator of Marlboro's 
market share growth. 

• Marlboro was only a second entry in the ta6te/flavor filter market 
until it developed its image-intensive long term campaign/ 
positioning. This took eight years of trial and error. 



Marlboro' 
mindset o 


1 positioning, set in 1962, was in tune with the 
e"1960's and also with the demographic shifts among 
younger s| ket^, since younger females dipped in importance during 
that decal 


Marlboro' 
WINSTON aroon 



* 

5 


The WINSTON "bindwagon" held Marlboro dovn In the early/ald-1960*e* c 


ter, milder ipav have given It an edge over 

oun^er smokers. 


c 

I 

» 

O- 




o'a masculine positioning, it was almost equally 
w younger males and females until aft *r 1975* 

60 . , A^C.. 

^|ger smoker share softened in the late 1970'e, but it jj ,5 
ough aging momentum that its SOM trend slowed only 


1 I 
.1 

B ° 

§ C 


Certain e 
less in t 

- Young 



enge suggests that Harlboro'a positioning has become 
th younger smokers than It was In the 1960's. 




m 



ales, not males, have been the growing sector among 
younge r smokers. Marlboro has been losing strength among 
femal| 

Younglrm lboro males’ interest in masculine imagery is no 
stronger than the average younger male. 

Marlboro is a “bandwagon brand* today. 

- Marlboro users provide the brand's imagery today more than its 
advertising does. 


* 1 
s % 


1 

9 


1 

s 
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- Marlboro stands for “the average young adult.' 
popularity is its added benefit. 


Peer 


to 

M 

00 

in 

it. 

K> 

m 

01 


- Marlboro smokers believe in its high quality. 


/* a Younger smokers' need for Ib strong and may be 

^ increasing due to social pressures against smoking. Marlboro 
provides a means of belonging. 

T* O » Marlboro suffers high switching between ages 18-24, but Philip 

Morris retains about twice its fair ahare of thoae switchers, via 
Virginia Slims and Merit. » 
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SALEM/Kool/Newport 


SALEH 


T SALEH's product breakthrough was "light menthol". Kool nonfliter had been in 
since 1931, but it was advertised more like a eold r emedg^ than a 
»»■ cigaretc* and, apparently, tasted like it. When SALEM lowered the menthol and 
liter. It cut an 8Z niche In the market. 




rw% 

b££ 




|, younger smokers adopted SALEM as readily as older ones but, in the 
960 , a. _lts 18-year-nId—share went flat. It appears that this had more 
|lh WINSTON than either SALEH or Kool — the WINSTON "handwagon effect* 
Sing IRryear-nTd* HW ■ manner. When WINSTON let go in the late 
ISALEH could ae^^|ttract Its fair share of younger smokers. 

^ SAL^ti be cameggtrffaggr among younger smokers of the 1970’s, it jjever^ 
f tjril + -ftrce A fair share of younger smokers, though, 16 

keep market steady for a long time. , 


SRLEtt 
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The key trend for.Kaol was the emerging Importance of younger black smokers in 
the market. In the health-concerned 1960’s, younger Blacks didn't back oil 
from smoking to the extent that whites did. Because of this, their importance 
surged from 6t of IB-year-old smokers in the 1950’s to IPX in the 1960’s. 


Younger Blacks of the lj 
was big among younger 


IP’s to 1950’s had basically gone with whatever brand 
Lt*e sttflltera f5ee Appendix P). In the 1960’s, LhlJI 
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began Co coalesce behind Kool, which only had a 2X share among younger whites. 
It was time for tn hi.ltd their r,i.ni brand In the 1960*8, the heyday of 

Martin Luther King and "Black pride". 


Kool apparently ca 


vertlatng 


. Kool ads were in Ebony consistently 
east 1962, when our records start. This was easy for Kool, since a 

and it_ was effective. By the early 1970's .. 
a_36Z share anone younger Blanks— it was the Black Marlboro. 















Newport was compl<>t;elv redone 1Q7D-73 -,- campaign, product, package. 

When the ’new” Newport went to market in 1973, it went only against the 
Y Northeastern tl.ft. . which had been a papwXHJlan growth 

i throughout the sixties as Blacks left the sooth. 


U>^*T *1* 

i.«at 


Kj#vas thi» first menthol tn »n.phat< T » <m.. gc ry but, on the bottom line, 

■t went after Kool with dol-lars. From 1973-79, Newport’s total ad 
(J 3 g was only about 30X of Kool'a, but it wee concentrated In some ZOX of 
si Half of Newport's budget was In out-of-hone. Bv 1978. Newnnrt’f 


j*Kt r ?*^ v ** fc newpoa b Duaget wap in oui-oi-nonc. dy l .' i.i q - ntwenn 

. sl^ *ecXona| spendin g against Blacks eonallerl Knnl^ natlfinal -Bl A.ck. market 
IT Newport h^d picked Kool's prise market, with a site it could 

IT alplfli|and essentlaljbfeli^ljght it. The results among younger smokers, 
younger B^cs? were Immediate. 
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In the 1980's, Newport started rolling out across the South Atlantic, where 
migration patterns of the 1970's showed Blacks had been returning. Tracker 
data during this rollout period tend to confirm that Newport gained among 
younger Whites as it gained distribution, bpt its fundamental growth has been 
due to younger Blacks. 
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NEWPORT MENTHOL SHARE OF SMOKERS _ 

1st Half 2nd Half 1st Half 
-1981 1982 1982 1988 
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IS 18-24 


Black 



White 


rce: 1983 SO 



18.62 



-> 22.42 -> 25.22 -> 28.92 -> 36.62 


-> 7.0 


-> 7.5 


7.6 - - > 8.5 



L 

f : 

ten 


SDS result* 

i. It s%.today't 
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Ibate that Newport haB become the alternate younger 
j those wh o don't want to lust follow tke "crowd. KoT 
grnative to Kool; for Whites, it’s an ilternative to ] 
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Key Points About SALEH/Kool/Newport 
SALEM 


T ^ 



• In its early years, SALEM'6 appeal to younger adults vaa overshadowed 
by WINSTON. 

• I S-ALEH pained among younger smokers of the 1970*8. .especiall y Elflrlf* 

ftpptiAl n p fffffHvpVy *tnat-Kool. but never has become a true 

younger adult "first brand". 


Kool's growtlike Marlboro's, hinged on demographic shifts 
caused by thep%ntlsreoklng 1960'a. 


a ;fKool was In t| 
1960's and thl 

Kool gained "j 
competitor. 



th the rising importance of younger Blacks in the 
set of ’’ .Black identity" . 

Identity" by advertising to Blacks before Its 


a When young er yhjteg returned to the market of the 1970's, Kool was 
auddeoo lUS^Hito fit the younger market and became vulnerable. 




Newport, when ri^s repositioned, essentially bought Kool's prime 
North Atlantieg$S^tet by Intense spending in out“of-home and against 
Blacks. 

It appears th at New port has gained younger White smokers by gaining 
distribution b^tPits fundamental growth is among Blacks. 

Newport is t ^Alternative younger adult brand — for Blacks an 
alternative t^iSHC, for Whites an alternative to Marlboro. It's for 
those who don't want to follow the crowd. 

loVy ioooAcet> Ncweftr Ar NorSftferv ? 
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III. KEY LEARNINC: SUMMARY 4 CONCLUSIONS 


aCKJ^N 


^ The previous two sections hove discussed the Importance of a strong position 
tl^e younger adult market and the strategies/circunstancea which have, in 
ie p^st, allowed brands/companies to achieve growth among younger adults. By 
“sting the key points from these sections, several conclusions can be 


IMPORTANCE OF YOUNGER ADULTS 



ounger adult smokers Is critical to generating 
owtb momentum for brands/companlea » 


-old smokers represent about 1.4 share points of 
volume each year. 

dult smoker who has been gained and retained 
in value over tine because of increased consumption, 
rs do not. 

rette brands of the last half centruy have derived 
iod high younger adult development — Pall Mall, 
qo, and Kool. Newport may be another such brand, but 
^ted by distribution. 


Youngj^-a^lt gains have been a long term leading Indicator of 
the bji»f»4-L$ market share gains . Typically, major market share 
growth hasJlagged the brand's younger smoker growth by at least 
five 


s 

« 


s 

a 


V- 

E £ 

6 4 

| 3 

(5 -3 

e 

i 


)<■ 


lose of younger adult strength hag also been a = 

lcator of market share softness and decline, although g 



olster the brand 1 a SOM for a decade or more. 


Major performance gains can be made among younger adult smokers with 
very little effect on short term total market share. This means that 
c ompetition may be slow to notice an improvement of RJR performance 
among younger adults and, therefore, may be slow to react . 

- A “firet brand* strategy (which Is necessarily younger adult) 
provides an opportunity for unique long term benefits* However, 
it is likely that at least two to three years of close tracking 
would be required to determine the success of a "first brand" 
effort. Short term gains could be significant but are more 
likely to be minimal. 




WO 4 "' 


- Younger adults provide the most concentrated switching 
opportunity in the market. While a switching strategy is 
inherently less cost effective, it may be more feasible and may 
also be more likely to produce short term share results. 
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smokers to be early adopters of brands which have ultimately 
succeeded as younger adult ’'Yirst brands" over the last 50 years. 

• Patterns observed for WINSTON suggest that a "bandwagon effect" ma^ 
s ir 6 t brand" which achieves an lO-yeac-old share near 

s^th^ 301 level! When WINSTON's share reached this level, younger 
^ saoker growth was curtailed on both SALEH and Marlboro, until 
WINSTON's share again- fell below that level. 


Successful younger adult strategies of the past 


Sc successful 3 
iny similar th< 


|r adult brands of the past have used strategies with 
In nearly every case, these brands hrve capitalized 



1 . Faf.torjT"\| 

2. Cr^lfch^Sectors within Younger Adults 

3. Ououch Competitors 

4. FoglTTve Coamunlcat { 006 *^ 0 ! Product Wants 


‘sternal Factoile 




pp* 

r 

Immm 


$HtS&8MSS$4 


0kii0^ 

'pXM^ 

S •; 

JpvSwl fl •A’lW.f 



pe tsfeo ds of intense publicity on the health issue appear to 
Ptfcg# ke y role in the succession of the major younger 
adult "Ffrst?! brands ■ " 

- WINST^J"capitalized on opportunities presented by the filter 
boM$jpu|iich gained momentum from the "health scare" 
enlriTBftfcent of the early 1950's. 




- Marlbor^ capitalized on the changing nix of males/females 
aoro^lf^ounger smokers in the 1960's, which arose from their 
reactions to the intense health publicity of that 

_ Kool capitalized on the similar shift between Blacks/Whites 
* in the 1960's. 

Crowth Sectors Within Younger Adults 

4 • lounger adult "first brands" have capitalized on subtle 

demographic shifts within the younger smoker market. The1r ___ 
"formula for success" appears to have been to target theyufllRq 
profile of younger smokers , l.e.~ to be better developed among 1 
sex/race/geographic groups which are gaining importance to an 
extent that reflects the group's rati of growth. 

“ Pall Mall was strongly developed among younger females 

during the decades when their importance was increasing most 
rapidly. 
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“ WINSTON was introduced when female importance was modestly 
Increasing and was slightly better developed among females, 
but essentially « balanced brand. 

“ Marlboro was slightly better developed among males during 
the 1960's, when female importance dipped, but was 
essentially a balanced brand until after 1975. 

“ Kool was highly developed among Blacks and grew when their 
importance surged in the 1960's. 

- Newport targeted Blacks in the Northeastern U.S., where the 
^lack population was growing mo6t rapidly in the 1970's, and 
haufcptgeved to the south, following the return migration. 


The do| 
years 1 
of thi|i 
males \ 
overdel 


One key 

^P eai t 

jrfjUthin" 


; t trend in the younger smoker market over the last .50 
pen the rising importance of younger females. Because 
b major "first brands" have been overdeveloped among 
during their peTlTodr of decTineT Marlboro has become 
pd among younger males only after 1975, when its Bhare 
hg among younger smokers. 

karlboro’s success in capturing the Baby Bubble 
^e that It attracted younger smokers than WINSTON, 
lounger smoker market, 

settlors 





In every call ^''Tbe softening/decline of the major younger adult brands 
seems linked JUsIssan inability to "stay in tunp with the times" as well 


r'SffXI 


e with the times" at its 


Incroductioj^^^rtie real criteria for being "in tune" are most probably 
the mesh between !Imagery and/or product and the wantB of younger 
smokers of 6. However, demographics appear to be a useful 

tool for identifying the likelihood of that mesh. 


Pall H^yyi^caae out of touch with younger smokers' product wants 
when itiailed to effectively react to the £LLUtfi a Jb&2? of the 
1950's. WINSTON fit those wants. “ 


f-i j§ 


WINSTON was the victim of subtle shifts which may have been 
transparent or seemed transitory at the time. 

p£- WINSTON's li^ht-hearted campaign fi t well with the mindset 
of the 1950' ■ - but did.nat Hr as wall m rh the rising tlrii 
of lnfp.nep vnimg rebel ■ ns Marlboro did in the I960's. 




WINSTON's campaign had a slightly female slant and so did 
its franchise. In the 1960's, y^ounger^JfemaJLej^wgigJjig^jjji 
»nr>, «nrf younger males were gaining —~ a better fit 
for Marlboro. 


~ WINSTON's prAdy rt may have become s oaevi 
' 1960’e (and "tar" publicity). 
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D, Positive Com 



Kool found itself "too Black * in the 1970's as younger white® 
were rapidly regaining market importance. 

Marlboro's advertising/positioning seems to have become less in 
touch with the demographic trends within younger smokers of the 
late 1970's and 1980's and, perhaps, their mindset. 

- Younger females were the key growth sector in the 1970’s and 
1980's. - 


- Today, Marlboro's younger male smokers do not have an above 
average interest in masculine imagery^versus all younger 

- Ph jHfiorris may have recognised Marlboro as vulnerable, 
^proportionate switching losses to Virginia 

Sllm^addljflej lt\ tend to feed Marlboro's losses back to PM. 

' Th|®PPIffaign changes on these brands may shorten the lines 
of 




P» y * 

tion of Product Wants 


Through 

*SS®kers 



e succession of "first brands" younger adults 
moved to products. 

all promised "mildness" based on Its length. 

as a filter product, would be seen as milder than 
rs. 


In^kfc„J960’s, Marlboro was "milder", i.e., significantly 
tar, than WINSTON, as was advertised by the FTC. 

SALEM could be seen as milder because of their 



Nefc&iiyyis perceived as milder than Kool. 

Successful "first brands" have used positive product messages. 

- WINSTO N "Tastes Good" despite its filter. 

- P all Mall emphasized milder smoking "pleasure" . 

- Newport speaks to sm oking "pleasure* . 

By omission, no brand whose product messages remind the consumer 
of product negatives has succeeded as a younger adult firat 
brand, for example, any brand which has specifically advertised 
"low tar" (which Implies remaining tar). 


£ 

8 


8. . 

5 & 

I 

E * 

i * 

u A 

i * 

a * 

e 

3* 

i 

O 


1 

a. 


ui 

to 

M 

CO 

VO 

w 

s> 

VJ1 


in 


RM0000927 


-28- 


CONFIDENTIAL 


http://legacy.library.ucsf.ed8flid'/fe®nrtlf{2tf))0)^pdtv.industrydocuments.ucsf.edu/docs/lfjl0001 





IV. implications/recommendations for rjr 


Younger adult smokers are citlelal to RJR's long term performance and 
profitability. Therefore, RJR should make a substantial long term 
taliment of manpower end money dedicated to younger adult programs. 

should seek to understand and capitalize on the market conditions/ 
approaches which have successfully created younger adult strength for 
bj#nds/companies in the pa6t. 





TABIL1TY {Detail in Section V) 


gh product which effectively addresses social 
y concerns could revolutionize the market as WINSTON 
^health-concerned 1950*s. The ultimate size of this 
will depend on younger adult acceptance. Thus, RJR 
ider: 

ping a social acceptability product whose smoking 
fits are adequate versus younger adult wants, 

ng a second entry social acceptability brand which 
lzes mainstream younger adult Imagery and product 
Ives, avoiding connotations of "social concern", 

ail in Section V) 

a key issue in the industry and younger adults appear 
e responsive. To maximize the possible pricing 

among younger adulta, several alternatives should be 


” A price/value brand with a conspicuous second "hook" of 
quality/imagery/taste could maximize opportunity by 
reducing possible conflict between younger adults' value 
wants and imagery wants. 

- There may be an opportunity for RJR to capture younger 
adult brand loyalty through extended periods_ > o^pack 
promotion In closely targeted outlets,'|eTgTp£a5£u(P^ 
^onvenlgngt* ■ilitary. This would be an Investment program. 


Since younger adults with above-average interest in value 
are concentrated in the poolness aeemep t. there may be an 
opportunity for SALEH to capitalize on price. 
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B. Growth Sectors Among Younger Adults 




^ (Deta 

>>ndS/ 


RJR should cake resources available to develop/improve Its 
capabilities to Identify and track demographics, values/wants 
and brand performance within the younger adult smoker - " 
population . These tools will be critical to the development and 
implementation of effective programs among younger adults. 

Younger adult I Hispanlcsland Slacks should be key RJR targets , 
since they are7gafi?T75^*Tmportanee in the younger smoker market. 
(Detail in Section V) 


kl -s. /~ IfP^^tces/manpower should be made available to Increase 

|i t^AJ / understanding of the dynamics/wants within these markets. 




go* 






youngpr a 
experlpiS 
may a sp^ 


|e-S|Ej*'fup advertising In selected media are likely to be 
jenefjclal against younger Blacks, based on Newport/Kool 

Sn^efitlve advantage could accrue from these special 
P§lii| programs, since Philip Morris has intensified its 
yyhkiHispanic marketing efforts. 

;'4:6trivlng" needs have been identified as key among 

| &*! ilts. This imagery need is likely to grow, since 
sr adults who follow the Baby Bubble are likely to 
|llSi!§6s| limited opportunities for traditional success. They 
■P ^ fe/rel ate to entrepreneurial mea ns of "moving up" such 
Ijjilniuscessi v’la the performing arts.) This may provide a new 


brand; or repositioning opportunity. 




mi. 


Out-Of-Tout 


jetitors 







U)V*rV .- ' l 

,S> -He 


Marlboro h|g||v--i;£ome too strongly male to fully capitalise on the 
female growth sector among younger smokers. It's masculine imagery 
also appeap^Hsf be less of a "hook" for the brand in the 1980'a. 

""V Howev.r, Marlboro's users themselves provide the brand a strong 
SVl posit ioning as a n ldent itv/belonging brand. Since Marlbor o it not 
\likely to be preemptable on belongTngT^Q»d2££££ 11- styn»tegieJ hold more 
ayp romise at present. 

*--■ 

• Marlboro smokers are half of the younger market and, thus, 

encompass a diversity of wants. This implies that a successful 

/ p^attack on any key sector of the younger adult market is likely 
"f to hurt Marlboro. Thus, a total market perspective Is 
recommended as lending broader creative options. 

• Virginia Slims and Merit should be high priority competitive 
targets , since they sppear to play a key role in defending 
Philip Morris against Marlboro's traditionally high switching 
losses. ' ' — 
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• VANTAGE nay have an opportunity to compete more effectively for 
younger adult Marlboro switchers, based on Its established 
pattern of switching gains from Marlboro. 

Positive Communication of Product Wants 

History suggests that younger adults are attracted to messages of 
product “ml 1 rfnpgj* 1 and " sjoking nleasu^p *’. To optimize its 
performance-versus younger adult product wants, RJR should obtain 
Information to clarify whether these descriptota relate to specific 
positive product attributes, to the absences of specific negatives 
(e.g, hot/harsh), or are potentially beneficial copy strategies. 
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February 28, 1984 


TO; 


su: 



L. W. Hall, Jr. 

R. C. Nordine 

YOUNGER ADULT SMOKER ANALYSIS 





Diane Burrows’analysis of younger adult smokers. We have incorporated the 
u suggested and naaaeg& lso used Tom Rucker’s input. 


view this subject as something special. Like Brand Family 
dation on which successful long term strategies are built. 

^over-reaction to the short term. We should not radically adjust 
anpf our Reestablished brands zeroed-in on younger adult 
pl|se that the problem is being addressed. 

i?a longer term effort to solve the problem. This is not likely to 
of the present organization. After all, younger adult smokers 
priorities for ten or more years. Yet, our performance is at a 


ys, I think we ifee. 
, it is part of th^| 

last thing we 
the 1984 Plan ending up 
smokecsitod giving us a fa 


m |«Sr ded 

be achieved wi%ipy|^ co: 

in the Co 
ten- 

We need"! concentrated, fuffc' 
underlining of younger icfu 
criteri agt&sfe valuate the sue 
solutiqaasgvill not solve th 




effort from our best people to develop the needed 

to recommend a plan of attack, and to establish proper 
strategies after they have been implemented. d Ouick fix ,l 
lem and in fact are likely to be counterproductive . 
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YOUNGER ADULT SMOKERS: 




STRATEGIES AND OPPORTUNITIES 



MANAGEMENT SUMMARY 



If&Ii^jokers 

cu^St 


isln tended to assBt RJR In optimizing its strategic position with 
iPw younger adulp^arapfera (18-24) by clarifying their Importance versus 
rs ®5+, IdentifyingJpfrJtegles which have been most effective against 
|gg|idult smokers lfPPtP§>ast, and applying this learning to RJR and Its 
environment. 


This summary provides a>rb*;o$$j overview of the most critical points and key 

the report. However, it was necessary to omit many important points 
"*?» be brief, aki i sgiiders are encouraged to read the entire document. 


STANCE 


Younger 

adult%^^rs hj& 


of wkmi 

i^major brand and_ 

epona 

to b^A* 

i0 1 as important^ 


reasonFl 


"'ST" 


L.. 


A t6 8 

1 year 



e renewal of t 
okers. No oor 

e brand loyalt 
itch with age. 


f ,ADuL.T SMOKERS 

fc-- 

ij^en the critical factor in the growth and decline 
apana n y over the last 50 years , pi»y will continue 
Pl«|ands/coapanIe8 in the future for two simple 


.et stems almost entirely from 16-year-old 
52 of smokers start after age 24. 


8-year-old smokers far outweighs any tendency to 




f * t 

annual influxiojflg-year-old smokers provides an effortless momentum 
sful “first brlwfP®|* Marlboro grows by about .8 share points per 
to 18-year-old smokers alone. 


C ^F other hand, brande/companies which fall to attract their fair share of 
y> un i»t dult smokers face an uphill battle. They must achieve net switching 
ry year to merely hold share. By not attracting its fair share of 
^-yff^bld smokers, RJR yielded a ,5 point ingoing share advantage to PM In 


j % 


Cf£--- 


I 


Marlboro and Newport, the only true younger adult growth brands In the market, 
ha va no need for switching gains. All of their volume growth can be traced to 
ybunger adult smokers and the movement of the 18-year-olds which they have 
previously attracted into older age brackets, where they pay a consumption 
dividend of up to 302. A strategy which appealed to older smokers would not 
pay this dividend. 


* i.e.. those which appeal to 18-year-old Bookers rather than switchers ages 
19 w 24« 
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In every 
y ground, 
switcher- 
S* 


cense, companies with strong younger adult brands hold the high 
standing above the increasingly difficult and costly battle for 
9. Today, only Philip Morris and Lorillard are growing among younger 
^ers; RJR Is losing about a point per year among this group. 


■ elements 
M, :: prloU^ 

y ' «. W .aftK&o 


th YOUNGER ADULT BRAND STRATEGIES OF THE PAST 

|of the five key brands in the last half century — Pall Hall, 
Narlboro, KoolvNujd Newport — shows that each built considerable 
saraong younger a^^^^mokers well ahead of Its upsurge in market 
rheir atrateglef'succeeded almost invisibly, hidden from competitors 
&tieal but lowffvoluls younger adult smoker market. 


pionings of thepglSi 
ortant aimilaritJLgB 
fed a role in t$^§| 

.££&->* un<3erat 1?5$M 

, and resourcesfare 


8|nds have all been very different, but there‘have 
In the strategies they followed. While chance may 
ptast successes, the analysis indicates that the key 
purposefully leveraged if sufficient time, 
Rnvested. 




mmm 

L. 

#%4# : 




A$Fofithese brands \ 

dSl* 1960'P5nd B d 

affected t«f§ of j 

oi the brands ca| 
adulb. smoker market. 

took off. >U 
de£llte when younger i 
o Cyo& nger sdult Blal 
br'i’#ds succeeded by 1 
itfPiilg., Marlboro w| 
years. [ 


**& jtd 


oo|t advantage of changes in the external environment 
piaaafe ignored by their predecessor. The external 
ahd health during the 1950’s, the generation gap 
ff^l pride in the late 1960’8-70'a, These factors 
fiSSISfunger adult smoker market as veil as Its mindset. 

|IW^zed on demographic shifts within the younger 
F&g&les were gaining Importance when Pall Kali and 
made its inroads during the 1960's, the only 
WTtr^ale smokers surged in importance. The emergence 
^“smokers has been pivotal to Kool and Newport. These 
eying on the growth sectors without boxing themselves 
WM0ve 11 developed among females as males until 



try case, the o 
which was posJ 
iuch** with the 
tever worked. 


ajJrjounger adult brands have been succeeded by a 
' V>* **§ to be different from its predecessor and better 
younger adult smokers of the time. Me-too strategies 



these successful brands have stressed positive product messages (as 
d to problem/solution) and hava provided milder/scoother product 
ry than their predecessor. 
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IMPLICATIONS/RECOMMENDATIONS FOR RJR 


sss foMpnger adult smokers-are critical to RJR's long term performance and 
^profitability. Therefore, RJR should make a substantial long term 
congnltasent of manpower and money dedicated to younger adult smoker 
jpft ftgraros . An unusually strong commitment from Executive Management will 
be necessary , since major volume payoffs may lag several years behind the 
^tp^Lenentaclon of^a^successful younger adult smoker strategy. 

This time lag can PITs o magnify the penalties for wrong turns In the 
iPPSblopaent and ifplcol^itation of vounger adult smoker programs. To 
present such probieW: j 


,RJR should devel 


Jectlves, planning procedures, and marketablllt> 




C- * 




pH| 
f •*&'" ? i 


l|crltetla for ypCTyjF adult brands/programs which reflect their unique, 
long term char^^ag These may differ significantly from the 
approaches/mea8ures\'^lch are appropriate to established brands or to 
ss^ew brands add|$|$p|g 9 ; older smokers by, for example, emphaalring 
consume r-bas edfrdt her chan volume-based action standards. 


foJR shij^fej makeg & 
captyj jj gjeY tfl 
vaiufsrignts 
^sectors of the^ yo 
^critical to thi^ 
addressing younge' 


.espu rges available to develop/laprovc Its 

g nghly identify and track demographics, 

effectiveness, and brand performance within 
un aer adult smoker population * These tools will be 
B^lopment and implementation of effective programs 
tss&dult smokers. 


, Because of theN^Tf 
^development/manage 
r mix and maintain a 

S produetadverp^igg 
distribution. ; Tec 
the strategy 


wrrr^tlvity of the younger adult smoker market, brand 
regeesent should encompass all aspects of the marketing 
najfong term, single-minded focus to all elements —■ 
name, packaging, media, promotion, and 
Tactics which could negatively affect the integrity of 
SSSHSibe avoided. 


pMM :|2* LlUjt should seek to better understand and capitalise on the factors/ 

Y s^rategles which have succeeded for younger adult brands of the past . 
f ’ * SaSj^P ce RJR'a processes/tools have been better aYtuned to switching efforts 
Smv-'-'-f j jffcn to "first brand" strategies, time and learning will clearly be 
I^H^ulred to fully assess the opportunities available through these 

5 . j t B ^ oul(1 fae note g t hat the new/e6tablished brand programs in the 19B4 

Plan already address the major iesues/trends identified below, within the 
| -framework of current knuwledge/processes. These Plans should continue as 
a basis for RJR's 1984 marketing efforts, but should be enhanced by a 
full-time dedication of resources to ensure a solution to the problem. 
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External factors of key interest are social acceptability, which could 
revolutionize the future market, and pricing, which has been critical 
in 1983. Both will require careful understanding and execution to 
reach younger adult smokers. 


The key demographic growth sectors among younger adult smokers are 
Blacks, Hispanics, and females. In terms of wants, the desire to 
"move up in the world" is likely to become even more intense, but 
expressed in wore entrepreneurial ways. Based on history, these 
Opportunitie§k^could be realized by brands with a balanced younger 
adult base as as, perhaps, narrowly targeted ones. 


The key out-g 'f-1 
younger adull 
than on the 
(half the yo 
competitor a 
centered rat 
emphasize im 



ch competitor is Marlboro , which now relies more on 
lty/belonging generated by its own users, rather 
Unity" of its advertising. Marlboro 's too broad 
dult smoker market) to be addressed as a single 
Id be attacked by a variety of younger-adult- 
n competitor-centered strategies. RJR should 
e points of difference from existing brands in 


attacking th 
efforts prl 


: er adult smoker market, using head-on/lmlcatlve 
s defensive measures. 



Among RJR es 
performance 
performance. 


Product want 
harsh dellve 



ave recognized Marlboro's vulnerability and be 
eeder brand" for Virginia Slims and Merit. This 
nds f Importance as competitive targets. 

ed brands, VANTAGE has the best switching 
us? Marlboro and may be able to maintain/enhance that 


unger adult smokers, especially nlld/smooth/less 
uld be fully understood, refleeted Jji action 


standards fo' 
with poaltlv 


y ounger adult targeted products, and communicated 
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YOUNGER ADULT SMOKERS: STRATEGIES AND OPPORTUNITIES 


INTRODUCTION 


'. f'5^b^ i:C)n si5tent policy Is that smoking Is a matter of free, informed, adult 
j&oTce which the Company does not seek to Influence. However, in order to 
'' <: =§JjiWP r business, we must consider the effects those choices may have on the 
of the Industry. Furthermore, if we are to compete effectively, ve 
ggspust recognize the imperative to know and meet the wants of th 06 e who are 18 
....... already elected to smoke, as well as chose of older smokers. 


JWK^port Is intendp 
smokejfi (aged 18-24) | 
to this smoker 
continuing ovf 
joiw^^alysls, the bral 
which may be ovailabll 
;;lsdult smokers. , 


^%.Thi 


five seetic 


^cr|provlde additional learning on younger adult 

M ist RJR in optimizing its strategic position with 
p. While competitive issues, such as Philip 
ygjslopment among 18-24 year olds, are a major focus of 
^perspective Is on the overall business opportunity 
HsJR through effective marketing to younger adult 


f" Op| 





pmmyh, 

V^r Se 



P-A. 

Denefits/cM^^^ “fi|||l 
lounger adult smoke rspPH 
I of 18 -year-olcLj^; 
* share and markHc!^ 
amity. These anai 
rates from t hjgif 
^nsumption patterns 

n II, "Successful 
^■available infepli 
T adult brands 
;ctors which raayFnf 
ial framework £&&! 


ce of Younger Adult Smokera," explores the potential 
rbgand"* or switching strategies directed toward 
IPfciomparlson to smokers 25+. Key elements include the 
on the market, the effects of aging on both 
ircare, and the degree of potential switching 
yips are based on share trends from HDD Tracker, 

983 Segment Description Study (SD5), NFO switching, 
from Tracker and government studies. 

’ Fjrst Brand* Strategies of the Past," uses never- 
lUon from the 1983 SDS to trace the succession of key 
E»g|he past 50 years. This allows an analysis of the 
^nbeen important to their growth and decline, as a 
yg ’s present/future younger adult smoker strategies. 


jjl^n III summarizes the “Key Learning- which can be concluded from Sections 
M# 5 * 11 the importance of younger adult strength and the means which have 
Sceetfully achieved that strength In the past. 


y IV gives "Implications and Recommendations for RJR" which were derived 

ft ly ing this learning to today’s younger adult smoker aarket, 

Section V, “Key Trend Detail," amplifies key recommendations from Section IV. 


j% %&a%^f Appei>dlce» Support the main presentation as referenced in the text. 


* "First Brand" strategies appeal to 18-year-old smokers rather than switchers 
•gee 19-24. 
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THE IMPORTANCE OF YOUNGER ADULT SHUKERS 


Wiphln-^ive years, younger adults (18-24) will drop from 18X to 15X of the 
total adult population (18+), They will continue to decline In numbers until 
& 1995, as the crest of the Baby Bubble pushes farther past age 25. 


W ft in the population will cause smokers aged 18-24 to fall from 16X to 
11 smokers by 1988. Even 13% would not be surprising, since smoking 
Ldence has been declining more rapidly among younger adults than any other 
IfcSlPip In recent years (see Appendix A). 


i. vot 




pn, are younger* 


iger adult smok 
jated governse 



smokers important to RJR? 


e the only source of replacement smokers, 
dies (Appendix B) have shown that: 



Less than one-t^ jTd y f smokers (31X) start after age 18. 
O^ly of.soo Re.g^, st art after age 24. 


mm. toda$S*iyoun|^ 

trend of^W^ggtry ^ol 
turp away Trom smojttM 
WnsS&h does not giv^E 
m0, « positive R™ 
rains and/or steep pr 


adult smoking behavior will largely determine the 
jnst over the next several decades. If younger adults 
fpithe Industry must decline, just as a population 
jjylh will eventually dwindle. In such an environ- 
HOes trend would require disproportionate share 
(j&e increases (which could depress volume). 
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iT SHARE — 


*ST BRAND" ADVANTAGE 
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ANNUAL GAINS 


*E "NEW" MARKET 


The 18-year-old smokers in the 1983 market were worth about 1,6 share 
of total smokers. By capturing half of these 16-year-old smokers. 
Marlboro gained .8 points of total smokers without needing to attract 
a single brand switcher . This gain was the equivalent of a successful 
two-style new brand introduction, with no cannibalization and no 
i&velopment/introductory coats. 
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Furthermore, entering ]8~yoar-old smokers account for all of 
M arlboro's strength among total 18-26 . Loyalty rates from the 1983 
SDS (l.e., the percentage of smokers who smoked Marlboro at age 18 and 
still do) show that Marlboro loses about 28% of Its 18-year-olds by 
age 20 and another 167 by age 26 -- a total loss of 62% over the six 
years between ages .18 and 26, Translating this to share points, 
Marlboro would be expected to lose .3 points of Its .8 points of 
18-year-olds before they reach age 26. This Is, in fact, about the 
annual total NFO switching loss found for Marlboro in recent years, 
(See Appendix C.) But, since Marlboro gained .8 by becoming their 
“first brand" at age 18, It can afford the .3 switching logs and still 
come out .5 pofitntB ahead 


At COMPETITIV 



This steady influx ,gf 18-year-old smokers causes the pre-existing 


smoker market 
100.OX of the 
year end. Tht 
Jl983 and did r 
#en if It kep 
brand/ags^any 


iygpflnk in share values smokers who were worth 
Jsfei at the beginning of 1983 were worth only 98,6% by 
aisrand which had a 10.OX smoker share going into 

g ract any 18-year-old smokers would drop to 9.8% 
y member of its franchise. This means that any 
Is underdeveloped among 18-year-olds must achieve 
ins Must to break even. 



As , IgfelMh Morris held more than 60% of these 18-year-old 

smokers in 198 :3 vers us RJR'a 15-20%, yielding PM a .5 point in-going 
SOH advantage PPI£9li3 due only to "new" smokers . The power of this 
advantage can be^wysn by the fact that RJR's total competitive 
switching galnfcgtplt been twice as large as PM’s during 1980-83 yet, 
during the san^-^pwr^cid, RJR has lost smoker share while PM has made 
significant ga|Lna™(^ee Appendix D). Furthermore, Phi's younger adult 
smoker advantage has been increasing dramatically: 



] 1979 

SHARE 

1980 

OF SMOKERS 
1981 

18-26 

1982 

1983 

AVERAGE 

ANNUAL 

CHANGE 

• 26.1 

25.0 

24.3 

23.5 

21.3 

- 1.2 

66.8 

68.8 

51.5 

56.0 

58.6 

+ 3.4 


Source: HDD Tracker 



MOMENTUM FROM ACINC 


Once a brand becomes veil-developed among younger adult smokers, aginfl 
and brand loyalty will eventually transmit that strength to older age 
brackets. ~~ ' 
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C. MOMENTUM FROM AGING 







An analysis of Tracker shares from 1979-83 (see Appendix E) shows 
.Chat, apart from short tern fluctuations: 

Incoming 18-year-old smokers and the movement of its existing 
franchise Into older age brackets can explain all of Marlboro's 
smoker share gains in the pest four years. Among smokers 25+ 1 all 
of Marlboro's gains are attributable to this aging movement — 
switching appears to have had no net long term effec t. 



If Marlboro 
the next ft 
smoker shar 
(assuming i 
continues t 
rate, its o 
5 points, fr 


holds its share among younger adult smokers in 
s, it is likely to gain at least 3 points of 
due to the aging movement of Its present smokers 

stTP|chtng is no worse than in 1980-83). If Marlboro 
‘share among younger adult smokers at its present 
^smoker share could easily increase by a total of 
in 1983 to 24* by 1988. 



Newport's gi 
adult strength an 


likely to g 
growth arson 
cont§i^i|, 1 
of aasflHi 1. 



;rhesr examples 
>rand. Althou 
•Witchers, the 
^loyalty In such 



an also be entirely explained by Its younger 
aging . Over the next five years, Newport is 


points of total smokers without any additional 
er adults. Zf Its younger adult gains also 
exceed a 4* total smoker share by 1988, a gain 
lnts over 1983. 

trace the momentum younger adult anokers give a 
mpetitpr could alow this momentum by attracting 
brand" would hold the high ground of brand 

tie. 


jgKKMKf 


^LONG-TERM D1VH RATE PER DAY 


jvernaent and 
a smokers lncrea 


:hat smokers 2 
^during 1980-82 



udies spanning several decades have shown that 
r consumption as they age . The chart below shows 


urned 221 more than smokers 18-24 on average 




RATE 

PER DAY 

’ (1980-82 AVC.) 

52189 435 

AGE 

CiRtB. 

X Increase 

Vs. 18-24 vs 

Index 
. Total 

18-24 

25-34 

26.2 

30.6 

+ 

17X 

85 

99 

35-49 

34.1 

+ 

30% 

110 

** 

50+ 

31.2 

+ 

192 

101 


Total 25+ 

32.0 

+ 

22Z 

103 


TOTAL 

31.0 

+ 

18X 

100 


Source: 

Incidence/Rate Report, Year 1982. 
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MARKET SHARE — THE ‘'FIRST BRAND” ADVANTACE 


f" 



D. LONG-TERM DIVIDENDS -- RATE PER DAY (Cont.) 


jSf'&X .v*X 
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Thus, the 18-year-olds who were worth 1.6 points of smoker share In 
1983 were worth only 1.4 points of market share , since their consump¬ 
tion was helow average (index of 85). However, by ages 35-49 they 
will be worth 1.8 points of SOM — a 30X dividend on their original 
market share value. This consumption increase is the difference 
between having smokers 35-49 and having smokers who will age to 35-49 . 


EXTENDED 



CYCLE 


The combination ofjbrand loyalty, sging, and increasing usage tends to 
provide "lif^^^^ance" for brands which skew, or have skewed, 
younger adult 



For example, 
^growth. But-it 

a 



ma 
:ion 

merely moved 
right side o 
to market shar 
line shows t 
could allow 
1983 level. 



ro relies heavily on 18-year-olds for its share 
pm 1984 on, no 18-year-olds ever smoked Marlboro 
let Marlboro almost hold its market share through 


e of the table below shows the contribution each 
Marlboro's current smoker share and what that 
be in 1990 if Marlboro got no more 18-year-olds and 
anehise smokers to older age brackets. On the 
able, the smoker share contributions are translated 
factoring in rate per day differences. The bottom 
en after seven years without 18 year-olds, aging 
o's market share to hold within one point of its 


>83 
TRACKER 


SMOKER SHARE 
CONTRIBUTION 
1990" 


MARKET SHARE 
CONTRIBUTION 


PROJECTION 


1983 

EST. 


1990 

PROJECTION 



18-24 ' 

6.8 < 

- 0.0 

6.6 <- 

- 0.0 

25-34 

6.5 

6.8 

6.8 

7.2 

35-49 

3.8 

7.9 

4.6 

9.6 

50+ 

1.8 

2.2 

2.1 

2.5 

TOTAL 

18.9 <- 

- 16.9 

*20.2 

19.3 

*Jan.-Dec., 

1983 MSA. 





Thus, even If a brand falls from favor among younger adult smokers, 
the younger adults it attracted in earlier years and their Increasing 
consumption can carry the brand's market share for years, signifi¬ 
cantly extending its overall life cycle . 
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3* SWITCHING OPPORTUNITY 


T \ Younger adults are nore likely to switch brands than any other smoker 

^ group. i.«,, they are a concentrated switching target. Their very high 
f propensity to also switch styles within their brand suggests the latent 
..jk^iaislntial for even higher rates of brand switching. 




18-24 

25-34 

35-49 

5<H 

TOTAL 

Sources 



PROBABILITY OF SWITCHING IN 6 MO. 
BRAND FAMILY STYLE IN BRAND 

—% - 


16 , 65 ! 

13.4 

12.1 

13.2 


INDEX 

ED 

102 

92 

100 


13.2 100 

^11981-1983 (first half)'. 


21 . 5 % 

12.8 

10.4 

11.1 

12.1 


INDEX 

i iisZJ 
106 
86 
92 

100 


s %ir* 




g^\ger a<|g^brar 
major j||<s§.|ion 
Ir secona^ran 
■ ignif l^SriP^rt, 
st brand". 0 




Schers (who then remain loyal) can also contribute 
their aging benefits, including increased usage, to 
\js, switching by smokers 18-24 can yield a 
t all, of the share advantages associated with a 
itchers confer less, or none, of these benefits. 
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THE IMPORTANCE OF YOUNCER ADULT SMOKERS 


r 




SUMMARY 




t k 




creasing in number, younger adult smokers are a key market for RJR 
mproved RJR pe^orm^nce among younger adult smokers could contribute 
ong term profitg^i^cy and positive share momentum than could be 
from gains In Ipiyolher age group. 


!• Younger adult emo 


s| than a share 
'year! These offer 
share value of emok| 



str 



tlmum 
This 

^ 1 5 r 

lrst brands" cl 
itching gains f 
ich rely on old 
en on share, ll 



t he only source of replacement smokera . 

f 18-yaar-old smokers enter the market every 
flcant growth opportunity and also shrink the 
ready In the market. 


h as significant share advantages . 


apltallce on the influx of 18-year-old smokers, 
it In-going advantage over RJR in 1983. 

from the high ground. They do not need 
ircfw and can afford some switching losses. Brands 
Sokers must achieve net switching gains to break 










rength among y&unge^ adult smokers will ultimately yield growth in 
der age brackeyL^^Jjjjglng has been contributing all of Marlboro's and 
wport's smoke rPiTra^e gains among smokers 25+. 

ing of loyal ylulfflii adult smokers creates disproportionately large 
ins in market khkrffd due to their increasing consumption. This does 
t accrue from fafno’aaong 0 id er Bookers. 

hunger adult strength, past or present, will tend to extend the 
lifecycle of s brand. 

adult smokers offer the most concentrated switching opportunity , 
e Smokers 18-2A are more likely to switch. 

• . Switchers aged 18-24 can provide more share advantage from aging/ 
increasing consumption than switchers 25+. 


-7- 





RH0003783 

£ 


LZ£V 68I3S «^^i-tBisductdlsKederal IradaConmisivn^ivraiianLlo. 

dated June 6,1997. 
























f 

1 





II* SUCCESSFUL “FIRST BRAND" STRATEGIES OF THE PAST 


, the 1983 Segment Description Study (5DS), smokers of all ages were asked 

and they sacked when they were IB years old. By using these responses 
TO IglL represent the younger adult market of the past, the rise and fall of key 
ydungj^r adult brands over the last fifty years can be analyzed. By linking 
- s ^ft'^SFbrand trends to demographie/social/marketing changes. Insights 

factors whic^J^i|cted those brands and might affect a younger adult 
■ , ^rand today can be gapfredT 1 

*^^^^ctlon traces e^ew ^rand which has risen to a 10X or higher share among 

I fis»Vpa^“Qj(J Smokers } Oin tk... Viaito Anlv efv. Kit^ tK.v 



he 1930’s. There have been only six, but they 


e the major brands of the last half century — Pall Mali, WINSTON, 


o, Kool, SALE 


■ Newport, 


mf Mfhoufeh the|¥r|se dipsfHe traced, Lucky Strike, CAMEL, and Chesterfield 

wre^fcbe giartfinF%f thp®ljigerette market during the 1930*8. Smokers who turned 
18 In the seeg|^^M| favor Lucky Strike, but no brand skewed younger 

»jdwlgfesat o the degree sfeenfor the brands that would follow. 


i ?: 

e i 


13 


f '-r ■ 1 


$ms 


1930'a 


Lucky Strik 
CAMEL 

Chesterfiel 
All Other 



AVG. SOM 


Jli THE BRAND OF TIE 1940'S AND 1950*S. 


18-YR-OLD SMOKERS 
Share BDI 


1 | 

S T 

1 I 

fc i 


Sms? 


TIM key trend for Pall Mull was younger adult female smokers, who were rapidly 
bev Sng more likely to smoke at age 18. The SDS showed that females rose in 
im^i^|ance from 30S of all 18-year-old Bookers in the 1930'a to 44 X in the 

This gain was large enough to create a 6X increase in the number of 
younger*adult smokers between the 30's and 50'a, even though there was a 151 

decrease in the size of the younger adult population during that time. 
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-Extra length" Pall Mall King 
entered the market In 1937. 
yr 'initially. It had a prestige 
i positioning, but was soon 
'^gsiPr^ocuised to emphasize mildness 
r fk “ea£y" smoking. From the 



■#*! 


rc i dffogf 

compan 


sprang, Pall Mall's development 
1 about twice as high among 
Hg§|| adult females as males, 
s captured the rising trend of 
yo^jpger adult smoker market and 
good strategilCxSet\se for 
ll^tucky Strike ske wa^afe ale and 
1 Hall skewed femalpT Thus, 
|^H^L1 was in tune uith*&he 
ogr^hlcs of the tlfiesra^d Its 


■ ■:¥W'T% 


CkamirA^ ^ .nidi fbsrsjs'*:/ 



p&t -thirfo^the 1940's, P«'* share grew to 10% among all I8-year-old 

*»o^™^to 18X among adult female smokers, and was still rising. But 

X'."'ta. r - ‘ 1 1 Vi. S 1 _ A _C - i * Jl 1 J I . _ / m tob .S nlmra Via n ah 1 «■ IV 


:fc e cad 

twice that 1# 


itr.cy^er older smokers, its market share was only 3X 
j>47) J^jyfhe 1950's, though, the aging payoff was 
'HalliPlsOM soared to 151, with a younger adult smoker share 
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But, Pell Hal] became out of step with Its times when the cancer scares of the 
ieid-1950'6 created the filter boom. Pall Mall might have defended Itself vith 
f a filter line extension, but it didn't try until 1965, when it had few younger 
Wskss#* 1 '^ 5 Stokers left to defend, 

L^-.-.AfMall peaked. Its younger adult franchise began to skew male, 
f " YourtjfllP^adult female smokers -- the rising trend Pall Mail had captured -- 
^s^d onj But the brand loyalty and aging benefits of the younger adult 

fho remained with Pall Hall bolstered its market share for another 10 



PALL HALL SHARE AMOKS 18-YEAR-OLD SMOKERS 
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'8 downturn si 




10 


-> 26 


-> 30 <- 


19 <- 



iyounger adult smokers, first with Lucky Strike 
it to fl in the industry In 1940, when it passed 
1 was ATC’e last successful younger adult entry, 
d the future performance of ATC as a company. 

ftnERICAN TOBACCO 
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Key Points About Pall Mall : 

Pall Mall's "extra length" was a product breakthrough in Its day — one 
that promised extra mildness. It caught on right away with younger 
adult smokers. 

Pall Mall grew quickly among younger adult smokers because It was in 
tune with the 1960's, when the major trend in smoking was the rising 
importance of.younger adult female smokers in the market. 

Pall Mali's yo&gii^fadult strength was a long lead-indicator of its 
rapid market Inare growth in the early 1950's. 

^Pall Mall's d |wi?furjr i among younger adult smokers was also a lead- 
indicator of oHi^il^nd's eventual decline, although its market share 
held for anothgj decade due to the loyalty and aging of the younger 
adult smokersjl^g^tracted in earlier yeers. 

Pall Mall bec&meo^erdeveloped among males only during its decline. 



Since Pall Mai 
was a«&i|8&lng| 



iay ATC's last major younger adult brand, its downturn 
itor of ATC's decline. 
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WINSTON; THE HIT Of THE 1950*5 AND 1960'S. 

%E x l e t n sl Influences In the 1950's contributed to the WINSTON opportunity. 


W* 1. 







The rising tide of health concern which peaked with the "cancer scare" 
Sof 1954. 

Although "modern” filter cigarettes had been In the U.S. market since 
1936, their market Importance war almost nil until the early 1950*s, 
when Viceroy sales quadrupled In less than two years. Reynolds, 
determined not to repeat its experience Introducing CAVALIER against 
an already-to&^well-entrenehed Pall Mall, rushed WINSTON to market In 
March, 1954, tteltj|ggghe crest of the health scare. 

The spread of ^television. 



WINSTON was 1 nr.rJ 
households in^v: 
advantage for 
those dollars fwet 


ped on TV -- a "fad" that spread from 9% of all 
to 87X by 1960. Advertising dollars were a key 
E>M over its filter competitors, and the bulk of 
ised to leverage TV. 


jer adult and older, coolers alike responded prooptly to WINSTON’s positive 
$$£t“|on — “WINST$Ppif|es Good” —• Its point of difference from other 
tt brands «ttd< the iptj>di 4 Ct deficiency non-filter smokers might suspect, 
fwfe let Kj|mr%nd sell the benefits of filters and, perhaps, make 

ISHves lo|*^i|.ke *^^sy brands" to younger adult smokers seeking maturity. 
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1958.. WiNSfaffwas M 
prPsfchare gains. ||| 
WT sone 30Z, twict 
and Marlboro durl 
^ypre was large en|S 
tandwagon brand" amo 


4^^1feber One filter brand and still showing steady 

early 1960's, Its share among 18-year-old smokers 
?||fhigh as its market share. WINSTON’s effect on 
ngjit -he early 1960's (as shown later) suggests that this 
ifljhi^o put peer pressure on WINSTON's side and make it 
ng younger adult smokers. , 

1 WINSTON 
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WINSTON suddenly lost favor with younger adult smokers in the oid-1960’s. 

This was not due to any sudden changes In WINSTON or Marlboro ads or products. 
The ban on television advertising didn’t hit until 1970. However, two major 
.shifts in the 1960*3 environoent may have left WINSTON less in touch with 
youhger adult smokers. 

The heavy antlsmoking activity in 1966-69 may have caused problems for 
, WINSTON: 


PM! * 
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ptfe? 
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?" S 


WINSTON's positioning and its development were both slightly 
female.tin tune with the younger adult smokers of the 1950's. 
HowevervXhojantismoking publicity in the 1960's had a 
dispropwpijPj^ate effect on younger adult females, so it changed the 
demographic talk. Within only a few years, females fell from 46X Co 
38X of y aunffi tr adult smokers and, for a decade, the rising trend 
was male.rT^p jus. WINSTON became out-of-tune demographlcally with 
the you^gW=%dult smoker market, because external influences had 
changed ^<|(he^arket of the 1960’e. 


The fir|||gj|||| report, published in 1967, named WINSTON the highest 
“tar" npn-men(thol filter in the market — higher than some non- 
filter and 8 mg. higher than Marlboro. WINSTON’s product - 

eentere$ proposition may have been vulnerable on this front among 
p^gerpg||ig| smokers looking for mildness. 

^tT!^ int^l^e antismoking campaign on TV may have offset WINSTON’s 
mmkctii 0 ^sg In this key medium. 

WINSTON's j^p^^hearted approach may have also become less attuned to 
the changlng' v y<Mjn ser adult mindset of the 1960's. In the era of 
Vietnam, cusgprriots, and the Chicago Seven, it seems likely that 
Marlboro*s ^hnfST&e, unsmiling cowboy was a better fit. 
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The 1983 SDS showed that younger adult smokers are most likely to base their 
brand perceptions on the people they see using the brand — more chan ite 
- J -tsing, package, or name. Thus, It la possible that WINSTON's own 

night have hastened Its downturn among younger adult smokers. Whereas 
ill started with few older smokers, WINSTON started strong among all 
Thus, by 1965, half of WINSTON smokers were over 35 and might have 
^ nt f|buted to an older, “establishment" image for the brand. 



WINSTON lost its hold on the 18-year-old smoker market of the mid-1960's, 
ganger adult smokers dispersed to SALEM and Kool as well as to Marlboro. 

ITON's younger adult female smokers moved more quickly, 
"fped among younger adult males for the first time. 

WINSTON SHARE AMONG 18-YEAR-0lD SMOKERS 


th Pall Mall, 
ig WINSTON overt 






1956-60 

1961-65 

1966-70 

1971-75 

1976-80 

12* 

31* 

27* 

16* 

11* 

: “ 

35 | 

32 

9 

1 

13 -> 

32 

29 <- 

13 <— 

— 5 


When the TVFBSiffUoo 
junger adult f 
Marlboro had 




t In 1970, the TV antismoking campaign also ended 
mokers again became the rising trend. But by this 
the “bandvagon brand". 



was an uptick JgjpIrLNSTON's share among younger adult female smokers when 
ighes 100*s vefiFittttoduced in 1977, well ahead of their Marlboro 
n^erpart. But, ov«r*l.l, UINSTON's line extensions seen to have had no 
ng effect on its youjjger adult smoker trend. 
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spirits About WINSTON : 

N benefitted from the health scares of the 1950's, which created the 
ter boom. It used a positive position — "WINSTON Tastes Good" — to 
lire on a negative environment, 

vorpble timing helped WINSTON. It attacked the filter market before 
“'"*r filter brandfag became entrenched. 

—i 




r adult smoke 
rs. 

r adult stren 
share gains 

pressure - t 

WINSTON in the carl 
suckers. 




as likely as older ones to be early WINSTON 


a leading indicator of WINSTON'S extended 
its softening. 

dwagon effect" seems to have worked for 
s, when it had a 301 share of younger adult 


WJ8ST0I*' nay have los ^t gop ijlarity among younger adult smokers because 
ebPH^s ir t^^^xter^^^^vironiaent made WINSTON less in tune with both 
|aograj$®^ andjg&e mindset of the 1960's than it had been in the 

£ge n|j3i||:r^of older smokers may have contributed by linking 


'8. I 
the brand 


W' £N did not bee 
a< smoker share had 



TON'® line exte 
06 itl younger adul 
hawp'caused a temporar 




Ihment" 

rdeveloped among males until after its younger 
un to decline. 

o not appear to have had any long term effect 
r performance, although WINSTON Lights 100*a may 
rgse until Marlboro responded. 
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MARLBORO: THE "BABY BUBBLE" BRAND 


'She leading edge of the Baby Bubble exploded on society as the younger adults 
mtfoJL. thq. 1960's, Over 30 was "out" and the younger set was driving fashions, 

|S, and the marketplace, sometimes violently. And Marlboro would become 
v ran<J. 

, ...jiMSTflboro had been quickly repositioned in 1954-55 to catch the filter boom. 

a second entry in the "taste/flavor" filter market, with no point of 
~ ' d|yffer4nce but its box, it trailed WINSTON among both younger adult and older 

............caoke: 
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1955-60 

WINSTON 

Marlboro 


riket Share 


18-Year-Old Smoker Share 

IIX 
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i ~ 


^ u-- ■ 

i.tt. 
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by it* 

nonfil| rki 

d. If ell 


f" 

k. 


’ cowboy - cal 




gon“ held Marlboro 

r 

lboro, through 
es of the 1960 'j 


ro's masculine positioning was originally directed 
which had become overdeveloped among males as It 
irs of experimentation for Marlboro's permanent 
place in 1962. Even then, the WINSTON 


instance or design, fit better and better as the 
Solved. 




^Marlboro was product than WINSTON, but Its emphasis on flavor 

“““"'kept it positioned aj> a “real cigarette"* 


L^cocoocoucoor-' _ 

Marlboro was positioned male during the only decade since 1930 when 
males were the pH <„‘,~&h sector among younger adult smokers. 



rlboro's inti 


fit the mindset of younger adultB in the 1960*8. 


^Marlboro's positioning was in tune with younger adult smokera* enduring 
want to express their maturity and independence through smoking. (The 
^Marlboro cowboy is always shown as a mature, even older man.) 

^Marlboro acquired younger adult smokers than WINSTON* and, by the late 
H|60*8, this meant the Baby Bubble, the largest cohort of people, and 
smokers, in history. 




One way to 6ee this is by comparing the percentage of Marlboro versus 
WINSTON smokers who smoked at age 18. For example, among White male 
WINSTON smokers who turned 18 in 1955-70, 70X smoked at age 18; for 
Marlboro, that percentage was 87X. (Source: 1983 SDS) 
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rlboro’s mas 
ng younger adulf 
extent the to 
developed amon, 


positioning, it appears to have been a dual sex 
kers from the beginning. Marlboro skewed male to 
ounger adult smoker market did, but vas almost 
|er adult oales/females until after 1975. 

SHARE AMONG 18-YKAR-OLP SMOKERS 






Development 

Index 

P 

Marlboro 

* 

Total 

Male - 

Female 

t 

i 

1955-64 


8.SX 

101 

98 

9 

■a 

c 

1965-74 

tllllll 

31.8 

104 

94 

&N 

1975-79 


40.6 

107 

94 


1979-83 


50.3 

116 

84 



Source: 1983 SDS 

ince was advantageous to the brand since the I960*a drop in female 

: ,_ r ..was only temporary. If Marlboro 1 * masculine positioning had made 

1t a heavily male brand. It would have positioned thebrand on a long tern 
declining trend. 
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After 1975, Marlboro not only started to skew male. It started to lose its 
grip on the 18-year-old smoker market: 

Marlboro's 18-year-old 6moker share dipped in 1976-77 when both SALEM 
and WINSTON brought out Lights 100's styles and Marlboro failed to 
respond until 1978. This may partly account for Marlboro's increasing 
.male skew in the late 1970's and, perhaps, for Marlboro Lights 100's 
|switching gains versus WINSTON and SALEM In the 1960's. 

^Newport began to nibble at Marlboro’s "first brand" territory, Newport 
was a brand MaH^oro. was ill-equipped to compete against, because of 
Its long-standiag|til§|ithol weakness. This could be a reason for the 
s strong emphasilPonMarlboro Menthol in late 1982. 



AMEL and Virg 


Marlboro's masculine 
sm&kexa over time. 






lms each took a bite. 


nroads on Marlboro'^ younger adult smoker stronghold in the late 1970’s 
showed in the market share because aging momentum from the 

s'* and 1960's cov4sjelLs&M tracks. But these may have been signals that 


was becoming less in-sync with younger adult 


^-owth sector of the younger adult smoker market in 
el*were, rebounding from 38% importance in the 1960's 
ear-old smokers by the end of the 1970's. 


X IMPORTANCE AMONG 18-YEAR-OLD SMOKERS 


1960's 1970*8 1980-83 

62 <- 53 51 

38 -> 47 49 





Mk 


pm*sm 


198 


In the 1983 SDS, younger adult males clearly still cared about being 
f seen as masculine — they don't want feminine imagery) Marlboro's 
18-24 smokers also want masculinity, because the majority of the 
brand's smokers are male. But, Marlboro's younger adult male smokers 
do not stress masculinity any more than other younger adult males . In 
fact, younger adult males who smoke other brands are somewhat more 
ksly to went the rugged, traditional masculinity. 

Thus, the evidence of share trend, demographics, and wants tends to suggest 
that Marlboro's positioning may have become less in tune with the younger 
adult smoker market during the late 1970's and 1980's, 
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bpce Pall Mall and WINSTON had turned down among younger edul' smokers, there 
10 Return. How, then, has Harlboro managed to hold, even recoup, among 
-year-|ild smokers in the 1980's? 

*ln the 1983 SOS, younger adult smokers were ouch more likely than other 

aokers to base their brand perceptions on the people they see using 
ie brand. But, among all brands, younger cdults wer e most likely to_ 
base their Marlboro perceptions on brand users . (See Appendix F). 

Lnce, in 1983, jjTOX of Harlboro users were under 35 and fully 36X were 
funder 25 (8DI - i 2‘m~4Marlboro , s very size among younger adult smokers 
iy give it an t^&jgc^ve positioning that has little to do with the 
p ositioning of rfcs advertising^ Marlboro's younger adult smokers can 
their own carfSaJL&n& automatically in tune with the times. 


'jm*. 









ie SDS showed 
aun g er adult id ; 
iults, popular 
different**. Th 
convey, apart f 


is^cle 
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ey t 
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st decade’ind 
s been cons Is 
s still tbe c. 
pendlx G.) 




rlboro has th 
end over the 
increasingly cl 
s the i 



rlboro's key Imagery was not masculinity, it was 
/belonging ~~ the brand for average younger 
ceptable among younger adult friends, not “too 
a sense as the imagery Marlboro's users would 
brand's advertising, pack, or name, 

en as a quality product , even by younger adult 
er brands. Marlboro smokers want to “buy the 
that Marlboro la the beat. This may reflect 
toance, since in-market test results over the 
hat Marlboro King'a smoother, leas harsh delivery 
preferred over the stronger WINSTON King. This 
ng younger adult smokers in 1983 testing. (See 



wagon effect" still going for it. In fact, the 
has been for younger adult smokers to 
ehlnd one big "first brand", a trend that 

_ng pressures against smoking during these times. 

s could mean &hat as social pressures te nd to Isolate younger adult 
okers from thdPjji lsmoking peers, they have an Increased need to 



entify with tt 


poking peers, to smoke the "belonging" brand . 


SHARE AriOND TOUNOER ADULTS* 
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Philip Morris may itself recognise Marlboro's vulnerability. (Certainly the 
brand's switching losses among JB-24 year olds have been visible in the 
IS.fO.’s, averaging the equivalent of .3 share points of total smokers every 
U£i'ir if W^lle Marlboro could not be repositioned after 20 years of the same 
campaign f.Ja ome clues suggest PM may be using other strategies to protect 
contribution to their younger adult share strength: 

inia Slims and Merit have been gaining disproportionate switching 
Marlboro among smokers 18-24, allowing Philip Morris to keep 32X 
rlboro’s net switching losses from 1980 to 1983 within the 

twice PM's fair share. (See Appendix H). 
oro might serve PM as a "feeder brand", 
okers who can then be channeled to other PM 


porate fold — 
a Suggests that 
capturing 18-year 
ds. 





Virginia Silos' p^^^^^nce as an 18-year-old “first brand" haa 

roved markedlyfinretent years. This may relace to Its softer, more 
ual executionsare more consistent with the younger adult 
lboro female's[depart to not be "too bold". 
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'e Merit repos iti^fiffif teems to draw it closer to Marlboro, perhaps 
rtenlng the supply lines. 
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Key Points About Marlboro 

• Marlboro succeeded with 8 "first brand" strategy targeted to the 
leading edge of the Baby Bubble, who turned IB In the 1960's. 

• Younger adult smokers have been a clear leading indicator of 
Marlboro’s market share growth. 

• Marlboro only ® second entry in the taete/flavor filter market 

until it 4MP^>ed its image-intensive long term campaign/ 
positlonijff^ This took eight years of trial and error. 




Marlboro' 
mindset o 
younger ad 
that deca 

Despite rc 
developed 



Certain e 
less in tun 



hap. positioning, set in 1962, was in tune with the 
|1960'8 and also with the demographic shifts among 
okers, since females dipped in Importance during 


's masculine positioning, it was almost equally 
younger adult males snd females until after 1975. 


Overdevelopment^ among males would have disadvantaged the brand. 


ro's^youhger adult smoker share softened in the late 1970's, 
had ’;ilt enough aging momentum that its SOM trend slowed 


suggests that Marlboro’s positioning has become 
th younger adult smokers than it was in the 1960's. 




- Feaale^f^iTOtfmales, have been the growing sector among younger 
adult ^soke^s, Marlboro has been losing strength among females. 

- Younge4^a«fc«^t Marlboro males’ interest in masculine imagery is 
no strong er £ han the average younger adult male smoker. 

a Marlboro 1 $ a|"b sndwagon brand" today. 

- Marlboro users provide the brand's imagery today more than its 
advertising does. 

- Marlboro stands for "the average younger adult." Peer 
popularity is its added benefit. 


Marlboro Brokers believe in its high quality, 
much smoother than WINSTON, but less strong. 


It is seen as 


Younger adult Smokers' need for "belonging" is strong and may be 
increasing due to social pressures against smoking. Marlboro 
provides a means of belonging. 

Marlboro suffers high switching between ages 18-24, but Philip 
Morris retains about twice its fair share of those switchers, vis 
Virginia Slims and Merit. 
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SALEM/Kool/Newport 




s, 1 SatctFs product breakthrough was "light menthol". Kool nonfilter had been In 
s--- agketilnce 1931, but it was advertised sore like a cold remedy than a 

and, apparently, tasted like it. When SALEM lowered the menthol and 
* filter, it cut an 8X niche in the market. 

• */|TH^rC ( t t younger aduitS^ookers adopted SALEM as readily as older ones but, in 
1960'S, Its UdpPfir-old smoker share went flat. It appears that 
x #ls had more to do vffh WINSTON than either SALEM or Kool — the WINSTON 


mmif W™?* younger adu 
1960's, its 
m .-#?'* 5 had more to do v 

s&< y i&£822S?$iSS£&ii± * * ... 


on effect" wasp-dra^Ing 18-year-old smokers like a magnet. When WINSTON 
n the late 1960" ,p f7 yALEH could again attract its fair share of younger 


;;: |et goi|g£n the late 19< 
a d^J^g mokers. 

^g&S^h SALEM became 
Was never become a ~ tr>j 
though, is enough to V 





^ei among yc nger adult smokers of the 1970’ g , it 
fc ji-st brand" . A fair share of younger adult smokers, 
market share steady for a long time. 
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Th^^i trend for Kool was the emerging importance of younger adult Black 
0' : "..... : a n the market. In the health-concerned 1960's, younger adult Blacks 
~ | dionTt back off from smoking to the extent that White* did. Because of this, 
'"'"their importance surged from bX of 18-year-old smokers in the 1950's to 10X in 
F% the I960’a. 


Younger adult Blacks of the 1930'a to 1950’a had basically gone with whatever 
brand was big among younger adult White aookers (See Appendix I). In the 
1960's, they began to coalesce behind Kool, which only had a 2X share among 
younger adult Whites. It waa time for Blacks to build their own brand in the 
1960's, the heyday of Martin Luther King and "Black pride". 
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JCool apparently capitalized on this aspect of the 1960's by simply advertising 
19 Blacks before its competitors did. Kool ads were in Ebony consistently 
fSoJL**^* 36 * *962, when our records start. This was easy foi Kool, since its 
penguin campaign fit either race, and it was effective. Kool became 
’ec^l" aj|d, by the early 1970*s, had a 56% share among younger adult Blacks — 
*>e Black Marlboro. 


KOOL SHARE AMONG 18-YEAR-OLD SMOKERS 
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ted on that vulnerability. 



d on the shift* in the 1960‘s oarket. And, by 
of step with the trends of the times -- younger 
smoking, leaving Kool with a 500 BDI In a sector 
booming. Kool was in a bind in the Black 
denly spending about as much as Kool against Blacks, 
plintered its positioning in the 1970's, 
n with its own thrust — Kool 100 was "Lady Be 
, upscale, etc. Kool was vulnerable and Newport 
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Newport was completely redone between 1970-73 — campaign, product, package, 
"new" Newport went to market in 1973, it went only against the 
ern U.S., which had been a focal point of Black population growth 
t the sixties as Blacks left the couth, 

as the first menthol to emphasize Imagery but, on the bottom line, 
ent after Kool with dollars. Newport’* total ad spending in the 
1970J a was only about 30% of Kool’s, but it was concentrated in some 20% of 



Half of Nevpo 
spending again 
Newport had 
tlally bought 
~ult Blacks, w 



budget was in out-of-home. By 1978, Newport’s 
ks equalled Kool ’a national Black market 
Kool'a prime market, with a size it could afford, 
<^he results among younger adult smokers, especially 
ioi&ediate. 


NEWPORT 


24 - 
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In Che 1980*#, Newport started rolling out across the South Atlantic, where 
migration patterns of the 1970'b showed Blacks had been returning. Tracker 
dt^ta during this rollout period tend to confirm that Newport gained among 
.younger ...adult Whites as It gained distribution, but its fundamental growth has 
'Veen due|to younger adult Blacks, 

_ NEWPORT MENTHOL SHARE OF SMOKERS _ 

,F < 1st Half 2nd Half 1st Half 

1980 1901 1982 1982 1983 


tGES|18-24 


h8.6X -■> 22.4* -> 25. 2X - -•> 28. 9X -> 36.6X 




:Y = 
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-> 7.0 


-> 7.5 


7.6 - - > 8.5 


wport’s growtl^^^^llso been due to its King, which seems better 
o younger adulpFfroluct wants than Kool, In 1982, younger adult 
ated <| jjgjij|flm ble products but found Newport King waa 

ntly wagother/'.milder end less harsh than Kool King . (See Appendix 
:! ftt" ! tjualltreive wobfisWNewport King Is even described m i "light" (i.e., 
'tar 1 *) detects 18 mg. level. 


P howed that Nev|^^^like Marlboro, relies heavily on ita users CO 
rand imagery am<StYC~younger adult smokers (See Appendix F). And, 
as the younges_t^§Panchlse of any brand in the market — 53X were 16-24 
Thus, it is tfi^wr^rlse that Newport has become the alternate younger 
®i<|pntity brand, $e*«.-chose who don’t want to just follow the crowd. For 
t's today’s alternative to Kool; for Whites, it's an alternative to 
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Kby Points About SALEM/Kool/Newport 


Ml • early years, SALEM's appeal to younger adult smokers was 

’overshadowed by WINSTON. 

• ^JSA1,Es 4 gained among younger adult smokers of the 1970's, especially 

afijg s, by spending more effectively against Kool, but never has become 
F¥^rije "first brand,'*’ 



a Kool was In tune w 
^he 1960's. The mi* 
their own br«6 




!a growth, much^^j^^Harlboro’a, hinged on demographic shifts 
fd by the antismoking I960*a. 


gaine 
tl tor 


ack 


rising importance of younger adult Blacks in 
of “Black identity" made it time for Blacks to 
ather than follow the general market. 

iity" by advertising to Blacks before its 


• When youi%iP^fult pggggj returned to the market of the 1970's, Kool 
Suddenly too Black t| fit the younger adult market and became 
' rable. Kool 4j|pfS^i£|llntered its heritage, positioning itself by 




rt, when it w 
Atlantic mar 
acks. 



sitloned, essentially bought Kool's prime 
intense spending in out-of-home and against 


pears that Ne|pSl!liif»as gained younger adult White Bmokers by 
ing distribution but'its fundamental growth is among Blacks, 

} 

gar adult smokers rate Newport as milder/sooother than Kool. 

vffort users are the main source of Newport perceptions. It is seen 
e alternative younger adult brand — for Blacks an alternative to 
for Whites an alternative to Harlboro. It's for those who don't 
want to follow the crowd. 
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LEARNING 
















III. KEY LEARNING: SUMMARY {. CONCLUSIONS 


{ The previous two sections have discussed the importance of a strong position 
tfefl younger adult smoker market and the etrategies/circumstances which 
f" have?, in t|he past, allowed brands/corupanies to achieve growth among younger 
I-: V >aduera. By integrating the key points from these sections, several 
■L. conclusions can be reached. 



8«k 


W£*mi 



IMPORTANCE OF YOUNCER ADULT SMOKERS 


trong perforna&gi^^iong younger adult smokers is critical to 
enersti ig suatjained growth momentum for brands/companles . 


"New“ 18 -ylalpbid smokers represent about 1.4 share points of 
incrementa^sM^'tte each year. 






- A younger poljlpP smoker who has been gained and retained 

appreclate|^^^alue over time because of increased consumption. 
Older staokfera do not. 
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e blggjfsat cl g&frdtaai brands of the last half century have derived 
heir ss|g|*M8gth 'fsom high younger adult development -- Pall Mall, 
INSTOfjTnlrlbofo^l and Kool. Newport may become another auch brand, 
but i^aPPPIe ispgggi^intly limited by distribution and lack of a broad 
eographlcal majrkecltjg effort. 

n each case, 

- Younger adHFfrt™g|lns have been a long term leading indicator of 
the brand'k^majsket share gains . Typically, major market share 
growth has, lagged the brand's younger adult smoker growth by at 
least five! 



“ Continuin 


leading i 
aging may 



of younger adult strength has also been a 


t $r of market share softness and decline, although 
the brand*s SOH for a decade or more. 


These brands have been the flagship brands driving their 
companies' performance and each has been superceded by a brand 
from another company. Thus, younger adult growth performance has 
been a leading indicator of long term corporate performance. 


Ac present, Philip Morris and Lorlllard are the only companies 
showing steady younger adult performance gains. 
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• Major performance gains among younger adult smokers do not necessarily 
have a major effect on short term total market share. This means that 

J competition may be slow to notice an Improvement of RJR performance 
among younger adult smokers and, therefore^ may Se" slow to react . 

- A "first brand" strategy (which necessarily targets younger 
adult smokers) provides an opportunity for unique long term 
m|| benefits. However, it is likely that at least two to three yea rc 
’ of close tracking would be required to determine the degree of 
^ success of a "first brand’ 1 efforti ~ 





Younger a^tu 
opportunl# 
inherently 
short term” 
Some suit 
share for r a 


Younger adult 
Smokers to be 
as "first bran 
||ocked to bra 
posslb^s^^ecau 
ldenti5y»fiStion 



rat te-r»«Sffiibs erp 
jaccrue to a "f|r 
|the 30t level.f§| 
adult Smoker gro 
^WINSTON’S share.;! 


gESSFUL YOUNGER? 




jokers provide the cost concentrated switching 
the market. While a switching strategy la 
k cost effective, it may be core feasible in the 
Jnay also produce more short term share results. 
§appeal will be necessary to build enough early 
|rst brand" to hold the shelf. 

S have been as likely or more likely than older 
dopters of brands which have ultimately succeeded 
|er the last 50 years. Younger adultB have not 
idch were already large In the total market, 

| existing older franchise inhibits younger adult 
r.he brand. 

fr WINSTON suggest that a "bandwagon effect" may 
Irand" which achieves an 18-year-old share near 
| WINSTON's share reached this level, younger 
was curtailed on both SALEM and Marlboro, until 
n fell below that level. 


,T BRAND STRATEGIES OF THE PAST 


|successful younger adult brands of the past have used strategies with 
$ similar themep®§S^ nearly every casa, these brands have capitalized 
the following types of opportunities, which will be discussed in more 

til* 





External Factors 

Growth Sectors Within Younger Adult Smokers 
Out-of-Touch Competitors 
Product Delivery/Communication 
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External Factors 


Past periods of Intense publicity on the health issue appear to 
have played a key role In the succession of the major younger 
adult "first brands." 

“ WINSTON capitalised on the filter boon, which gained momentum 
from the "health scare" environment of the early 1950's. 

“ Marlboro capitalized on the changing mix of males/females 
in the 1960’s, which arose frou their different reactions to 
the ^intense health publicity of that time. 

- Koo^jppfSfalized on the similar shift between Blacks/Whites 
in ene I960’c. 

p" 

Based onmTjF'WINSTON experience, product "breakthroughs" which 
address fiilwllml factors are more likely to produce ehort term 
share res^lts^han those based primarily on imagery wants of 
younger s^^^nokers. 


n Younger Adult Smokers 

st brands" have capitalized on subtle demographic 
n the younger adult smoker market. Their "formula for 
a to have been to target the FUTURE profile of 
cokers, i.e., to be better developed among sex/ 
I„aRhiJ: groups which are gaining importance, but only to 
reflects the group's rate of growth, This 
^.usually imply broad based, nearly balanced appeal 
veremphasis on oale/female, Black/Wblte, or other 


Halywas strongly developed among younger adult female 
lie their importance was increasing most rapidly, 

r s introduced when younger adult female importance 
aej^ly increasing and was slightly better developed 
lee, but essentially e balanced brand. 

Marlboro was slightly better developed among males during 
the 1960 'b, when female importance dipped, but was 
essentially a balanced brand until after 1975. 
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Kool was highly developed among Blacks and grew when their 
importance among younger adult smokers surged in the 1960’s. 

Newport targeted Blacks in the northeastern U.S., where the 
Black population was growing most rapidly in the 1970's, and 
has moved to the south, following the return migration. 
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B. Growth Sectors Within Younger Adult Smokers (Cont.) 

• The dominant trend In the younger adult smoker market over 
the last 50 years has been the rising importance of females. 
Because of this, the major ’'first brands" have been 
overdeveloped among males only during their periods of 
. declined Marlboro has become overdeveloped among younger 
adult males only after 197S, when its share was softening 
among younger adult female smokers. 

lb** ■ 

• One 



Marlboro’s success in capturing the Baby Bubble 
be that it attracted more 18-year-old smokers than 
N, within the younger adult smoker market. That le, it 
was < a "first brand", with relatively lower switching 

appei 


appe 

WINS 



Out-Of-Touch Cdm 


In every case, 
mpetltor'9 b 




edec 
eecs ftYTSfed t 
as a nP^^ompe 
lntr ®d^^on/r 
tune" are prob 
ants of youngs 
tool for ldent 

• Pall Mall 
wants vhe 
the 1950* 

• WINSTON w 
transpare 




tors 


jor younger adult brands have been succeeded by a 
3_lt_ioned to be significantly different from t he 
tening/decline of the major younger adult bra-j ’3 
ability to “ stay in tune with the tiroes" as well 
" started in tune with the times" at Its 
Honing. While the real criteria for being "in 
le mesh between imagery and/or product and the 
t smokers of the times, demographics are a useful 
the likelihood of that mesh, 

out of touch with younger adult smokers’ product 
lied to effectively react to the filter boom of 
STON fit those wants. 

victim of subtle shifts which may have been 
eemed transitory at the time. 


“ WINS|^|^light-hearted campaign fit well with the mindset 
of tfwsT'inio'a, but did not fit as well with the rising tide 
of Intense younger adult rebels aa Marlboro did in the 
1960’a. 


V. 


r W' 


- WINSTON's campaign had a slightly female slant and so did 
its franchise. In the 1960’s, younger adult females were 
losing importance and males were gaining — a better fit for 
Marlboro. 

- WINSTON'# popularity among older smokers may have cade it 
difficult to maintain an exclusively younger adult identity 
during the 1960's, when that want was most extreme. 

Kool found itself "too Black" in the 1970’e as younger adult 
Whites were rapidly regaining market Importance. 
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Out-Of-Touch Competitors (Cont.) 


Marlboro's advertising/positioning seeras to have become less in 
touch with the demographic trends within younger adult smokers of 
the late 1970's and 1980's and, perhaps, their mindset, 

- Younger adult female smokers were Che key growth sector in 
the i970’s and 1980's. 

- Today, Marlboro’s younger adult male smokers do not have an 
above average interest in masculine imagery versus all 
y(|unger adult males* 

- P!i|,$$Pj^fiorris may have recognized Marlboro as vulnerable* 
irlbqro'a disproportionate switching losses to Virginia 

SISjRsJihd Merit tend to feed Marlboro's losses back to PM. 

?aign modifications on these brands may shorten the 
supply. 


Product Del 



onmunlcatlon 


Throughout the succession of “first brands", younger adult SDokers 
have lAmm "milder" products. 

1 promised “mildness" based on its length. 

w a as a filter product, would be seen as milder than 

I 960's, Marlboro was "milder", i.e., significantly 

1 i tar, than WINSTON, as was advertised by ths PTC. 

T tarlboro is still rated milder/smoother than WINSTON 

b ;er adult smokers and is preferred. 

SALEM could be seen as milder because of their 


s’ is perceived as mllder/smoother than Kool. 


N 

g s 

Succe b 1r b t brands" have used positive product messages. 

- Pall Mall emphasized milder smoking "pleasure". 

- WINSTON "Tastes Good" despite its filter. 

- Marlboro is "where the flavor is", although historically and 
presently smoother than WINSTON. 

- Newport speaks to smoking "pleasure". 
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By omission, no brand whose product messages remind the consumer 
of product negatives or portray the brand as a "weak cigarette" 
h«3 succeeded as a younger adult first brand . For example, any 
brand which has specifically emphasized “low tar" (which Implies 
remaining tar) has been limited to switching gains among maturing 
smokers. 
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ger adult smokers are critical to RJR's long term performance and 
ltablllty. Therefor*, RJR should make a substantial long term 
Ittaent of manpower and money dedicated to younger adult smoker 
raa9 . An unusually strong commitment from Executive Management will 
ecessary . since major volume payoffs may lag several years behind the 
ementation of a successful younger adult smoker strategy. 

time lag can flio^agnify the penalties foe wrong turns in the 
opment and imftl'emffRtation of younger adult smoker programs* To 
nt such problems!r" 1 


: should develop obbectives, planning procedures, and marketability 
terla for you^^m^^dult brands/programs which reflect^thelr unique, 
g term charac^ej^gT hefle cay differ significantly from the 
approache 9 /measuteawtfich are appropriate to established brands or to 
y brands oddrefefci®«^older smokers. 



|g|uld be emphasized. 

perioentatlon, and multiple approaches should be 




1 - Rigorous, ifeiplli^ive consumer-based action standards should be 
L establishedensure thet volume results will ultimately follow 
P and that cg^^^ing Management commitment Is warranted. 

' pSw ^ 

gR should make | pe»ouTce8 available to dcvelop/improve Its capabilities 
g, thoroughly identlfj| and track demographics, vaiues/wants, media 
jf fectiveness, a^j^lggind performance within sectors of the younger adult 
jfroker population. Th ese tools will be critical to the development and 
Implementation oJ^^3||ctive programs among younger adult smokers. 

^cause of the s^^^vity of the younger adult smoker market, brand 
evelopment/mansgement should encompass all aspects of the marketing mix 
|pd maintain a long term, single-minded focus to all elements ~ 
roduet, advertising, name, packaging, media, promotion, and 

t atrlbutlon. Tactics which could negatively affect the integrity of 
e strategy should be avoided. 
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RJR should seek to better understand and capitalize on the market 
condittons/approaches which have successfully created younger adult 
strength for brands/companies In the past: 



A. External-Factors 

B. Growth Sectors Among Younger Adult Smokers 

C. Out-Of-Touch Competitors 

D. Product Pellvery/Communlcatlon 


RJR's procei 
sUfe? 0 to "first bra 


required to fullypt 
|fc«jes. It should 
trjgp 1984 Plan alrfstf 
within the frataew§^ 
'^ntinue as a basis 
|H3&anced by a ful|H 

*n* problem. L. 


ss/tpols have been better attuned to switching efforts 
|p3g|trategie8, time and learning will clearly be 
fsesb. the opportunities available through these 

t oted that the new/establlshed brand programs In 
dress the major issues/trenda Identified below, 
current knowledge/processes. These Plans should 
RJR's 1984 marketing efforts, but should be 
dedication of resources to ensure a solution to 



Ext erjMti^Fact& 


(tall In Section V) 




ILITY 


A breaktp 
acceptable 
did In th* 
opportunist 
Thus, RjL 


product which effectively addresses social 
('/concerns could revolutionize the market aa WINSTON 
wlth-concerned 1950'a. The ultimate sice of this 
■*£fLl depend on younger adult smoker acceptance* 

>uld consider: 



j^o develop a social acceptability product whose 
benefits meet younger adult smokers* wants as well 
^smokers' wants. 


- Plap|i|§g||a second entry social acceptability brand which 
could emphasize mainstream younger adult imagery and 
product positives , thus avoiding the connotations of 
"social concern" which would likely be associated with tha 
first entry. Thus, RJR could enter its own "Marlboro” to 
follow the "WINSTON of the 1980's.” 



PRICING 


Pricing is a key Issue In the industry. Some evidence suggests 
that younger adult smokers sre interested In price, but unlikely 
to adopt a brand whose only "hook" la price. To maximise the 
possible pricing opportunity among younger adult smokers, several 
alternatives should be considered: 
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A prlcc/value brand would need 0 conspicuous second "hook" 
to reduce possible conflict between younger adults' value 
wants and imagery wants. The most saleable "hooks" are 
likely to be based on product quality, since these provide 
easy-to-explaln public reasons for switching. Suitable 
Imagery should also be used. 



Since ycunger adult smokers with above-average Interest In 
value are concentrated In the Coolness segment, It is 
possible that younger adult smokers might be responsive to 
an appropriately positioned value-oriented menthol entry. 





Tactic ally, , extended periods of closely targeted pack 
prom^|psi|(BlGlF, sampling) In selected sites (e.g., 
convenience stores, military exchanges, special events) 
coul^leaA to brand loyalty from repeated trial. This 
ahooldntre Iconsidered an Investment program. 


B. 'Growth Sectors 



targets . they are gaining importance In the younger adult 


"^^ResojB^ea/manpower should be made available to Increase 
fundepn^dlng of the dynamics, wants, and executions! 
itIvitles within these markets. 




Younger Adult Smokers (Detail In Section V.) 
ispanlc and Black smokers should be key RJR 


dvertislng In selected media are likely to be 
against younger adult Black smokers, based on 
el history. 


je advantage could accrue from these special 
grams, since Philip Morris has Intensified its 
ante marketing efforts. 


Females arejeon tlnuing to gain importance among younger adult 
smokers al^f^tsed on their diversity, should afford S number of 
potential opportunities. 


- Since the continuing trends to working women and "new 

masculinity" Imply greater commonalities between the sexes, 
a dual sex brand which appeals to, but la not limited to 
women may be "In tune with the tlmea." 


- "Style/Dress" remains a pronounced interest among younger 
adult female smokers, but should be executed to provide a 
clear point of difference and not be "too bold." 


-35- 


,t ®sr:. 

I *•' 

v -j 


♦ 


I 


■L 

h 


c 

1 

E 

E 

e 

V 


s 


or; j 


;*v ■ 


j* 2 

am*. 


I “8 H , 

- 


£1* & 


» ■ < *, , 


r.v 

.*r • 



V • 

t 


1 



Ul 

ro 



H* 



00 

10 


01 

•u 

<JL> 

* 

0 

CTl 

apv-- 

■ 

h* 

+ 

© 


Cal 


r ~ 




Ul 

0 

, ' 


0 


* 




RH00038!' 









Growth Sectors Among Younger Adult Smokers (Cont.) 


msm 



"Moving up In the world'' has been Identified as a key enduring 
want among younger adult smokers. This imagery need is likely to 
grow, since younger adults who follow the Baby Bubble are likely 
to experience limited opportunities for traditional success. 

- Limited opportunity to "move up" within the establishment 
may lead younger adults to more entrepreneurial means of 
success, such as fame via the performing arts. This type of 
concept meshes with younger adults’ key activities/ 
intettn||iy apparently represents an enduring want, and 
therjrfp^if%ay provide an innovative- opportunity to be 
cleally different from competition. 

rvi 

~ A "•yJ«JLiay®b©l w brand may attract some younger adult 
6mokfm^®T|B an affordable compensation for other luxury 
item|||kijg|it can be executed to key on younger adult 
defipT^ehs of "class'' and achieve clear difference versus 
com p&tif:t;j a rt, 




f" 

A, 



are clearjy,.-dl 
1ml tativ^^^xa 
offensive mg-SiS 
smokers bised 
letting feil 


|y t RJR should emphaslee competitive efforts which 
|ferenc from the target brands, Head-on or 
fegies should be pursued as defensive rather than 
ures. Thus, RJR should target younger adult 
pn their inherent vants/differences rather than 
Itors define the market. 


Marlboro ^has become somewhat out-of “touch in that It is too male 
to fully PlSpiralize on the female growth sector and its masculine 
imagery of a "hook" In the 1980's« However, Marlboro's 

users th«§ff%s provide the brand a strong positioning as an 
identlty|bgJ||M|glng brand. Since Marlboro is not likely to be 
preeaptafft^iTC belonging and is not strongly profiting from ita 
"masculinity", other less head-on strategies hold more promise at 
present. 


I - 

li . 



- Marlboro smokers are half of the younger adult market and, 
thus, encompass a diversity of wants. This implies that 
successful attseks on any key sectors of the younger adult 
market are likely to hurt Marlboro, Thus, a variety of 
approaches should be developed to address the spectrum of 
younger adult smokers rather than limiting creative options 
by defining the market strictly in terms of Marlboro, 
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C. Out-Of-Touch Competitors (Cont.) 







I 


- Virginia Slims and Merit should be high priority competitive 
targets , since they appear to play a key role in defending 
Philip Morris against Marlboro's traditionally high 
switching losses. 


- VAUTACE may have an opportunity to compete more effectively 
for younger adult Marlboro switchers, based on its history 


of ^witching gains from Marlboro. (Shown in Appendix H), 


cation 


Smooth, pild^roduct delivery seems to have been a key factor in 


of younger adult brands. Therefore: 


d ensure that product wants among smokers 18-24 are 
erstood and reflected clearly in action standards 
let8 targeting younger adult smokers. 


lSj give high priority to eliminating elements of 
sst from its younger-adult-targeted products. 


Bhouyi^se' copy strategies which eophsslze product positives 
, tp..young| Tfrdul t smokers. Connotations of "weak”, "concerned", 
low jpHf§li|iould be avoided and elements of mild, smooth, 
rich, sacking ^pleasure should be emphasized. 


I wmm. 


S 


* 

V 


-37- 


v 

0> 

•J 


■ liV*. 


6 iS*: 


cn 

to 



**-■ ‘ 

CO 


VO 

•t 

vry •' 

4* 


u) 

<Ts 

fv 



f 



RH000381< 


















PRICING 




r 



L Pr^cTng Is a key issue bee 
'surge in sales of 
^dult smokers Is a 
1 1 learning, over 



ause of the pressures of the FET inctese and the 
generic/private label brands. The impact of price on 
complex question, which is likely to require 
time, to completely resolve. 


y the National 
t as a ration 
a much st ronge 
n on any oth^T 
n an environ® 
time, younge 



, since those 
the NBER studies 


SO that price/value ma 


curtje&t younger adult 





c Mte 


veg 


r ■ ■■; .4. In th e 1983 HTdS , yo 

J to ’tly they would b 
tey were least 


I # 5 
y 


explanation is pr 



u of Economic Research (NBER) were used by the 
. the FET increase. These studies Indicated that 
feet on smoking by younger adults, particularly 
s group, because people were less likely to start 
higher cigarette prices. Thus, over an extended 
smokers would tend to become less price 


r act most strongly would not become smokers, 
parly imply that price influences younger adults, 
an opportunity for some share leverage among 


dult males were more likely than any other smokers 
rics for any price differential, large or small, 
of all smokers to report a generic usual brand. 


y conflicting wants? 






i&F"^Younger adult itaTes^ant to be seen as successful, someone who buys the 
■»est regardless oTHpylce. 

\They want to make a <£ood impression on others, smoke a brand acceptable 
fto their frien#§iiMr 

^They have llctl^^jyprest in being seen as "smart shoppers”. 





Icary market confirm this conflict. Generic sales 
he men were seen smoking them — because they were 
ng the generics In Marlboro packs. 


[el& reports from 
vew^bootdng but no 






mt&m 



r adult females have s mors average attitude toward cost-conscious 
but are also unlikely to adopt generics, perhaps because of conflict 
their own "upward striving" wants, such ss style/dress. 


io max1mlte opportunity among younger adult smokers, a price/value 
brand will need a second "hook" to its proposition to allow younger adult 




smokers to switch on the basis of other, more acceptable wants as well as 
price . While imagery will be "desirable, probably necessary, to brand 
success, the most likely second "hook" is product quality/taste since this 
is a more easily expressed public reason for adoption. Examples would be 
"computer technology produces better smoke at lower cost" or "pay for the 
best product, not the big brand name." 
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w 2. Younger adult males In the SDS were nore likely than any other smokers to 
■ i have taken advantage of BIG1F offers, Such pack promotions provide the 

^Svih^s benefit without conflicting imagery but typically yield trial or 


Svinks benefit without conflicting imagery but typically yield trial or 
ccasjjbnal usage rather than a change in brand loyalty. Carton offers, on 
iB^psher hand, tend to reach older smokers. But, If RJR could closely 
arget pack price promotions to younger adult smokers over an extended 
frri^dSof time, brand loyalty might be c a ptured . This would be an 
nveS'^aent program. Its cost effectiveness would depend on how tightly 
TODot.tons could be targeted to younger adult smokers via, for example, 
exchanges/c^pteens, selected convenience outlets, etc. 

P^®ol|her price taetifiSP§fii established brands could tend to undercut their 


her price tact^^t 
ved quallty/vafue. 


' 3. An SD^profile of yofe 
a value bralt^ 
C,vir*ss Segment dev^Jg 
oTTinre from expressed'i 
menthol entry to app^ 
: , ' va^e/prlce. I 


.Adult smokers who have more interest than their 
It lower confidence in generics, showed high 
g|it. Although, as Been above, price behavior may 
iys, there may be somewhat higher potential for a 
younger adult smokers on the basis of 


f~ , SiMe^younger adult Co 
* menthol ent# 


a Any price/^^^^stra(eg| trill need a preemptive second "hook" to make it 
easy gor younger adufP®§l§fters to switch for a reason other than price, 

W V, l^^^^t-based “hooks ^-ar-a^c aslest for consumers to publicly express. 

f" • 5iKe»youftger adult CcoJ&piss smokers have somewhat above average interest in 
WMm,, v* JL,4aJ a menthol ent ^^^y> warrant consideration. 

0 \ [_ ' 

0$: Tto«»ny, closely targeted, long running BIClF's may yield some younger 
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SOCIAL ACCEPTABILITY 


V 





essures against smoking are high and Increasing. This negative 
Is somewhat similar to the health situation In the early 1950's. 


• Egf Q tJ» It is possible that products which effectively address the perceived 
: :t ••■ *0natives of scotH-ng and also provide adequate smoker benefits could 


nlte Che fotur 
e 19S0'e. It 
N success In 


Thejong rajjge impact o 
acceptance aao 


St|^§ 5 |M§|present, young 
; socTH acceptability 
JLssue than older smoker 




t. just as filters revolutionized the market 
Fble that KJR will have an opportunity to repeat 
s environment. 


products on the industry will ultimately depend 
ger adult smokers, just as the filter revolution 


t smokers and nonsmokers are becoming polarized 
nger adult smokers show less concern with the 
e younger adult nonsmokers are somewhat more 


si, you are more acceptable to 
>le If you don't smoke," 


SMOKERS 

49.5X 

55.3 

54.4 


Source: 1983 Sooklnk Attitudes Study 



NONSMOKERS 

73.2 

71.1 

71.5 


ly addresses adcljil Acceptability and also provides the other smoking 


banger adult smo* 
at younger aduj 


*keen Interest In peer acceptance/approval, It is 
ters would be Interested in a brand which 


they want . 


if that brand Is positioned as socially 


d", younger adult smokers may try It as a novelty but are unlikely to 
as a regular brand ~ younger adults who wish to be seen as 
d“ are more likely to choose to be nonsmokers. 


Alternatives 




ntry Brand 


If RJR achieves first entry with a social acceptability brand, younger 
adult smokers are more likely to adopt It if the brand proposition is as 
positive and mainstream as possible. This was essentially WINSTON'* 
approach to the health concerns In the 1950's. WINSTON let Kent and others 
aell “safer" filters, while WINSTON let people know It had a filter but 
emphasized the positive of taste. For example: 

• The added product benefit might be "enhances sociability" rather than 
courtesy (which Implies potential disapproval from others). 


a 

o 


Produced to Federal Trade Commission pursuant to subpoena 
L9ZV 68TZS -- ~ »\?uWVf9*7. ~ - 





r \ 




The name, package, and post-introductory advertising (once clear 
\awareness of the point of difference was established) could 
f emphasize supportable claims that the brand also provides a full 
measure of benefits of "old style filters" such as taste, 
^satisfaction, draw, and Imagery. 


erond Entry Brand 


pMS&sJ 

K 3. 


^importunity may 
MNf'to establish i 
first’ entry must pu 
IM^tlcally be vi< 
postffntroductlon, : 


tee, erjater for a second entry social acceptability 

appeal among younger adult smokers, Since the 
flrthe product difference. Thus, the first entry might 
yed as "concerned" even If It went mainstream 
Quickly repositioned Itself. 


advantages of ’the second entry strategy could be: 


The strategy i 
market first t 
^development tl 



young 

smoke 


^Extensions 


|lly viable uhether RJR or another company hits 
Asocial acceptability brand (assuming that product 
|es will be similar between companies). 

? 

|bases by offering both a “concerned" and a 


ult J axiented entry. If the first product is a satisfactory 


|e used under both positioning*. 


iclal acceptabillteyuehtrles catch on, RJR should be prepared to defend 


established bra n-AsgiW th appropriate line extensions. Although a 
stream second e^^y^bland could, Itself, be a line extension, this 
| dilute leveragg^JL "the new way to smoke" versus "old style filter 
fettes" and allow competitive brands to more easily respond. The least 


|y candidates f< 
firillcy“ such i 


I type of line extension would be brands committed 
iL and, hopefully, Marlboro. 


PfUpts addressing social acceptability could revolutionise the market In 
tfPlaBe way filters did In the "health seare" environment of the 1950’a. 


T^nPbng range outlook for such products will depend on their acceptance by 
y^r adult smokers. 

^ 0 k* adopted by younger adult lookers, a social acceptability brand should: 

1. Offer adequate smoking satisfaction as well as effective relief 

- from social pressures. 

2. Be positioned positively rather than as "socially concerned", 
perhapB using essentially the WINSTON strategy of the 1950's. 

• A second entry social acceptability brand ia more likely to be able to 
position Itself in the younger adult mainstream. 


s.ucsf.edu/docs/lfil0001 


89 £$ 68! 25 -.. ->PFn due ed . to-Kederat.TsadaJC wiiMssl oisym w aaMtto subpoena . 

dated June 6,1997. 






BLACK/IUSPAN1C YOUNGER ADULT SMOKERS 



dult Black and Hispanic smokers are dramatically Increasing In 
e and will, conservatively, comprise 20% of the 18-24 market By 1990, 



1976 


1980 


PROJECTED 

1990 




14.e 
14.5 
98 




5.7 

KA 

NA 


7.5 

3.9 

52 


9.9 

5.1 

52 


n. Sources 




Cenaiis "B'Orea 
Population f 
the Callforn 



18.1 

NA 


20.5 

17.5 


24,7 

I” 78 ! 



ante Omnibus Study; "Projections of Hispanic 
U.S., 1990 5 2000“ (Center for Continuing Study of 
oay); "Health, U.S., 1981“. 


e Kool phenomenon 
gly to oentho 
ck market in 
or Coolness br* 
on from Styll 
to Blacks. 



an in the 1960's, younger adult Blacks have moved 
uets, which have accounted for 901 of the younger 
years. In 1983, 72% of Blacks 18-24 smoked one of 
although the segment has been getting some 
da. Virile brands, even Marlboro, have virtually 


ort M 


pmmd 
0 k 


Coolness 

Menthol 



SHARE 

AMONG BUCK 

SMOKERS 

18-24 

1980 

1981 

1982 

1983 

Avg. Pt, Chg, 

34.6 

30.8 

27.9 

21.8 

- 4.3 

18.6 

22.4 

27.2 

36.4 

+ 5.9 

17.2 

19.2 

17.3 

13.6 

- 1.2 

71.3 

72.8 

73.0 

72.1 

♦ .3 

88.7 

89.9 

91.5 

88.9 

+ .1 
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Source: HDD Tracker 
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Y' Newport Is the growth brand among younger adult Blacks, yet it Is not perceived 
L * s particularly relevant to their key wants/concerns; "moving up in the 

^tyle/dress, and powerlessness. Effective spending appear* to have 
f kee^ke yj o Its success, although product mildness versus Kool may have played 

jm * f 

jgfe. to *** v » risen partly from sn emerging desire for Black identity, 

[ W«t is^not clear that this want Is as pronounced among younger adult Blacks 


aM&t I 



/*%e f 

L appea 

sssss 


K, Hist 


SDS showed tl 
ckB to believi 


finger adult Blacks were less likely than older 
t f» important to remember uy roots," 



ough Newport fl#Kspt , qaiinently advertised in Black publications and 


spends about 16X 


to 00H which i*s primarily general market. 


brand dollars against Blacks, S9X of Its dollars 



In?qualitative wo|rVy 
today 'a Black "lep^ 


l^ss strength 
e J in f of 
| the g^herSl m. 



^unger adult Blacks feel limited rapport with 
I, e.g»» Jesse Jackson. 

fyounger adult Black* may continue to decline in 
j brands which key on Black want* but also have 
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lie market is vl 
tlcans, Cubans Jj 


difficult to address because: 

0 * 

d Puerto Ricans form three distinct segments which 


;-&di|fer in wants, [lifes tyles, even language, 

*ss3ip y Hlspanlcs liwlst. |h«t advertising be in the Spanish language and 
visual execiftlvT be perfectly attuned to their lifestyles, self 
l^^ge, and tradl tkona^ .J Kispanics are extremely literal. 

•£it|.cgal entry ma HjiMfeia awLn population data difficult to obtain and tools 
^||tr understanding/trac^ing the Hispanic market have been quite primitive 
/^Pi^pared to general market capabilities. 

Leins are the largest and fastest growing sector of the Hispanic population 


the sector In which RJR's performance Is strongest. 
‘ , Percent of U.S. Hispanic Population 


Mexican 
Puerto Rican 
Cuban 
Other 


Sources Center for Continuing Study of the California Economy. 
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Marlboro is the leading brand among Puerto Ricans and Cubans and recently 
\appears to have Intensified its efforts against the Mexican sector. In fact, 
.^hllip Morris appears to be increasing special market spending behind all of 
Its brands, vith special Hispanic campaigns recently appearing for 
>ro, B&H, and Player's. (See Appendix L.) 




cks/Hispanlce : wlll comprise 20% of all younger adult smokers by 1990. 




nger adult BlagM^Si>ker3 appear to be highly responsive to effective 
ertising spending. They appear somewhat more likely to be attracted to a 
nd which keys§©h tT^lr interests in "moving up" and style/drcss and can 
aSpleve reasonabl e" lSevfclopaent in the younger adult general market. 


wledge of the Xftvnj§i:r adult Hispanic market Is extremely limited, 
hough it la fy u^jjFip lear that Mexicans are the key sector. Success among 
younger adult is likely to require development of an adequate 

information baseband ektreme sensitivity to executional elements. 


Philip Morri? ha^ 
urs an$j 
Igea, 



mm 








acpd ouch heavier emphasis on ethnic spending in recent 
luting Hispanic campaigns for Marlboro and Benson & 
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YOUNCER ADULT FEMALE SMOKERS 


pportjbnlty Analysis 

wftger adult female smokers have been a driving force behind industry growth 

the last half century as they have become more likely to smoke at age 18 
er time, spread in Importance within older age brackets. 

X IMPORTANCE AMONG 18-YEAR-OLD SMOKERS 
1960’s 1970’a 1980-83 


Kales 

Females 

Source: 



62 

38 


53 

47 


51 

49 


Younger adult feoalespg|!|^§gontinuing to gain importance among younger adult 
fseekers, due to theirr«troqger incidence trend versus younger adult males 


government in recent years expresalng alarm at increased 

ing^aoong teenage; gfrlj, younger adult females are likely to continue to 
^ gain ^^tancPVi^hough external factors such as social acceptability 
ice ma^aMect y&e outlook. 



Source: 



er 


tween younger adult female smokers and other smokers 


fferences In w, 
dentifled In the 1983 SDS, 

KEY WANTS/CONCERNS OF FEMALES 18-24 

VS. TOTAL SMOKERS 


VS. TOTAL 18-24 


B#S®|if»g/Fitting In 

+ 

- 

Moving Up in World 

+++ 

No Difference 

Powerlessness 

++ 

++ 

Style/Dress 

+++ 

■H+ 

Savings/Value 

++ 

+++ 

Health/**Tar“ 

+ 

+++ 

New Male/Female Roles 

+++ 

•+■+■+ 

Social Acceptability 

+ 

+++ 

Smoking Problems 

+ 

•H- 
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# 

|Swis| 

INCIDENCE AMONG 

YOUNGER 

ADULTS 

18-24 

9 

E 

£ 

] 

* 

*- 


i i 

TOTAL 

MALES 

FEMALES 

£ 


‘ ' 



X 

X 

INDEX 

X 

INDEX 

•o 

e 



1980 


32.7 

33.7 

103 

31.7 

97 

H 


r . * 

1981 


31.7 

31.6 

100 

31.8 

100 

e 

s 


! :: 

1982 


29.4 

28.8 

98 

30.1 

102 

i 

i 


1983 


29.0 

28.8 

99 

29.3 

101 
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• to- ,t>espite key differences In wants froo younger adult males, younger adult 
C f "females tend to smoke dual sex brands rather than specifically targeted female 

e.g,, 342 smoke Marlboro versus 112 for Virginia Slims. 

•irglnia Silas was introduced In 1968 but appears to have gained appeal 
as a younger adult female "first brand” only in recent years. 

wit*,ml* K 1*1 




T" 



This aay relat 
ant garde fa 
y have b een 
utper$§rl8ed a 
Slims. 




a gradual campaign evolution from heavy makeup and 

_ to more friendly, casual imagery. This transition 

de^d by the introduction of SALEM Slim Lights, which 
r competitors in attracting switchers froo Virginia 



‘CHING 

among female 

SMOKERS 18-24 



tret gains 

NET 

LOSSES 

PTS. 

i 

PTS, 

X 



-.14 

45 

_ 

— 

-.05 

16 

_ 

- 

-.02 

6 


— 

-.02 

6 

as* 

w 

-.02 

6 

e- 

• 

-.02 

6 

+.26 

39 

- 

- 

+.12 

28 

- 

— 

+.05 

e 

— 

— 

+.05 

6 

- 

- 

+.05 

8 

— 

- 

+ .13 

20 

-.04 

_15 

+.66 

1002 

-.31 

1002 


SALEM 

Barclay 

CAMEL 

VANTAGE 

B&H 

Generics 

Marlboro 

Merit 

Newport 

Kent 

Parliament 
All Other 


Source: NFO, 1980-83 (1st Half) Avg. Per 6 Mo. 


Although base sires are small, there is some indication that Virginia Slims 
younger adult core females are true Stylish segment smokers who desire to make 
a bold statement with their brand, whereas Virginia Slims fringe smokers 
consider the brand to be nearly too bold for their tastes. It* key imagery is, 
naturally enough, "today’s woman". 
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Virginia Slims weakness may be that it fits not only a particular type of 
female but a particular stage of life. The prototypical younger adult female 
Vj^Tginla Slims smoker is like its overall franchise — she la from a family 
vith igcome over $25H (BD1 * 160), has some college education (BDI » 130), is 

d as a secretary/clerk (BDI » 160), and is single or newly married. The 
■OP in Virginia Slims development among married/formerly married women 

js that Virginia Slims somehow does not fit the married Woman's lifestyle 
is, has limited opportunity as a lifetime brand. 
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Never Marrie 
Harried < 2 
Married 2+ Te ( 
Formerly Harifle 


IRGINIA SLIHS DEVELOPMENT 



TOTAL FEMALES 

213 

182 

77 

77 


16-24 FEMALES 

126 

96 

77 

48 


Total BDI 
. Share 


Sour 


K, 


Host youfi|lf s mult 
|L), but not at 
le brands will 
jds suggest that 
? * s lng over ti 




100 
6. OX 


1983 Tracker 


100 

10.7* 



s smoke a dual sex brand — not too masculine (e.g* 
female (Virginia Slims). While specially targeted 
tedly play a role in the future market, lifestyle 
nalltles between younger adult malea/femalea are 
that dual sex wants are likely to remain prevalent. 


Younger adu!t^ t f*iff*les are increasingly moving into the workplace, at a 
more rapid pace than older women. 




Females 20-24 


RCE PARTICIPATION (X) ACES 20-24 


1960 

46.1 


1970 
-> 57.7 


1975 

-> 64.1 





Index vs. Total 
Females 


122 


127 


133 


134 


^Younger adult females have become as likely as males to attend 
college. 
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X COLLEGE ENR0LLEES 18-24 




1960 

1970 

1975 

1961 

( 

Males 

63* 

57* 

53* 

50* 

Females 

37 -> 

43 -> 

47 — 

-> 50 
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- Females are increasingly opting to remain single during their younger 
adult years and to live alone. 


Ages 20-24 


Kales 

Females 


Number (H) 



X VHP HAVE NEVEP HARRIED 
1960 1970 1975 1981 

53.1 54.7 59.9 -> 69.5 

28,4 -> 35.8 -> 40.3 -> 51,9 


YOUNGER ADULT FEMALES LIVING ALOWE 
1960 1970 1975 1981 


11 

f I r- 


Sources Statjfsc^l^i Abstracts, 1982-83, pages 41 6 44 


s: 




|r ^ 




- *Both 

“asso 


jcreasihg llfesj 
Interacted to dti 


pales and females are more likly to say they 
new ideas of men/women" than their older 


JDBonalitiei suggest that females will continue to 
it brands which adequately address their wants than 


to rcj^p&y targeted femafe^prily brands. 




|rs have greatly increased In importance over the 
ely to continue to slowly gain in importance, 
intervene. 




jer adult feaal 
|20 years and a 
fs external fac 

i 

|nla Silas, or 


;Ma Silas, or female-only brands, are likely Co hold a niche In 

utura younger Iduftlemale market, but essentially dual sex brands 
, are attentive to female wants/eoncerns are likely to provide the 
r opportunity. 

/dress remains a pronounced interest among younger adult feaalea, but 
d be executed to provide a clear point of difference and not be “too 
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"MOVING UP IN THE WORLD" 


up In the world" Is a key want ataong all groups of younger adult 
sffiS®*fts and the one which cost distinguishes them fro® older smokers In Che 
S. This is not surprising, given that they are in the process of developing 
dotation and/or career and establishing their independence (which 
equities dollars). 

» measure of success to younger adult smokers, since 
ases as their incomes increase. Blue collar workers 
g younger adults) are less upward striving than 
lyjtes^po difference. 

aore likely than older to emphasize the "Image" of 
important people and feel "there’s nothing wrong 
regardless of race or sex. 

nger adults' desire to "move up" may become more 
of the Baby Bubble will ride just ahead of them, 
avenues of advancement and success. This suggests 
irate paths as other “powerless" minorities have done 


may well be 
Ire to move u 
IVe the highest 
Education 

adult sookere 
They like 
ing you’ve 

Over the next 10 yea 
fr wEfata tlng. since t 

clpiftt^l the tradltl 
thft*§i$hey maps^e t 

past. 



ps 


ps*. 

IhkM 





by seeking to acquire affordable status symbols, 
class cigarette brand. However, it is not entirely 
^er adult definition of "clsss" will entirely mesh 
bols prized by the older establishment, since they 
^ner jeans to couturier originals snd flair/ 

| elegance. B&H, the only established "prestige" 
brand has att^*.&t*4 some interest aocng younger adult Blacks/Hispanics 
but is underdeveloped among younger adult smokers as a whole. 


possibly a pr 
clear that th 
with the statuses.; 
seem to prefer^ 
individuality p 



One option successfully used by entrepreneurial minorities in the past 
is to seek facp^^^4xerclsing special talents in the public eye women 
achieved visl |le|s uccess through the stage or screen (or by marriage), 
Blacks moved sports and music, Jews became famous on the 

comedy circuits, "poor boys" from Liverpool or Mississippi made it with 
rock and roil. 

The desire to fame, the fantasy of "being discovered", snd "star 
worship" appear to have been common among younger adults for generations 
in varying forms. Todty’s younger sdults appear to be no exceptions 

- in qualitative work, when younger adult smokera are asked to name 
their heroes, they tend to name performers rather than the sports 
figures (e.g., Jo Dimaggio) or political leaders (John Kennedy, 
Martin Luther King) who may have had more attention In the past. 

- The "Newsstand Weeklies" ( People , National Enquirer , etc.) which 
key on performers, are the most-read periodicals among younger 
adult smokers (See Appendix M). 
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- The TV series "Fame" appealed to younger adults and Is returning 
-p- . via syndication* 

MuilTc l\ probably the most popular mode of performance among younger adult 
***** smbkers ?» 



m'i: 



A special cable network, MTV, offers nothing but video renditions of 
fjbpular younger adult music. 

Jpunger adult smokers in the SDS were twice as likely to actively 
Participate In fy^lcal activities (i.e., actually ploy or sing) as 
*&okers 25+ were. 
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^^unger adults t[$nd <jy 
Ipsician. This Jva^-nn 
Jjersus 14% of 
Idlder/younger aduTtir] 
f|P rD <*l assoclat^^l 
'sponsorship. T ftlsfsuj 
may be charactef^rliwp 
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i associate Marlboro with the occupation of 
intioned by 21% of smokers 16-24 rating Marlboro 
lers, the most pronounced difference found between 
isponses. This is unusual, since Marlboro’s only 
;h music has been some recent special events 
Igests that these younger adult male Marlboro users 
themselves as they are or wish to be. 

rather than an opportunity at present, It would 
: of difference from any past/present brand and 
inger adult wants/intere9ts. 


Ls a key, enduring want among younger adult smokers 
! even higher Importance as avenues for traditional 
jlocked by the Baby Bubble. 

>hasize the image of success rather than “self 


ay attract some younger adult smokers, as an 
>r other luxury items, if it can be executed to key 
sns of “class” and achieve clear difference versus 


ttiired opportunity to “move up” within the establishment may lead younger 
adults to more entrepreneurial means of success, such *s fame vis the 
Ppi^frming arcs, especially music. This meshes with younger adults* key 
*^^|ltles/lnterestB and apparently represents an enduring want applicable 
tb My* sexes and races. Therefore it may provide an innovative new 
h*iwf%epositioning opportunity, clearly different from competition. 
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«r X of 18-24 ; Pg 
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NUMERICAL IMPORTANCE OF YOUNGER ADULT SMOKERS 


1975 

1980 

1981 

1982 

1983 


is. ex 

18.5X 

18.31 

17.9X 

17.5X 


36. OX 

32.7X 

31.7X 

29.4X 

29,OX 

00 

106 

99 

98 

95 

94 

<P) 

20.OX 

18.3X 

17.9X 

16.9X 

16.4X 

<P> 


?Data 

I 

Site Report, Year 1982, HDD Tracker, and Census Bureau 
iates. 



>nce of Smoking 
fex vs. Total 1 


igh Side assus^ 
oral population 




High Side O) 
14.9X 

94 

14.OX 


Low Side (2) 
14,9X 

87 

13.OX 


^ger adult Incidence follows the sane trend as the 


ow Side assuoel younger adult incidence falls more rapidly than among 
otal smokers, to the average degree seen from 1975 to 1983, 
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AF'ENDIX B 


YOUNCER ADULTS' IMPORTANCE AS REPLACEMENT SMOKERS 


I »JL) >«J 



smokers start by age IB. Only 5% start after 


ale Smokers By Starting Age 
Cumulative X 

y Age Start After Age 


90.1Z 

86.6 

79.2 
69.7 
57.1 

46.6 

31.3 
16.0 

r~m 


Median * 16.7 years 


Average of HEW data reported in Adult Use of Tobacco, 1970 and 1975. 

P\Al|hough women of the early 1900'a started to smoke at later ages than men. 
th«&?*: : ;'4as been little difference In recent decades. 

Hedtan Starting Age of Female Smokers 

20.0 years 
18.5 
17.7 
17.1 



1900-1920 

1920's 

1930's 

1940's 


Source: HEW, Changes in Cigarette Smoking Habita, 1955-66. 
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APPENDIX C 


MARLBORO SWITCHING LOSSES ~ ACTUAl VS. PREDICTED 
NFO: Avg. 1980 - First Half 1983 



Importance Of Age 
To Total Smokers * 


Avg. Annual Cross Switching Lose »* _ 

Pts in Age Wtd Pts Of Total X Of Total 



17.2X 


-1.46 

1 - |75—| 

39Z 

25.8 


- .64 

- .17 

27 

27.6 


- .40 

- .11 

17 

29.4 


- .36 

- .11 

17 

i oo. & 

mgtS 

- .64 

- .64 

100X 


mmt 



HDD Inciden<yg/Ra^ Report, Year 1932; HDD Tracker, 1st Half, 1963. 
ss switching fosyes^ within age converted to total and points of 
y importance above. 
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av & £i|spof 6.5X per year among the average 71X of the original group who 
remain. 71X x 6.5X • 4.6X average annual switching loss. 


MaYlboro 

Tracker Share Among 18-24 
Avg, Importance of 18-24 
Value in Points of Total Smokers 
Average Annual Switching Loss 
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RJR/PH SWITCHING VS. SMOKER SHARE PERFORMANCE 


POINTS OP TOTAL SMOKERS 


NET SWITCHINC 


SHARE 



gF*’ 
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foA i j 

» v * ’•*> 
• : •'«fcW" ‘1 


1963 

Avg. Change'' 
Per 6 MoJ®pi 


RJR 

PM 

RJR 


PM 

+ .26 

+ .45 

33.3 


29.2 

+ .27 

- .25 

32.1 


31.0 

+ .42 

+ .24 

32.8 


32.3 

+1.00E 

+ .36E 

33.0 


34.2 

+ .41 <- 

• + .18 

- • 1 — 

- U- 
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APPENDIX E 



EFFECTS OF ACINC ON SHARE OF SMOKERS 


harts in this j^ysendix summarise an analysis of the relative importance 
ing* and "othej: Jtee^ ors 4 * (switching/qultting/starting) to changes in 
r share for MappEforo and Newport (menthol). 



alyels assuoei 
ts and simply 
eta. For example, 
and a 21.92 s 
ng but aging o 
aged from 24 to 25 
$hejlfr 1981 bracket. 

weighted av 
from 2JU&X in 


age 





fl a brand's share was flat within the Tracker age 
Its smokers year by year, within or across these 
1981, Marlboro had a 34.32 Tracker share among 
ong 25-34. For 1982, we would estimate that, if 
Marlboro would have a 34.32 share aoong those who 
ill a 21.92 share among 26-34, who did not leave 

25-year-olds were about 112 of all 25-34 smokers in 
indicates aging would push Marlboro’s share among 
o 23.32 in 1982, a gain of 1.4 points. 



3.8 points from 25 year olds 
19.5 points from 26-34 


1002 


23.32 share among 25-34 if only aging occurred 


Marlboro's Tra 


t»e the dlffere 
25-34's that 


dltion to the 
rvatlvely proj 
in Importance 
ownside future 
x effects - , ba 


share among 25-34 in 1982 was in fact only 23.02, ve 
jL-eif about ,3 was due to svitching/startlng/quittlng 

cal analysis, possible future effects of aging were 
for the brands by assuming that younger adults would 
.52 of all smokers in 1982 to 13.62 by 1988. Upside 
trend's were calculated for each brand, with and without 
the brand's history from 1980-83 (1st half). 



Marlboro 
Newport Menthol 
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* Cains within the younger adult group were considered aging contributions. 
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APPENDIX F 



SOURCE OF BRAND PERCEPTIONS 


linger adult smokers ore more likely than older smokers to base brand 
P^ rce P t i°ns on other people they see using the brand. 


BASIS FOR USUAL BRAND PERCEPTIONS 


X of 
Total 
Smokers 


X of 
Smokers 
18-24 


Index of 
18-24 Vs. 
Total 


K, 

(2627) 

(443) 


Product |P^ 

87. S3 

88.23 

101 

Advertising 

45.3 

43.9 

97 

Package 

28,7 

28.7 

100 

Name ^ 

35,0 - 

-> 41,1 

117 

Other Users | 

38.9 - 

-> 49.4 

127 


V J ^Sfeonger 
JL^lboro 




re especially likely to basis their imagery of 
on other users. 


BASIS FOR USUAL BRAND PERCEPTIONS 
KEY BRAND AVG. U.B. MARL. VS. 

IMPORTANCE 


IMPORTANCE 


AVC, INDEX 


HARLBORO <Ba 
Product 
Advertising 
Package 
Name 

Other Users 


NEWPORT (Base 

Product 

Advertising 

Package 

Name 

Other Users 


52) 


79) 


83.8X 

— 

—> 

88.23 

© 

48.8 



43.9 

111 

20.9 

— 

—> 

28.7 

© 

43.2 



41.1 

105 

58.4 

<— 


49.4 

118 

69.33 

_ 

—> 

88.23 

(79) 

35.0 

— 

—> 

43.9 

Qjq) 

20.0 

— 

—> 

28.7 

(Tffl 

23.7 

-> 

41.1 

@ 

60.5 

<— 


49.4 1 

m\ 


*-■—> m Significantly higher at BOS confidence level. 

Source: 1983 SDS 
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APPENDIX H 


DISTRIBUTION OF HARLBORO SWITCHING LOSSES 


V -'f y 



A brand's or company's effectiveness st drawing younger adult smokers from 
Marlboro can be measured by: 

The size (points) of Marlboro’s switching loss to that brand/company. 
The percentage Importance of that brand/company to Marlboro's losses. 
3. The brand/company percentage of Marlboro losses versus Its “fair 
share**, based on Its development among smokers 18-24, 


MPANY 

g 1980-83 (Is 
six months a 
eneflciarles 
its fair 





tt 

torillard 
Philip Mof 




, Marlboro averaged a ,36 point net switching loss 
unger adult smokers. Other Philip Morris brands were 
lyhalf of Marlboro's net looses, allowing PM to keep 
hese younger adult smokers. 


BORO SWITCHING AMONG SMOKERS 18-24 
per 6 Ho. 1980-83 (1st half) 


X Importance 
To Marlboro Losses 


Fair Share Of 
Marlboro Losses 


11X 


2X 

0 * 


18 

2 


I 

38 


15 

69 

< - 

— 27 

-— 


37 

1002 


100X 


nia Slims and 
proportion ofj 
Among RJR b 
Marlboro. 


were almost entirely responsible for retaining such a 
er adult Marlboro switchers within PM's corporate 
s.^VANTAGE uas most effective at gaining 18-24 switchers 


HARLBORO SWITCHING AMONG SMOKERS 18-24 
Avg. per 6 Mo. 1980-83 (1st half) 


Net Points 
of 18-24 


X Importance 
To Marlboro Losses 


Fair Share Of 
Marlboro Losses 
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Virginia Slims 
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- .07 
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Other PM 
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_7_ 



11 
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VANTAGE 

- .09 

Liz J 
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— 4 


Other RJR 
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— 



17 
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All Other Brands 
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46 



46 

tfl 

TOTAL 

- .36 
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100X 
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Produced to Federal Trade Commission pursuant to subpoena 
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NEWPORT VS. KOOL PRODUCT 


.pom^etitive product test results showed Newport Kins and Kool King to be at 
f parley on overall 7+ ratings among full flavor menthol smokers ages 18-24 in 
| However, Newport was significantly more mild/smooth and less 
ng/harsh thAn Kool. 
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KOOL 

Base Site) ’ CT92T" 
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re satisfying! "T'” * 4.16 
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lore harsh . 3.66* 
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[JJ 

lore to |EeL ta^^^ 3.96 
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ess good aftertaste 1 4,03 

rtificlal tasting ^ 3.94 

itter tasting 3.58 
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rns faster 4.04* 


<- 

<- 


NEWPORT 

UbJJ 
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4.33 

3.79* 

3.07* 

4.40* 

4.17 

3.71* 
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3.83* 
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crpretation Note : 

Tf\^^rrow indicates a significant difference between the two products with the 
afroo* pointing towards the product which is more in agreement with the 
a^rt^te on the left. An asterisk Indicates a significant difference versus, 
the ideal. 


Sources HDD 82-21223, 82-21230 
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APPENDIX L 
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Produced to Federal Trade Commission pursuant to subpoena 
$6£S 6 8 US dated June 6, 1997. 

















APPEND!X N 


fmmi 



youncer adult tarcet definition aids 


'SS'Tfe jprarts in this Appl 
adult smoker p| 
^definition. 



summarise demographic differences within the 
Ion which may be relevant to brand target 


*For selected brands, tjhe"ifal|les provide: 



pmm 


\®0? 


tmkid 


Brand share/dev y^ pit^nt by sex, education, race, and sex within race 
^roo HDD Tracke^^^r 1983). Share and development by Income level 
and for educatlL a&^ad hin race/sex have been approximated by applying 
the relative deyelopcent found In the 1963 SDS to the overall develop¬ 
ment shown on 


|l 1ty Indices by demos, from the 1983 SDS, 



- The ^Vi^Jerat^^ty ^Indices reflect the proportion of the brand's 

f«ifi«fle (i|ilillSi demo) which are not core amokera of the brand and 
| would therefore be relatively open to competitive appeals. 


- The Opportunif^^tndices reflect the extent to which the brand might 
I further cspij^pPze on positive smoker attitudes (within the demo; by 
* drawing oorePwf^t^s fringe into Its franchise. 



oth indices ere relative to the Opportunity/Vulnerability of the 
verage brand i|fc^fej#total market. 
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Share In Development 
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Additionally, as smokers age, their rate-per-day increases 

CONFIDENTIAL - FTC DOCKET No. 9285 

— Smokers 25+ consume i$£ttK£fiSii*2i^fi^uanMosubp<*na 

v dated .lone 6, 1997. 
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Produced to Federal Trade Commission pursuant to subpoena 
dated June 6,1997. 
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Pniductd to Federal Trade Commission pursuant to subpoena 
dated June 6, 1997. 
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Pr'iduifd to Federal Trade Conimission pursuant to subpoena 
^ dated June *, 1997. 
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Produced to Federal Trade Commission pursuant to subpoena 
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Produced to Federal Trade Commission pursuant to subpoena 
frEfrfr 68I2S dated June 6,1997. 
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dated June 6,1997. 
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Produced to Federal Trade Commission pursuant to sul 
LZW 68T^ S dated June 6,1997. 
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Produced to Federal Trade Commission pursuant to sul 
dated June 6, 1997. 
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dated June 6,1997. 





4 . BVCiTEMbkIT 


vs 



s ntMees 

- Hwz PoO /Gj*J 2 x-o 2I^ 


1 ) 




0 



« < ■<■« < C. «v i 

^c+vtf-- 5 


« iv^GU ^ 


S-^^A^cXko «S «^g$ ~ 


— SLkaJ ■44*T: 


o * 0 



\. r 

A A V\i^ -> •* .— t . t C 

, •-■•■.*■ *| ”/|?rmA v 

* «•';»» i*-4. iS < ill j iiijn} 6'(11 hLw 


RM0008328 


http://legacy.library.ucsf.ed8difff/to ffiff2fi0tfpdk.industrydocuments.ucsf.edu/docs/lfjl0001 





V, B y c itbme k)j 


0 ~^7~J 






-mm 



w 

— ^u- F- U(3 '/fys j £r X C tTEM iz Aj T **> >w-/' 

" -5 









- ^ -vo Ln/)*J& 0/0 Tti£ EbCiz J7HB L /n }J~ 

^ J-MA&Jti/MC +*,\ 


• # 





nwm^ 




in 

r>j 

b* 
CO 
u> 

**> 

iC* 

if* 

N> 


. :/ tk..;hiwilALo 


RM0008329 


u. 

ir 




rtttp://legacyJibrary.ucsf.ecBfluitto*Qpfl0)ipcHA/.industrydocuments.ucsf.edu/docs/lfjl0001 


Produced to Federal Trade Commission pursuant to 
dated June 6,1997. 
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Produced to Federal Trade Commission pursuanl to subpoena 
dated June 6, 1997. 
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Produced to Federal Trade Commission pursuant to subpoena 
dated June 6,1997. 







V. £ ycn^M efOj - “tub EhaG'' 


— A' 




+ * 



Produced lu Federal Trade Commission pursuant to subpoena 
dated June 6.1997. 







r 


* 4 , BiQ ire filter - 'th-E Bbc,^ 




0 


0 m 




at 

to 

CO 

\Q 

X* 

** 

cn 


\S 

o 

UJ 

LT 


ti v i ^ * «' 



RM0008333 




http://legacy.library.ucsf.ed8flid'/fe®nrtlf{2tfl)0)^pdtv.industrydocuments.ucsf.edu/docs/lfjl0001 


Produced to Federal Trade Commission pursuant to subpoena 
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8tt’^ 68IZS Produced to Federal Trade Commission pursuant to subpoena 

dated June 6,1997. 
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Strong pek^o||^|cc among FUBYAS smokers If CRITICAL to long 
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CHING CAN RE IMPORTANT IN THE N|AR‘TERM 
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FEORTLESSLV YEAR AFTER YEAR, EVEN IF THEY 
1C SWITCHING LOSSES (E*6*, KaRLBORO)* 
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••Similar to the ominous picture painted in the SDS of the 
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If BRANDS THAT Dio IT — AND ilGli: 


^^TJackBIWi's the Harlboro of Bourbons 
t • ^^Wrecied positioning and execution 

• |##ftlSTENT, LONG TERN MARKETING EFFORT 


-H 

< 


BudwI 


•• Turning a big brand around 


*ei 




3 

9 

5 


1 

I 
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>reduced bvJR. 




JD'S SALES CAINS THROUGHOUT THE 1970 '* AVERAGED 15X 6R0WTM «R 
YEAR, MORE THAN THIRLING ITS VOLUME OVER THE DECADE. 



JD ROSE FROM #9 AMONG BOURDONS IN 197*4 TO *2 BY 1979 AND MAS 
SINCE RUN HECK AND HECK FOR Hi WITH JlH BEAM, THE LONG TIME 
MARKET LEADER* 


• JO MANAGEMENT SAYS THE BRAND WAS AFFECTED IN 1985 BY RRICE 
SENSITIVITY 'WITHIN CERTAIN SEGMENTS WHICH HAD BEEN AN 
EXPANDING PART OF THE BRAND'S FRANCHISE** (ItOUOR INDUSTRY 

Marketing, 198*1, f* <i6) 


We suspect that those 'expanding segments* were younger adults* 





I 

t 



U1 

to 

I—* 

CO 

\D 


*e» 

co 

to 
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JD't AGE PROFILE ALSO RESEMBLES MARLBORO'S AND SUGGESTS THAT 
THE BRAND'S GROWTH HAY BE A FUNCTION OF AGING AND BRAND 
LOYALTY , SIMILAR TO MARLBORO OR NEWPORT (WHEREAS JlM BEAM IS 
RIDING THE ON SUMPTION AGES)• 

F%J1and Used 'Most Often* (SMRB) 



_SHARE_ 

BD! 


Jin beA n 

1980 

im 

1980 

1985 

Mjuaa 

41X 

491 

156 

150 

78 

54 

40 

127 

125 

92 

18 

25 

67 

72 

111 

271 

52X 

100 

100 

100 



On a sharePP^Hinks' rather than 'usual brand* basis, 
HeuBLMN DAh^THOWS AN EVEN MORE DRAMATIC SKEW FOR JD* 


< 




SHARE OF BOURBON 
DRINKS CONSUMED 
1982 - 8 * 


1 


Legal age to 34 
55-49 
50* 

Total 


52X 

16 

6 

281 


BILL 

186 

57 

21 

100 


L 


9 

£ 

3 

9 

5 

1 

I 

J 

C 

9 




) 

8 1 
i ii 


tn 

to 

00 

v£> 

*> 

00 

U> 


http ://legacy.library.ucsf.ed8did‘/toffiT|2HD0]tfpdk.industrydocuments.ucsf.edu/docs/lfjl0001 


S-.-10 HOI 




I 




0> 


JD’S TARGET - VA 


JD TARGETS ADULTS, ALTHOUGH ITS ORIGINAL IDEA III 1954 

WAS > HTEHDECy'T q HjAf I TALI IE ON HIDDLE”ACED HEN'S NOSTALGIA RON 
■mom’s APPLI 


It'S 'hank NATE GY HAS ENAGLED JD TO DO EXTREMELY WELL 

AMONp^LL'^il^ED, AFFLUENT 18-5*1 YEAN OLD MALES' ~ 
ESP eilPIt L V qftjE^ E MALES *SY WHOM IT IS PERCEIVED AS A STATUS 
SYMBfti.*^ (|[>Tg 1 8/*4/SO) 


< 
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produced by. R1R 



L 



JD IS TO »E| 
SUP|RPAEMIu| 

(AA 8/4/80)1 


"WE MAVEp 

(JD execL 




A##iPk SJ 

7/2&m 

r H 



AS *the most carefully hade, HIGHEST OUAltTY, 
d op American straight whiskey on the market*' 


If FIRM POLICY OF NEVER DISCOUNTING OUR PRODUCT 

|D in AA 8/4/80)* 

written in 1955 said the Jack Daniel's ihage 

A SOFT-SPOKEN RESTRAINED PERSONALITY THAT 

Because it never seems to try too hard'* (AA 




•|h|y^ade it right in the good old days* 


HTS AD CAMPAIGN CONVEYING THIS MESSAGE APPEARED IN 1954 AND 
^HASN'T MOVED MORE THAN AN INCH OR Two IN 25 YEARS•* (Ad AGE 

J/26/84) 


i 3 

ilJL 

3 

a 

5 


V i . 
O I 

3 li 
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JD WFDIA 


JD 1$ A TOP SPENDER AMONG BOURBONS, BUT IS ABOUT HATCHED BV 2"3 
OTHER BRANDS^ JTS 'SHARE OF VOICE* ROUGHLY EQUALS ITS SHARE OF 
SALES. 

^EXPENDITURES (Hagazike/Wews/OOH) 

C?^ ¥ 

1223 1253 1351 1352 

Hfl) T2T9 t?75 tZ-t t 



Bourbon 

g 




111 

13 


m 

16 


16X 

16 


171 

16 


AGAZIHES, BUT SPENDS MORE 00H DOLLARS THAN ANY 
NUKE ITS COMPETITORS, IT HAS HOT TOUCHED 
L VERY RECENTLY. 


At C' Boll RB f ON 




99 

28 

61 

13 

26 


123D ISM 1982 
ySt 79* 79X 


’4 

•p m 

26 

61 

13 

26 


21 

59 

19 

29 


21 

60 

11 

29 


m 

ii 

65 

11 

29 


JD DOES tUS|-0^ SELECT ITS BOOKS TO REFLECT BOTH ITS TARGET AND 
ITS "TRAGI 

< 

-- Younger Adult 

“ JD PUTS MORE 'PAGES' IN ROLLING STONE THAN ANY OTHER 
BOOK ( 1982 ). 

- The likes of jjArtis , Discover , and Mother .EARTH News, 
which other Bourbons rarely touch. 

-- 'Premium' 

* Double other bourbons' exposure in big business U-g. 
Fortune) and educated upscale (e*g., Harpers . Atlantic )' 

* Law Emphasis on 'traditional.' bourbon vehicles like 
Sports Illustrated or Southern Living. 

- Ho Black books. 



1 
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p B imis 

$ 

^PROMOTIONAL MERCHANDISE# ESPECIALLY CLOTHING# IS A MAJOR ELEMENT 
sslN JO'S HA RKCTJ K&ggKSOGRAH* 



Promo ITEHSp^llARKETED THROUGH THE •LYNCHBURG HARDWARE AND 

General StoPI^^Ihich is headed by a Corporate VP- 


S. VP 

id Marketing 




VP * Brand Advertising 


VP - 'Lynchburg Hardware 
S General Store* 



The ^Lynchbur^ 

FOR yeARABLfli 


SORE RUNS ITS OWN SEPARATE# NATIONAL CAHPAI6N 



IIS 


** •»#•« ** »»IS? 


'msMg 


mm 

JACK OANIH.S 

FIELD TLSTtK SHIRTS 

Ifcfif HI (vll tit I* iMIv »1| HllllCC 

*!»•( »lfS Is »f»l O’ IPMUf l"T t k *'U 

Kitf IM ISOrl* if#lir*t e> I It (l !>#"<! I 
l>*C *.< )t#i5Wslri ## t*r (Ivrll Wide 
v< W > ici , v*')0i cv'tisui rurf •»>ti 
till #Bfl Slip llvill VKIJK CP'P<I N#l»l*l 
*,ip. bvt* te-iir■ ■ *15 v b'lil • ■!>■ a fc ’if 

Sill is S v l tl I IS PC 

«fi'«fi|5 

Wlf till! »MI| Ml IlfNII 

l-»«1 Iwl III I'llHilll NII«4H|**»»* 

Sr-Y mi NIHNR lilt IY\ WVI t* m '• 

I i| M I RW V*<\P'N > 

^ «*><»<• 'PWlAPf Fkl ll| l ^ 



» M«*R *1 , SIM 


W| 


JACK DANIEL’S 
FIELD TESTER CAP 

Hu n I tomlpfUblf ipofliiMU’l P*p< 
cip 8'ici mtiMi" teHffll md iflitiii 
iM( id ib t t*il tuiS »ilK in ell<ul 
“Jici Dii'fVi fw>5 ki'ti* H't* 1 P" 
thf IrpM CvliinlNfl ttt iMIl |0ul fftS 
irip fim i ip! c* tontmiiiem 
Vf H VO poet mctuflti p»st«|t 

»«J Mn3lifl| 

k*l nut ••*** t m <•**■ lw«il ! 
• •••slat r*i iliialrt 1 

Ml |4 *»#4 Iltpi Y\UYIIAI«> UsrMVf Hr I 
S m , i»«* • «|«« %**% H »t MM (»M 

l Iwv, S‘> ’»« »'M a 
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JD is an example of a viable positioning, executed in a 
4non-standard' but authentic and unpretentious way# which reaches 
^A CONSUMERS ^>T ONLY THROUGH THEIR SOWS, RUT RY CONVERTING YA # t 
iImTO WALKING iJgl#i%RDS. THEY STARTED WITH A GOOD IDEA AND STUCK 


INTO WALKING 
%0 IT. 





$ 


Budwe 




Iast, is a story of having TO re-think the YA 


H T*fs%;OING GOT ROUGH. 


< 
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BuDWEJSEA LOST MARKET LEADERSHIP TO HlLLER I* 1978* ALTHOUGH 
THE HANDWRITING HAS OH THE HALL »Y 1976* HMEH IT GOT A %-POIRT 
WALLOP PROH IKLLIR,* 


"O 



BUDWEISER - HILLER 


ittKUi 


- It has ih 1976 that August Busch decided to rite the sullet 
-Land co to work on younger adults* 
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i 



*|N 1976, A*B REALIZED THAT TO CET THE 18“24 MARKET, THEY 
MOULD HAVE TO DEVELOP PLANS IfEC I f ICALLV FOR THIS SECHENT.' 

In 1977i , 


* A MAT I0m *UIT* COORDINATOR FOR COLUGE/YOUHO ADULT 


FIELD-M 



MAS HIRED MITH A IUDCET OF S1HH* 


THE DECIJkLOMJMAS MADE to create separate YA versions of 
Bud's tC^mdio, and print campaiin. 



Evert tear 


MH | 



EACt 


1977 , 

STAFF 


o 

< 






A’B HAS INCREASED ITS YA COMMITMENT, 
AND $ 10 M IT 1984 * 
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.« 0 »MU STEADFAST AND INCREASING COMM ITNINT » IT WAS 1981 *" 3 
TO 4 YEARS •• SEFORE BoD CAUGHT Ml HER AMONG YOUNGER ADULTS* 


REGULAR BRAND USAGE 
Age 18-2N 



But when they did# the payoff was iig* 


1980 im 

Budweiser IS -> 28 

High Life 22 <- 9 




3 

8 

5 


□ 
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VC UPPED ThEIR OVERALL ADVEKtltlMC* 

D 1TI *CMAItE OF VOICE* IN THE INDUSTRY 

minc Hiller for the first time in 1982) 


(Hag/Hews/OOH/TV/Radio) 


mO 1981 1982 1212 19BQ 




BuowEfrfrfrR" ^§t>o 99-0 67*7 10*1*7 9*9 •“>11*7 >1*<*6 >1 

^MilueIF=* IpN 76*0 8M*9 109*0 16*0 18*1 18*2 2 


r N 

rc^*"-"MHPA^SMaeook 

Z |^wv»i«wa^ 

Bu^-v 6 uNGE^^^T AD AWARENESS PER IE WAS NOT THEIR FRORLEH VS 
Hl frjjjj ANI^f^ME SOLUTION TO THEIR PROILEH* 

A 5 §*^AREnIs?i1-2«I REG- BRAND USAGE 18-2** 


KILLER 

HIGH 

LIFE 
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MILLER 

HIGH 

LITE 


Vvv 


• I 4 • » * •* 
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in. 




They keavied up picld marketing and promotions- 

• THEIR LASEL (A YA STRENGTH) WERT O.N PILLOWS# T SHIRTS# 

EVEN Jli 

_pFRrFPTIOHS 18-2*1-— 

bud hiiler H-_U HILLER L1IE 


Attract 



581 


261 


19X 


• CjAM/US | vjw^ # SAB NIGHTS, SOFTS ALL TEAMS AND STREET 

<ES P^lfljHG THEIR COORDINATOR AUTHORITY TO IMPLEMENT 
'IT (WITHIN GUIDELINES) TO CAPITALIZE ON A FIELD 
IlmOST OVERH16XT. 


Ire the YA were, in small as well as lie ways. 
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produced bv RJ RTC 

^ -OS8H *• ^ "SSS 


They didn't reposition the irand# they re-executed it for the 

TOUNCER ADULT MARKET' THEY LEFT THE COFY AND CHANGED THE 
MESSAGE* 





Bud frodu 
STARTING 
IMPROMPTU 
A GIANT H 
WASHED DO^i 
LOOKED Lt 




P*t'NADI 0/ 
TOM ** NO 
t*|ft/LATCS 


z 





EC I At TV SPOTS FOR YA"TARGETED SHOWS# 
urday Night Live with 'Taste Bud* — an 

NG AD WITH FEOFLE DRESSED AS TASTE RUDS IN 
TOSSING RACK PIZZA INGREDIENTS WHICH WERE 

throwing The Product in their faces* It 

OF THE FROGRAM' 


L !YoV Do* IH THE GENERAL MARKET IS TREATED AS 
N INSPIRATION LINE' BUT FOR YA *AlL YOU 
ANYTHING- 


UD COMMERCIAL IS NOT A JINGLE BUT A ROCK 
EAR OLD; POPULAR ROCK SONG/ BUT ONE FROM 
Y HETAL ALBUM ON THE RIGHT STATIONS' 
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Ok tK( ROTTOM LINE# YA PERCEPTIONS OP BUD filfi CHAMte* 

In 1980# Hiller had the key perception! on iti ride* 





Superior Taste 

M3 

•> 

65 

Smooth Taste 

HB 

.■-•> 

69 

Full-Bodied Taste 

50 

-> 

65 

Light Taste 

53 


59 

High Quality 

56 

... > 

67 

Yalui 

Good Value 

37 


<13 

Frequently on Sale 

36 


31 

YA REG. BRAKD SHARE 

15 

-> 

22 
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i_ 



jv 1985,. Bud had accomplished 5 key chancesi 
\» Differentiation op Bud's superiority as a seek with 

, RDMEP TAsKjNOTE THIS IS HOT OPPOSITE TO # USHT # ). 


Product 






Cw> 


: PERCEPTIONS WHICH MEAN '$OOD VALUE 1 



REOARDLES Si Of PR ICE* 


• The side 



OF PEER PRESSURE* 


Ml HIGH Llf£ BUH HlfiH > »PP Ml HHiH.I.IfE 




Ma^^^Ie jM«f 62 <- - 57 

Reguuui Pers^H:..^ 66 63 

SEL.r ConfipeIPisJ 58 55 

‘Pre^We $ 0^1 HA HA 

froD^ouTipE? 54 —> 63 







Superior Taste 43 
Smooth Taste 48 
Full-Bodied Taste 50 
Light Taste 33 
High Quality 56 


Value. 

Good Value 


63 <- S2 


58 <- ' 50 
50 —> 65 

64 <- 49 

33 —> 57 
60 <- - 52 


♦19 C-14 



<3D 


37 

43 

39 <- 

- 30 

♦ 2 

<3D 

36 

31 

35 

30 

- 1 

- 1 

15 - 

-> 22 

26 <— 

- ? [ 

♦11 

3<3E> 
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Bud did n -- leaaned to do !t 
We can do it# too* 

How CAN WE DO IT? 
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HOW Vi CAN DO IT 
BASIE PRINCIPLES FROn HlSIll&X 

tm£ Ya OpPo|n|g^iY Anal vs is, we identified key themes in the 

CCESS10N OF |fjOR>IRST USUAL BRANDS OF THE FAST♦ |N ESSENCE# 
ESE THEMES w| 


Being *1n 



or ‘Out of Tuhe* 


A SUCCESSF 
BRAND SECO 
YAS -jwuufT s 
iiON. 





Lxazt 

RESELL 10US 

W] 

P fil£»TH Sector* 



ST USUAL brand BEGINS TO DECLINE WHEN ANOTHER 
TTER *IN TUNE* THAN ITS PREDECESSOR WITH THE 
TIMES . IN TERMS OF PRODUCT# POSITIONING# OR 


R0‘s UNSMILING COWBOY WAS BETTER ATTUNED TO THE 
ER’CHtlD 1960*S THAN LIGHTHEARTED 'ALL 


BCtOMJNG M 
CHRMCES IN 
WAHTfHAVE 



JR LESS) *IN TUNE* HAS BEEN MORE A FUNCTION OF 
jiNTS THAN CHANGES IN BRANDS* THESE CHANGES IN 
BEEN TRIGGERED OR PROPELLED BY CHANGES IN 
EXTERNAL FACTORS# WHICH: 



" DIRECTLY AFFECTED SMOKER WANTS (E•G* # THE RUSH TO FILTERS 
AFTER THE FIRST SURGEON GENERAL** REPORT IN THE 1950 S AND 
WINSTON) 

” INDIRECTLY CHANGE SMOKER WANTS BY CHANGING THE DEMOGRAPHIC 
MIX AMONG YA SMOKERS* EXAMPLE: As MORE WOMEN SMOKED IN THE 
1940’s, 'female* wants became more important and Pall Mall 

ROSE ON STYLISH LENGTH* # ALTHOUGH IT NEVER CALLED ITSELF A 
FEMALE* BRAND* 

The SUCCESSFUL BRANDS WERE THOSE THAT *CAUGHT THE RISING TREND* 
AT THE RIGHT TIME EARLY* 


TO FOLLOW UP ON THIS LEARNING# WE CAN CLARIFY THESE TWO IDEAS AND 
MAKE THEM MORE CONCRETE AS FOLLOWS! 
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• To BE 1 DEMT|FI ABLE At YA TO YA*S, A BRAND MUST CMBODV 

ILIH£NT*K>AKTS*> WHICH CLEARLY ftlFFFRFHT 1 ATt THE TARGET 


GROUP FR£ 


OTHER GROUPS* 


Thus, to< 
SMOKE R S') i 


rci t YA SMOKERS 18-20 (FIRST USUAL BRAND 
^BRAND MUST TARGET WANTS WHICH ENDUR1NGLY 


DIFFEREN 



YA SMOKERS 18*20 FROM ALL OTHER CROUPBl 





SHOKERS 21+ 
NQNSHOKERS 21* 
SHOKERS 21*24 
NONSHOKERS 21*24 
NONSMOKERS 18*20 



^ • '’DtFFEREN^^^^N DOES NOT MEAN! 


A” WANTS ^OF SHOKERS 18*20 WHICH ARE DETESTED BY OTHER 

.GROUp|^™TkEY DON'T REALLY EXIST AND WOULD NOT ENGENDER 


^^LOYAL 

TRANS 


^ NECES b 

*'*“'THAT IS 



FRIVOLOUS WANTS• 

'EXTREME* proposition*. 

ERENT 1 AT 1NG ELEMENTS — UNIVERSAL WANTS "" 


can't BE INCORPORATED too. 


• Differentiation boss mean: 


- MORE than JUST 'appeal AMONG YOUNGER ADULT SMOKERS*. 

* BETTER DISCRIMINATION IN SELECTING KEY WANTS AMONG MANY 


WANTS, ON A MEASURABLE BASIS* 
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produced b 


Obviously, y^pfiH leverage (on try to leverage) almost 


ANYTH!NC« 



The KET FOfWFloVEVER, IS HON MUCH EFFORT IS REQUIRED FOR HON 


MUCK FAYOFl 





r * 


r Z 



INPUT 


-> OUTPUT 





ThE^LOlIA o< 
OF ^rfAYOFi 


[HUM LEVERAGEABILITY IB TO MAXIMIZE THE CHANCE 

Ithe size of the fayoff. 
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J 





'■o 


• • llR AT LEAST POTENTIAL MOMENTUM (WANTS WHICH ARE LIKELY TO 

tow in The future) 
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For example, a brand could earn YA resentment by leveraging an 

"in* TREND which is ALREADY 'out* - PRESUMPTUOUS I 




i 


t 

I 
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No Meaningful Difference • No Motion. 
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I 



These 5 "principles* 



Differentiation of the Target 

US»» UvERAGIASILITY 

»ful Brand Difference 



RE TOOLS TO G 



OT NAG IC FORMULAS. 




o 



^ro RUT TWTfl TO USE, 

o>!2 C 






o 


i IS ieverageable 

AMONG YA SMOKERS TODAY? 
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1* 11VE8AGE 1M MARKETPLACE TREMDS 

A. Vi»il£/FP 








• In te 


OP CIGARETTE CHOICE, YAS ARE REST DIFFERENTIATED 
f ROM iOTHTl^ SMOKERS IV THEIR AFFINITY FOR FULL FLAVOR AND 

VtRiLLJkdUs. 



Full Flavor 


FIRST HALF 1984 

18* 

50.9 37.5 

50.9 03.0 


ource: Tracker 

k OR 'taste', as a central feature for a t rand 
AfPEAfi LEVERACEABLE AMONG WHITE YOUNGER ADULTS, 

declining. It hay, however, still have some 
meh'tuh ajong YA Blacks* 

_ l&zlk TRAC K ER SHA&E_ 


19S0 

1981 


1983 


CHIk 

53.9 

68-2 

52.6 

67.5 

50-9 

71.5 

52-3 

76-9 

50.9 

76.3 

-3.5 

♦8.1 


This fits with the general performance of Newport vs. 
Newport Lights and Marlboro vs. Marlboro Lights* 


• The Viule concept still APPEARS LEVERAGEABLI, except 
THAT ALL OF THE SEGMENT'S GROWTH COMES FROM MARLBORO. 
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1£V£RAGE.Itt MARKETPLACE TRENDS (Cont'd) 

B. £JEUi 

HI ft YAS, FFll HAS BEEN GROWING, BUT MORE SLOVLV 
YEARS* 

_ TRACKER SHARE 18-29 



im 

1981 

m 1 

mi 

1989..1 

CHS. 

39.3 

39.8 

91.5 

90.6 

92.9 

♦5.3 


trend does rot appear to derive from consumer 

|N *LOV TAR* PER $t> DESPITE CONTINUING IMPLIED 
Y THE FTC, 1/H OF BOTH TOTAL AMD YA SMOKERS 
FROM *AGREE* TO 'DISAGREE* ON THIS POINT SINCE 


^lliow^^uu^ND Nicotine Cigarettes Represent a Major Step 


^,-sfc the Djjectioh of Making Smoking Less Harmful to the 

'UcalPIPttankilovicn} 


c - . IttOM 


Freeing 


18* 


im 

66 

77 


ism 

01 

93 


CBS-. 

-25 

-39 


Among YA smokers, this is clearly confirmed ir 
performance of the Moderation and Concerned segments. 

_TRACKER SHARE..18:29_ 


1979 1980 1981 19B2 1983 19B9tl 


Moderation 

Concerned 


9-6 

S-9 


9-7 

9.5 


9-9 

9.0 


9-2 

3-0 


8-2 

2-9 


7-9 

2.2 


- 2.2 

-3*2 


YA smokers won't buy for product negatives. 
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L 


(Cokt'dI 


In Tom , PIol li i $ s/Menthol has declined severely as a first usual 
GRAND CHOIXE l^ENCE 1977. 

i T” 1 M.oir 


Coolness 
t This 


Btlcft 

AhONS'Whi 
C court ss, 

< 


£ 1SZ6 I2ZZ 13211522 JL21LQ ISiLL 13£2 1221 CH6. 

9 33.5 33-1 30.9 29-7 26-0 24.1 20.7 18-7 
, HOWEVER, HAS OCCURRED ONLY AMONG WHITE YA$. 




1980 

1981 

198? 

1983 

imj. 

Chg. 

23-i 

21.4 

20.1 

18-1 

18.2 

-4.9 

71-3 

72-8 

73-0 

72*1 

72.4 

♦1.1 


, THE MOVEMENT HAS NOT ONLY SEEN AWAY FROM 
ENTHOIS IN GENERAL. 


1980 

im 

198? 

1983 

lmi 

Chg. 

23-1 

21.4 

20-1 

18.1 

18-2 

-4.9 

31-5 

31.5 

30.6 

27.7 

27-7 

-3.8 

the Coolhess/Menthol 

LOSSES 

ARE GOING 

TO 

1983 

SDS, 94X 

of all 

18-20 

NON-MENTHOL 


Coolness 

Menthol 


Marlboro. Ik the 1983 SDS, 941 of all 18-20 non-menthol 

smokers ARE NOW SMOKING MarlBORO, USED TO SMOKE MARLBORO, OR 

list Marlboro among their 3 favorite brands. The long-term 

TRENDS on UFO ARE MIRROR IMAGES (DISREGARD LCVtl). 


im im 1221 im 122s nsa 1m ia&2 mi ctik. 

Coolness 32-9 53-5 33-1 30-9 29.7 26-0 24.1 20-7 18-7 -14-2 

Marlboro 34.3 33-6 32-6 34. B 36-4 38-4 43-2 46.7 50.9 «-l&.(> 
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L£y£RAG£ IN MARKf TPiAf.r TRFHPf? (Cont'd) 


• Ahonc Black YA, Coolness it holding it* own, iincc Root's 

lOStlt ARE ICING OFFSET *V NEWPORT ... 


AN^ MtlkTMOL^ 

BlaBP'YA. 


CoOLNFW 

Menthol 




1980 

mi 

198? 

mi 

mail 

-IKS: 

3^4.6 

50-8 

27.9 

21-8 

17.2 

C-17^ 

18* b 

22-A 

27-7 

36.* 

38.6 

| +2CM) J 

17.2 

19-2 

17.3 

13.6 

15-9 

- TJ- 

71.3 

72.8 

73.0 

72-1 

72.A 

♦ M 

RE 901 

OF THE 

MARKET, 

1 • E», 

differentiate 


1RACKER 

SHARE AGES 18-?* 


1980 

1981 

19B? 

mi 

198* 11 

Chs> 

71.3 

72.8 

73.0 

72.1 

72.9 

♦M 

88.$ 

89.7 

91.5 

88.9 

93.8 

♦5.2 
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1* * 2* &I1QH61 Nfi AND BEING DIFFERENT (CONT.) 

fllBVAS VS. 






o 

z 

< 




r ^ 

5 ^ 


GROUP IDENTITY 




Close FRIENDS 





JLLFJIRENT i 


Bung different VIA 
the GROUP 


WHO ARE WE 


aauHEns 

£ELOHfilM6 » 


A FEW CLOSE FRIENDS 

Opposite sex 
The broader society 


MING DIFFERENT ! 

t 

Being different as 
an individual 

DEVELOPING SELF- 
IDENTITY (transition) 

who An i 
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3. 11EWARD STR1VIHG 

• What do FUBYAS MEAN when they talk asout this heed 




SuccessRelates to TODAY 

W 1 



D PASTY 

up' in front of 

ANG 


'Z LfoTN^RASEQ-tTOSAr/ 



OST POPULAR 
OST ADMIRED 
RjtMNG THE 1|C WAVE' 


animus 

Success relates to TOMORROW 


• ASP-I&ATIOHAI success 

— 'Making it' 

-- Jos, CAREER SUCCESS 

— Good, 6reat income 
-- Developing potential 
— Meeting goals 
-- Mice home 
•• Many 'things' 
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5. UPWARD STRIVING 

• MARKETING RELEVANCE 

—■ UpW>R^T»IVIN6 MOTIVES AND THEREFORE CUE* AND BYHBOL* 

RElfim? TO TOMORROW ARE NOT RELEVANT TO FUBYAS 


Yanielovicm data suggests two forms of FANTASY hay be both 
di^t||tcntiat t no and LEVERAGABLEt 




o 

< 




ape into IMAGINATION 


GOOD OLD DATS 
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(CONT*) 



(ReSPONSIVENESS TO FahTABV) 


NCLINATION TO DEAL WITH Lift BY ESCAPING INTO 
MARION DIFFERENTIATES FUBYAS NOTH FROH OLDEN CHOKERS 
iad non*shokiho peer*. 




jO 


"O 

<v 

W; 




O 

z 


*■- An 


Versus 


Into Imagination +40 



Versus 


appears to se PARTICULARLY LEVERAGEABLE BECAUSE IT 
I S '■ GROWING* 





1Q7Q«1081 

X 


I3E1--19B3 

X 


Escape into Imagination 


*> 54 



SOURCE: Yankelovich 
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3. »PM*»h STB1VIM& (COKt.) 

• The GOOD OLD_DAY£ (New RohantiCUH) 

i 

IeONEE to WHICH FUBYAS FIND ROMANCE IN ?ME LWUAil Of 

^thi^Good Old Days* highly differentiates then from olden 
!*$• 










ia-*Q SwotLLN Met Agree Y.S- 1B» SnoMM 

l 


Old Dayj # 


♦ 29 


view 
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I 


<- 


switchers 

- HAVE FUN SELECTIVELY 


• Select activities of 

INTEREST 

• Develop expertise 

• Pursue in allocated 
leisure time 

• Switchers fUH is * 

SIGN OF SWITCHERS 

SUCCESS 

-- Shows you're 
•maxing it* 



•I 

I 
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• The em he to live on * THE EDGE' not only DIFFERENTIATES FUBYAS 

MON ppH^SHOKEAS, JT ALSO APPEARS TO >1 A PARTICULARLY 
lEVERi&ABfel IDEA, I •!• , IT IS SROW|N*. 






FOB VS* SWITCHER 





pz*"* n > 

r ^ v£ | 

v Siahd 

i—&*NU fe 




TAKE RISKS 

ifr Oriented 


IN A CROWD 


^WnaAic 

Asonbij 


PTS*. 

♦ *G1 

♦ *36 

♦ *29 

♦ *31 

♦ *3S 

♦ *27 

♦ *27 
.30 


Km 


FUBYAS GROWTH 


...pisj- Km 

♦ .61 1 

♦ .47 3 

♦ .42 4 

♦ .38 5 

♦ .35 6 

♦ .34 7 

♦ .32 8 

♦ .26 9 



• "TheN^H^ IS NOT UNITED TO BACHO/PHYSICAL DAN6ER CONTEXT ~ 

'The Edge' is an ihage, ah idea, and can apply to clothes, sex, 

DRUGS, LANGUAGE, CARS, ANY WAY YOU CAN 'TAKE IT TO THE LIBIT. 



SOURCE: SDS 
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SEX (COHT*) 





mg Reievahce 



~ M-iERM. ATTITUDE! TOWARD SEX CLEARLY DIFFERENTIATE 

I " <s §r 1 


FROM THEIR HQH*SHOKI NO FEERS*•»THEY ARE TWICE 
E WITH THIS VIEVFOINT» 




NET AfiREEH rNT/DlSAGBCEHEHT 





5 £ , 
C 




Sttoum 

X 


NaH-Snoum 

X 



L SEX ATTITUDES 


29 

17 


15 

-2 


SOURCE: 1981-1983 Yamxelovich 
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84M03152 
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cc-Dtrj nn qd lti f 





s. £E 1 

• J 





“D 

CJ 

3 

'"S 

£ 


For ex 





Quoth 


ftHALLS 

18-2* 

25-3*t 

55* 



Share 

RDI 

4-6 

149 

J.) 

120 

2.4 

78 

5*0 

100 


10/22/79: 


y ^OVAN.fcw^MI FIRST COMPANY TO RREAK INTO TNE U*S» 
( ">“RAGRAl*e*“PMRI(ET SUCCESSFULLY IN 15 YEARS* INDEED/ 


FRAGRA 

’<Jovam'| 

InfcgpUST 


it MERCHANDISING TECHNIOUES HAVE TURNED THE 

ITS EAR. 


~VKUC l&iksM COMPANIES MAY ONLY ALLUDE TO A USER'S SEX 
appeal * Jovian spells it out with copy on dottles* 
PACKAGES* AND ADVERTISING DESCRIRING HUSK OIL ASl 

• 'PASSION-AROUSING' 

• 'Erogenous* 

• 'Animal-like* 

> 'Aphrodisiac* 

AND UUST A PLAIN 'TURH-ON.* 

'This message appeals to the under 25 crowd,' says an 

INDUSTRY ANALYST. 


SOURCE: 1983 SHRB 
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SEI (coht•> 

• Hsi ■selected .maim tabqitep .t.q . FUBYAS mi 

For ixJh! 




r N 



T-l 

EX 

Huj 

deI 




ARE SO POPULAR BECAUSE THEY ABE FUN, SELF* 

VE/BADGES. 

THE CLASSIFIED AD SECTION OF ROLLING STONE IS 
to T-shirts with *sayinss>* A few tame onesi 


• Uptime it's love. Next time it's 120* 

1 

• HT$W CAN ! LOVE YOU WHEN YOU WON'T LIE DOWN. 







||NK ] COULD FALL HADLY IN IED WITH YOU* 

A LINE TO A BRAND WOULD, OF COURSE, TAKE A 
T LINK* HOW ABOUT! 

a CAMEL 7-snirt — HANNA HUMP? 

— ONE HUMP OR TWO? 
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5. 


££I (cont.) 



• lkt-SJHE LEARNING DEPTHS IVELV 


E*|IN HIND THAT SQUEAKY CLEAN LOOKS sood to us 

“T" 1 

“- : -'i OUT-O^'SYHC WITH THE FUBYAS VIEWPOINT* 


It pI^ilsfELY to »e seen by them as NOT speaking to them, 

Wlto&lfSTANDING, NOT NELEVANT TO TKE1R LIFESTYLE- 
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• ALL OF THEM KEF HEEDS ARE ENORMOUSLY INTERTW1NED* 


-- You HA\p~ sei| THE inseparable relationship between the 
need t4#««G and TO BE DIFFERENT 


■” And mov 
TO EACK 


G AND TO BE DIFFERENT 

eeds for SUCCESS, EXCITEMENT and SEX relate 



o 


THE 0m ,T SECTION, YOU WILL SEE HOW THESE LAST THREE 

tiJP#%eldncing and Being Different. 


A FffiTtONCI 
int'er^lati 




AS CAN BE CAPTURED FROM THESE NEEDS AND THEIR 
S TO SERVE AS READY-REFERENCE GUIDELINES I 


For the FUBYAS what is CRITICAL in 

J* TODAY, NOT TOMORROW 

2* STAYING YOUNG/not in the rut 

3* ON THE EDGE, not the middle ground 


see things through their eyes, not ours. 


http://legacy.library.ucsf.ed 8 fliil'/fe®nrtlf{ 2 tfl) 0 )^pdiv.industrydocuments.ucsf.edu/docs/lfjlOOOl 


VO 



U1 


U) 

w 

c 

fi oo 


fi 


84M03156 








flir p Efctni-iAT-iMiiJLLlHlH The fUBYAS 6RQUE 


• FUBTAS ME 101 ONE HOMOGENEOUS • HOUR 



EWS, SECAUSE THEREIN LIES DIFFEAIHTIATION AND 


HAT FUBYAS KNOW ARC THEIR SOCIAL GftOURS* THESE 
elv KNIT BUT HIGHLY LABELED sus-societies FROK 
RAW THEIR IDENTITY, i.k», »y BELONGING to THE 
ig the grour TO BE DIFFERENT froh other younger 
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JUimmilAllM V1THIH the FUBYAS iRQUg 

• MHY-AHD-il0N_AR£-TH£SE_SoCJAL_6*PljrS POTEWimiY U«flfl..TO 

IN 

MARKETING ? 


— These 





fork a SPECTRUM 


• REFLECTS ATTlTUP IN AL STANCES OR MINDSETS 

to^ieuBEAUNG WITH LIFE/NITH NEEDS 


FrWvERY CONSERVATIVE to outrageously extreme 


ION TO PROVIDING a SPECTRUM OF MINDSETS RELATED 
TO WE FIND THAT THE RESULTANT LIFESTYLE CUES AND 

SYiOTPAAE ALSO DISTRICTED ACROSS THE SOCIAL RROUM 
IRECTRWi 


‘^m.TIES 

- mmk 

- Dress 

* ProDUCT/bRAND SELECTION 


• )N NET, THE SOCIAL GROUPS SEEK TO DIFFERENTIATE BETTER THAN 
DO DEMOGRAPHICS*. 


— FUBYAS MINDSETS TOWARD DEALING WITH LlFE/w|TM NEEDS 

— The nature of their needs 

— The resultant lifestyle cues and symbols 
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• CAUTION 



The individual FUBYAS it mot a perfect stereotype* He/ski 


DOES NC 


1ST PURELY At A HEHIER OF ONE# AND ONLY ONE/ 


tOC1 AlLcROWP — ANY MORE THAN A WINSTON SMOKER FITS THE 


VirileI 


PERFECTLY ON ALL DIMENSIONS* 


c* 



-- Noneti 


-Q 



T3 



«*=p« 



< 



m THE FUBYASi 

Classifies others into the srours 

WHAT HIS 'MEMBERSHIP* IS 

i 

^attitodinal ano behavioral self- descriptions 

flipORT SOCIAL CROUP CLASSIFICATION* 





S4M0M59 
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FUBYAS EQUAL 6R0UP SPELIAUfl 
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EXTREME 


• « 
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un CD_ $ tn CD ujpiui 
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£umi^flciAu&&Que: .&EECUUH 



A FEW 1*SHUIT V4*6S WHICH SEEK TO CAPTURE THE FEELlNfl OF THE 



SOCIAL GAOS 



GoodySIwodiesJ 




- o 
5 z 

f > AER*<^ 




Rockers 


PUHKERS 


Ii«lEIJLU6 


(Goody Goodies are boring* 
T-shirts aren't.) 


It's not whether you win or lose* 
It's mow you LOOK playing the 


It's important to have beliefs* 

I believe I’ll have another beer* 

If you love something* set it 
FREE. If IT doesn't COME BACA TO 
YOU, HUNT IT DOWN AND HILL IT* 


Burnouts 


Time flies when you don't know 
what you're doing. 
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fijsYAs social mm sprci iitt 





Mow JHI GROB^TOl *»ruiT FAf.H OTHER 



-* Group* 
groups 



IfORHING end of scale view K0NCOHFORHIN6 
ISTASTC 





ONF KG GROUPS TEND TO RESENT CONFORMING CROUPS 


r #^pHON| 

-The | ? s t * -• Don't have to struggle for things 


z 

< 



-*Rt OROhiielgND TO ADMIRE THE MOST NON-CONFORMING GROUPS 


• Not what croup DOCS 
c But what behavior represents: 

-- The ‘cuts* to not conform 

-- Not being saddled with any sense op responsibility 
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fUBTAS.SQUAL GROUP SPECI&im 


• Why are Fu lT& Sdso wrapped up »n fads/trends? 


• Fads l mjips Jre VERY IMPORTANT to then in several ways 




They klLJUciniCAL to each group's IDENTITY 

SEA** A$ CUES/SYHBOLS 


T GROUPS HAVE CREDIBILITY TO START CERTAIN 
TRENDS 



Fads 


clothes — Preps 
booze -- Rockers 


DS HELP SATISFY FUBYAS NEEDS! 


t To BELONG Ifi THE GROUP 


• To BE DIFFERENT JLLA THE 6R0UP 


« For exciuhent in being m on a trend 


• For success in showing you're in oh a trend 
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fADS/TREHDS -■ HOW DO THEY START/fiBQK2 




Jwt Difftisj lklrECHANisn -- Se e p a hp Spb s a b 


1* Seed 




S’^teRT S WITH SMALL CROUP 


Q 

2 



Became or: 


y Economic r actors 

- F~S 0 CJ AL CHAHGt 

- {- Iem^ sraphic mix Chamois 

-K“B>EOUACY OF PRODUCT CATEGORY ALT IRMAT IVES 

— Desire for the new, the different 


• At THIS STAOE--CALLED A BUZZ 


s Example: Mohawk haircuts ih the Village 
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FADS/TREMPS (COHT.) 



2* Sync a 




• ToWmn momentum-must be ficked uf *y LEADING 

edge/Either groups 



• Cai 


MOSSING OYER 



PEftMAFS SOFTENED, MODIFIED TO AFFEAL 


T ►* VAte^NS OF THE MOHAWK, UPTOWN 


£ 




Cl^K» ADOFTS ONE/HACAZIKEI SHOW THEM 


• ThP?IP>ECOHES THE FASHION 




• FlHAL STEF - ADOFTIOH ST THE MASSES 


— Makes it in Kansas City 

— The 'buzz* has moved on. 
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Thus, though 

ONS1DEA A ME 
LEAST ONE GRO 


FOR AH ESTABL 
IFEND OH THE 





FAfiS/TREMDS (COMT.) 


ID MOT TARGET A BRAND TO PuMKERS* OKI HIOHT 
IDEA tN LIGHT OF WHITHER OR MOT THERE IG AT 

Ire the brand could first 'seed*' 

BRAND, ITS ABILITY TO START A MEW *BUZZ* MAY 
GE IT BRINGS BACK FROM KANSAS CITY* 




^mvwViWiWw'l 

'CCOKVa*. 



k_L 
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BRftHD ATTITUDE 


IE ABILITY TO PERFORMANCE DEPENDS OH THE ATTITUDES AHD 

n 1EFS THAT Sf«*ER% 18-20 HAVE about cigarette brands. 



• Does Has 

*love 1 

SIMPLY 


* STRENGTH IN THIS SEGMENT MEAN THAT THEY 
INK THAT IT IS THE *EE5T BRAND* > OR DO THEY 
IT 'BECAUSE EVERYONE ELSE DOES* (WHY HOT?) 



<■ 3 

lorokCo.viv.viv; - ' 



• ; r Nlf^ DO 


KEyAtE WINSTON OR IS IT SIMPLY IRRELEVANT? 
OVE OR HATE CERTAIN BRANDS? 

THINGS TURN THEM ON OR OFF? 




http://legacy.library.ucsf.ed8fliid'/fe®nrtlf{2tf))0)^pdtv.industrydocuments.ucsf.edu/docs/lfjl0001 


84M03172 

- ^ 



MAHD ATTITUDE 




18-20 ARE AWAKE OF CIGAKEtTI ADVERTI * IMG—MOW 
oned'* Brand percept ions are more likely to come 
SEC- 

CIGARETTE GRANDS ARE NOT EXTREME IN HOST CASES 
RE NEITHER LOVED NOR HATED- ThI* SEEMED TRUE 
BORO* 


The only AfmufibEs that were strong enough to slock a brand were 

USUALLY FRO^ 5 DRIV£N--*TKEY ARE REALLY ROUGH BECAUSE THEY RE 
NOT-EILTE ' 

TASTE LU 
TOSfttfTUR 



l OR 'they TASTE LIKE STALE HaRLSOROS*, OR *THEY 

n*. This may mean our product perceptions need 

AROUND — AS BUDWEISER'S WERE. 


The MOST SENSITIVITY WHEN IT COMES TO IMAGERY IS LOOKING PHONEY 
--OF TRYING TO BE MORE THAN YOU ARE, SOMEWHAT LIKE THE ROCKER'S 
ATTITUDE TOWARD PREPS* 

Respondents tended to associate brands with their sroup 

STEREOTYPES AS FOLLOWS: 

s 'Prep' Brands: Players, V* Sums, BlH, VANTAGE, Newport* 

• 'Rocker' Brands: CAMEL, WINSTON, Marlboro, and Kool* 

Otviohsly, Marlboro was 'accepted' in all groups* 


9 

JL 

3 

3 

5 

n 

i 

3 


i* 


<6 

* 


^wt<,_>)?;, 
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!• Marlboro c 


STRENGTHS 


AND THEY Dj 


There are 






BESattEVANTT 
SUCCESS S til 



It^Ttpc 


SAitCT? fcu 



attacked* They do not have insurmountable 

iGERY — THEY SHORE IT BECAUSE EVERYONE USE POES 


EE VIABLE* ATTRACTIVE ALTERNATIVES* 


OPPORTUNITIES TO USE NONTRADITIONAL CHANNELS TO 
®^|h THE 18-20 SMOKER MARKET — TO REACH THEM* SNEAK 
^LANGUAGE INCLUDING THE RIGHT SYMBOLS AND CUES* AND 

ifus is the heart of the Jack Daniels and Budweiser 

Ljfs^ AND NO CIGARETTE COMPANY IS DOING IT ~ AT LEAST 


0 IMPROVE PERFORMANCE WITH CAMEL* WINSTON* AND 
HAS DIFFERENT STRENGTHS AND WEAKNESSES* 




CAMEL — Tends to receive more positive comments than our 
OTHER BRANDS ALTHOUGH ITS NON-FILTER HERITAGE IS STILL 
PROMINENT. IT'S STRONG VISUAL IDENTITY HAKES THE BRAND 
INTERESTING AND LENDS ITSELF TO SPECIAL PROMOTION. PEOPLE 

notice CAMEL* While its non-filter suggests product 

NEGATIVES* IT DOES FORM A SOLID LINK TO AUTHENTICITY AND 
PRODUCT DUALITY ** ITS ORIGINS IN THE 'GOOD OLD DAYS' IS NOT A 
NEGATIVE*. 

KINSTON/SALEM -- Ignored more than hated* These brands carry 

THE BAGGAGE OF BEING IN KANSAS ClTY FOR SO LONG ... AND THE 
USER IMAGE ASSOCIATED WITH THIS* ThE BRANDS ARE SIMPLY NOT 
VERY IN1ERESTING -- PACK, NAME. ETC. THESE ARE SEEN AS CLEAR 
t’i SRAN 11 S WITH PRODUCT Nf GAT ! VET. 


S4 MO 3174 
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» 


ThI ABSOLUlfcsioTTOK UUE IS THE HEED FOR 




!• StOMPfjTHENT 

U* JMAyHATlVE STRATEGIES AND EXECUTION. 


QUOTES WERE TAKEN F ROM THE 'EXPERT WORKSHOP* IN 
EVERYONE IH THE ROOM SMILED AND NODDED* 




■n 





ENT COMMITMENT 


**“*111 TI^AUiWMAV) N6 SOLD AUGUST &U5CH ON THE NATURE AND THE 
BRISKS OF YOUNGER ADULT MARKET ING, HE COULD NEVER HAVE 




)und Budweuir. You just can't do it without the 

i TOP MANAGEMENT.* 


MlDDlE MANAGEMENT COMMITMENT 

'The problem when you have a good idea for the younger 
adult market and YOU HAVE TO GO UP THE channel for 
APPROVAL IT GITS WATERED DOWN VERY CUlCKLY* EVERYBODY 
WANTS TO TAKE RISKS AND BE THE ENTREPRENEUR* BUT WHEN THE 
Brand Manager's job is oh the line because he's got to 
SELL A CAMPAIGN TO AUGUST WHERE YOU'RE GOING TO THROW BEER 
AT PEOPLE — HIS PRODUCT > YOU'VE GOT TO KNOW AUGUST BuSCM 
-- YOU START TO LOSE THAT RISKING ABILITY INSIDE* THE 
IDEAS GET WATERED DOWN AND THE COMPANY FAILS AT YOUNGER 
ADULT MARKETING*' 


S4M03I7: 
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• Junior level commitment 



'Once Augi|*t Busch really showed he was committed to 


YOUNGER APUCyd 
AFRAID TO pilHE 

there rut sfeofi 

| 

IDEAS FOR 

They're th ? e on 
MARKETING ^r^ l 
AT A HIGH |lP§iP 
TO THE tokmm 


ARXETINC, DOORS OFENID UF AND NO ORE WAS 

If with ideas. Before then* the ideas vine 

f WERE AFRAID TO TALK ASOUT THEM. THE 

Market often come from junior feofle* 

^ WITH the energy to fut into field 
' THEY don't have THE CREDIIILITY SO SOMEONE 
|EL MUST RELIEVE IN THEM AND GET THE IDEAS 

it.* 



NEt^ 



ACHIEV 



I THE FWESOURCES| 

amflT, the Bud* 




FLE/O 


Jg*. 

< 


T»AT RIG FAY-OFFS MAY TAKE 5 OR 4 YEARS TO 
RESULTS* A SOLID STRATEGY IS NEEDED AS WELL 

a >LEHENT IT AND MONITOR ITS PROGRESS. FOR 
PROGRAM HAS GROWN FROH 1 MAN/$1M TO 18 





: H 
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U 

H 

fig 






There are 

DETERHINII 


RESEARCH fS NEI 


ISSUEt/TRENDS THAT MUST »E CONSIDERED I" 
REST DIRECTIONS* IN SOKE CASES# FURTHER 


]. t M £ C|iliiis SEGMENT (ANt MENTHOL*) SEEN HEADED FOR 

IKEV, ^§yyP Ecl,, * E * share* The business that is left 

V 1 LL Ilrt|f7;NCAEASINGLY BlACR* 

?^^EPS|i^'T SMOKE " THE MARKET IS L1 KELT TO BECOME 
%J®^CRlPM^V ORtENTED TO THE VALUES OF HON-COLLEGE 
Raa^sMOKEfe^^CKIRS’ THE SOUEAKY CLEAN LOOKS WILL RE OUT* 

r Ha <0 

V^«ARLRig#?S THE KEY TARGET WITH NEWPORT REINS IMPORTANT 
'^^'FOR ^HTwil PRODUCTS IN THE BLACK SUBGROUP* 

4*^1 N H*|ll ass&jl ir. ie YOUNGER ADULT SMOKERS# THE CRITICAL 
/^REAClIfcMfcdfe* 'HEY# THEY'RE TALKING TO HE** THIS SUGGESTS 


■- THAT >||bl| POSITIONINGS AND EXECUTIONAL THEMES MUST 
^^ORE j™N|jUST 'APPEAL' TO YA# THEY MUST APPEAL TO YAS 
IN A WAY THAT 'DIFFERENTIATES* THEM FROM ALL OTHER 
GROUPS AND DIFFERENTIATES OUR BRAND FROM ALL OTHERS IH A 

heaningful way* 
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Execuiioii (comt'd) 


OR DETERMINING EFFECTIVE STRATEGIES NEEDS TO 
0- KEV PROBLEMS MUST BE OVERCOME! 

TAT 1 ON BY DEMOGRAPHICS* SEGMENT* OR CATEGORY 
DEOUATE BECAUSE SMOKER MINDSETS 60 BEYOND 
UHDAR1ES* 

INS AGAINST 'DRIVING MOTIVES* —’ BELONGING, 
NCE* UPWARD STRIVING* EXCITEMENT AND SEX — 
PROBLEMS, SINCE THESE WANTS FORM A TIGHTLY 
DLE TO 18-20 SMOKERS- IT IS SOMEWHAT 
^AL TO SEPARATE THEM — TO PICK ONE AND 
VIOLATE THE OTHERS* 

T OF AN EFFECTIVE STRATEGY HAY BE AS MUCH THE 
AS THE MESSAGE " FIELD MARKETING* SPECIAL 
ETC.* AS OPPOSED TO MAGAZINES* 

wr’misf CIRCUMVENT THE PROBLEMS THAT MAKE BOTH RJR 
AND OUR ADVERTISING AGENCIES INCREASINGLY OUT OF 
TOUCH. As YOUNGER ADULT SMOKERS BECOME INCREASINGLY 
NON-COLLEGE AND NON-PREPPY* THE ATTITUD1HAL GAP 
BETWEEN MANAGEMENT (EVEN AT LOWER LEVELS) AND 18*20 
SMOKERS IS LIKELY TO WIDEN* THIS MAKES IT HARD TO BE 
CREATIVE AND IMAGINATIVE IN A RELEVANT WAY* 
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(coht'd) 


CreativePand imaginative executions will »t the «v to 
IMPROVI 0 RMANC C * 


RJft's CK^ULIJ|p in addressing this issue probably lies in 
(STAHlsfffiinrHC RIGHT PROCESS RATHER THAN SIMPLY CREATING 
IfECIIIf’'^- ‘ triONINGS AND EXECUTIONS* 


>CESS I 


AUC ItOlENOUGH SMOKERS TO ENSURE THAT ME FIND A RE LL 


UP WITH A ■common hind-set' WORTH PURSUING. 

! 

jPEC IF IC 18-20 SMOKERS WHO ARE PART OF THAT 
HAVE INSIGHTS AND JUDGEMENTS ABOUT PEOPLE 

ke them. Use as a panel to help provide 

| FEEDBACK AND DEVELOPMENT EFFORTS ••• 

IG, PRODUCT PROMOTION, ETC* 



r ^dent i^^ 

VHP 4re.,^J 
CONT ENUOU ! 

^pvclffifi 


R^CHQQ StE^ftg AUVE PROFESSIONALS (AGENCY OR OTHERWISE) WHO 
r rUa?It(PthE TARGET MIKD'SET AND CAPITALIZE ON 6R0UP 


DYNAMICS BETWEEN THE EXPERTS AND THE PANEL* 


• USE THE RESULTING SYNERGY TO BE CREATIVE AND IMAGINATIVE 
WITHIN RJR MANAGEMENT GUIDELINES* 



n 

u 


t-n 
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(CONT’D) 


There are reP^ai''general guidelines that should »t 
CONSIDERED I IT ANV®EFFORTS TO ADDRESS SMOKERS 18*20* 


• Use full Strategies — draw consumers to the grand* 

Avoid Feel free to se a little irreverent 

ABOUT THE^teA^?* 

Is Pat, JNST ^^m NAL ADS LACK APFEAL* BE CLOSER TO THE 
RactffPf DoUPPHaSE A TREND THAT HAS ALREADY HAPFENED* 



IS CRITICAL BUT PRODUCT SELLS DON T WORK* 
OLUTION FOSITIONINSS* 


rK ^VOID FRCi^^^OLUT ION FOSITIONINSS* 

r K 

s^-foN'T be $ 0 ™? For example, ensure executions have 
^•in ternal unte ^rity in terms of preppy vs* rocker looks 

' MO ACTIVITIES^ 

C jW 

%jorA void fr|^ *kscounting tactics* 

S ’TIXke THE IW^It 1NG FIT ♦ ♦ • 


1* TODAY, NOT TOMORROW 

2* STAYING YOUNG/not in the rut 

3* ON THE EDGE, not the middle ground 


SEE THINGS THROUGH THEIR EYES, NOT OURS* 
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lfVFRAGg in B Ai&LLELAUL TREMM CCoht's) 


In SUHHA 



• T#t§||<JpES NOT APPEAR TO BE POSITIVE LEVERAGE AH0N6 WHITE 
Yfe SHOWERS OK EITHER FF (*TASTE*> OR FFLT (*10W TAR*)* 


r^Wt/MFKTHfti /FF PROPOSITIONS STILL MAY RETAIN SOME 
P OSI T I y E L EVERAGEAS I L I TY AMONG BlA£& TA SMOKERS* 




o 

z. 
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DECADI 

YEARS 


Male 

Fehali 


SHORERS SLOWLY SAINED IMPORTANCE OVER THE LAST 
ll^HAVE HELO EQUAL WITH VAS HEN FOR NEARLY THREE 




^Ihis 

T f A r r U 


FEHALJ 


*— 

HlSTO 

^Jrand 



jiii im mi im mi xau xss.au 

3 4 52 52 52 50 50 50 

6 48 48 49 50 50 50 

^.EAR WHETHER YA FEMALE SMOKERS WILL CONTINUE 
SROVTH SECTOR, SUT IT IS UNLIKELY THAT THEY WILL 
IMPORTANT THAN KALES' 

P^foT, HOWEVER, necessarily imply a demand for 


ANALYSIS SHOWS THE MOST SUCCESSFUL FIRST USUAL 
SEEN DUAL'SEX* 


YAlffrfmH DATA FROM 1975-80, COVERING 18 TYRES OF 
PrM^ SHOWED THAT THERE WAS LESS INTEREST IN HALE/ 
FEMALE BRANDS OF BEER, CARS, AND CIGARETTES ("THE 
CONSTANTS IN LIFE*) THAN IN ANY OTHER OF THE FRODUCT 


TYPES. 


"Believe There Should Be Different Products for Wen 
and Women" 


Acre* 

s 

9 


Beer 

Cigarettes 

Cars 

18 Product Av6- 


It does imply that females and their key wants must be 
GIVEN FOUAL attention in YA marketing- 


http://legacy.library.ucsf.ed8did‘/to ffiff2fi0tfpdk.industrydocuments.ucsf.edu/docs/lfjl0001 


IMMO? 1 33 


produced by RJRTC 



<CONT'D> 



• The |rIat iet differentiation of smoking among younger 
ADUL T* arrears TO RE THE COLLEGE/NON'COLLEGE suit* 
RJR QfujS NOT AVAILABLE* BUT TWO OUTSIDE SOURCES 


in 198$ 




1982-8** 


New jMfllki 

o Z 

HSfo 

j^r |mw 


StMNQNS 


HSfoFTIst 
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(Cont'd) 


(CONT'D) 


» $E#|AAl^*OURCES SUGGEST THAT TMI* GAP HAS BEtH 
W 1 PEHTNG STEADILY* 


• Ya | 
\4 


flCM SHOWS THAT NON-COLLEGE YA SHOKlB 






HS^^^ss 



CE 

MAS BEEN 

GROWING BY ABOUT A 

POINT A 



1980 

1981 

1982 

1983 



(79-81) 

(B0-B21 


(82-89) 

Ufa. 

SS 

701 

721 

731 

731 

+3 


30 

28 

27 

27 

-3 

cc 

1*4 

13 

13 

12 

-2 


PLIES THAT INCI PENCE IS NEARLY TWICE AS HISH 
E N0N*C0LL£6£ ANO ALSO A GROWING SAP* 



18-2*1 Total 

HS OR LESS 

Past K$ 

In College 


1983 
(82*841 
100 
125- 
67" 
58 


1*9:1 


On NFO, it appears that the gap is similar at ages 
18-20 AND HAS SEEN HOLDING OR SLOWLY EVOLVING FOR A 
DECADE* 


INDEX 


mi 

V* 

© 

20 Total 

100 

100 

N 

* 

HS 

131 

185 

e 

CCLLECI 

63 

57 

W 

W 

© 
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(Cont'd) 


(CONt'o) 



$ In t| 



IP IMAGERY, 


M DATA INDICATE THAT COLLEGE IS NOT A KEY 


i OF THE HS'EDUCATED SMOKER ANY MORE THAN THE 

$ 

il ROUTE APPEALS TO SMOKERS WHO 80 TO 




o 

z, 

< 



22‘1|Jls^*Thi way for young people to get ahead in 
L a-^^LIFE IS TO* • • •* 


' Smokers ’ 



Total 

ims 

551 

Total 

92 

57 

HS OR LESS* 

31 

69 

Past HS 

68 

31 

In College 

65 

31 


•May include H$ students who plan to attend college* 
SOURCE; Yankelovich Monitor, 1980*83 combined* 
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LEVERAGE IN MHOfiRAPHlC SHIFTS <CONT*D> 




These ou*htH>|*>le results suggest that currently, there are 
THREE REV fifcToitS WHICH HAY RE LEVERAGEARLE AMONG YOUNGER 

adult shojCmJ^ the mid-1980'si 


WHO ARE LIKELY TO EQUAL OR EXCEED HALES IN 


HICH ARE KEY TO FEMALES, RUT HAY ALSO fel MELD 
, SHOULD RE HORE LEVERAGEARLE THAN LAR6ELY 
ANTS’ 


SSARtLV 'FEMALE RRANDS* 


OKERS AFFORD POSSIBLE LEVERAGEARILITY OF 
raJed C0DIH£SS/MenTH0L/FF IENEFITS AS WELL AS 
HERTS* 


fHE NoH*COuLEGE SMOKER IS THREE“FOURTMS OF THE TOTAL YA 
TARGET, A TREND WHICH APPEARS TO STILL RE EVOLVING* THIS 
SUGGESTS THAT WANTS, EXECUTIONS, CUES AND SYMBOLS WHICH 
SUIT THE HON'COLL EGE IDENTITY MAY RE HORE LEVERAGEARLE 
AMONG YAS THAN THE COLL EGE’OR1ENT ED OPTIONS* 


Less quantifiable but perhaps more meaningful is the content 

OF YOUNGER ADULT SMOKER LIFESTYLES, ATTITUDES, AND VALUES — 
THEIR MINDSET TODAY. 



U1 

K> 
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DIFFERENTIATING YAS TODAY FROM YESTERDAY 



• We are 


• We hav 



'ORE OFEN ABOUT EVERYTHING 


ch FREEDOM 






** WE W$f^ NEED TO REBEL 
zmm 6ri^^^a*ter — more options ('frivilibes') 

ATTITUDES ABOUT BEX 

Po i.| : .XIvSJP HARRIED, HAVE BABIES AS YOURB . 

f""* ('fESPO^SIBILITlES') 

* -WEa ' In^^^GS AND DRINK TOO HUGH 

WfUT WlftR|fc*l|EDOM, COMES STRESS 

£r j_ 

:* Rew^^^le FOR CHOICES 
MAIpmSTAKES EARLIER 


N It COING TO HUSTLE FOR THE MATERIAL THINGS 


b -Dur ge 




EXPENSIVE TOYS — NOT SAVE THE WORLD 


• Byword of the generation • goals. We don't resfect feers 

M/O GOALS BUT ALMOST ANY GOALS WILL DO 

• The 'Older Generation* is in a rut. 
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mu m 


• NO REBE1LS0N-*N0 GENERATION GAP 

-- Parents' srands OK 
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hlimwmm WITHIN YAS TODAY! fUBYAS VS* SHIICHERS 


NEXT SECTION, WE WILL II TALK IN® ABOUTt 

OLD SHOKERS • FUBYAS 
A OLD SMOKERS • SWITCHERS 



Throughouvth 
18 * 

21 - 




Not ONLY HAV1e21 year olds already chosen their FUB, but their 


I H0 ; %EH AV10R IS MARKEDLY DIFFERENT* 

NFO Net Switchings 1976*83 

lfc2Q ZlzZB. 

Mr *s*98 + 1.39 



a 


TjiXAL^p. Morris 



+ 7*82 

* 13*80 


- 1*67 

♦ 3*06 
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t Iff MEANING AND NATURE TO FUBYAS 


• The difference FUBYAS v». SWITCHERS 


• Re.vevahce to harketino 



r H 


£ 



jELONG I NG 
EING DIFFERENT 


^“HlFNARD STRIVING 


C1TEHINT 
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which -1 


there? 

Sjr *<% • •, Iv *•-. 

w-‘ ’ •<• 


anger Adult SaoV.crs (FUBYAS) presentation 
arketlog Sciences on November,14,'1984, 
This, meeting has been moved \ to. the large 
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September 17, 1964 



R. C. Nordine 


FROM; 


D. S. Burrow* 


SUBJECT: 


FACTIONAL ANALYSIS 




Attached 1* 
tenets. It 


mb jr 

.73*ry of basic Transactional Analyal* (TA) structure and % § 
ul|ty but easy reading. ® 


Note that the^rl^ 
but negative 
negative acr<p^iil 
payoff: negative 
.stroke* froeiPIfli 
^pena j^^ onta^-aWt 


adwftlaing 
phase of th 
In the Jowr 


Ing Motivation Is “getting strokes* — positive If 
tter than none. In fact, some people can only handle O *> 
I Thua “rebellion* as a reason for smoking can have a ds»||iS 
strokes fro* parents, school, etc* and, perhaps, poaltl'S “ 
1 "rebels" aaong peers. This fits your ides that social 0 g 
A (e.g., by achoola) is likely to discourage rather Chafe k 



(on TransectIona) could relate to the messages deliver*} 
a* between Individuals and nay not ba aa pertinent torn 
t aa later on, except for the Idea of congruence dlscuaS* 
dvcrtlalng Research article you‘ve already seen, g 


g. Diane S. Bur feeuest# 

Karkoclng t^elopn^nt Department 
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SUCCESSFUL MARKETING 
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YOUNGER ADULT SMOKERS 


?®|fE CAN DO lfLX^tHERS HAVE)* 


2* HOW WE CAN 


P 


lRT 




Basic Principles 
g on Target (Differentiation) 

GROWTH SECTORS ( LEVERAGEABILITY ) 



Know the ‘P arget Snside Out 
|t Trends 
Iets 


Make It Look Right to YAS Eyes 
"Segments" YAS's Know 
Cues and Symbols 


3* The Bottom Line 
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Produced to Federal Trade Commission pursuant to subpoena 
dated June* 6, IV97. 




1. WE CAN DO IT — OTHERS DID! 



TWO EXAMP )F BRANDS THAT DID IT — AND HOW : 



1* Jack -- the Marlboro of Bourbons 


I P$P&t£CT£D POSITIONING AND EXECUTION 
• L&Md STENT, LONG TERM MARKETING EFFORT 


erV- Turning a big brand around 
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Produced tii Federal Trade Commission pursuant t<» subpoena 
dated June 6, IW7. 





JACK DANIEL'S 

M*t ar ALL »OL*fc* IAutl 
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Age says Ji 
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ource: Maxvell Data (1983 Estimated) 

AN1 EL 'S IS 

F THE CLEAREST EXAMPLES OF SUCCESSFUL 


DOUBTEDLY 
RKET1NG IN kjaEdL 1 N 1 N G CATEGORY.* 


3 

a 

•II 


S i 


Ll ■$ 

■D S 

2 5 

— ie 


l; 

V 


s sales ga^nS T hroughout the 1970 * s averaged 151 growth 

AR, MORE THAN TRIPLING ITS VOLUME OVER THE DECADE* 


■? 

PER I 


ROSE FROM #9 AMONG BOURBONS IN 1974 TO #2 BY 1979 AND HAS 
NCE RUN NECK AND NECK FOR #1 WITH JlH BEAM, THE LONG TIME 
ET LEADER* 

JD MANAGEMENT SAYS THE BRAND WAS AFFECTED IN 1983 BY PRICE 
SENSITIVITY 'WITHIN CERTAIN SEGMENTS WHICH HAD BEEN AN 
EXPANDING PART OF THE BRAND'S FRANCHISE*' (LlQUOR INDUSTRY 

Marketing, 1984, P* 46) 

We suspect that those 'expanding segments" were younger ADULTS* 
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JD's age profile also resembles Marlboro's and suggests that 

THE BRAND'S GROWTH MAY BE A FUNCTION OF AGING AND BRAND 
LOYALTY, SIMILAR TO MARLBORO OR NEWPORT (WHEREAS JlM BEAM IS 
RIDING THE HEAVY CONSUMPTION AGES). 

Brand Used “Most Often" (SMRB) 

_ JACK Mmill _ 
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|RINKS RATHER THAN USUAL BRAND BASIS, 
OWS AN EVEN MORE DRAMATIC SKEW FOR JD- 
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JD targets younger adults, although its original idea in 1954 

WAj5 INTENDED TO CAPITALIZE ON MIDDLE-AGED MEN'S NOSTALGIA FOR 

mom's apple pie"* 
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RATEGY HAS ENABLED JD TO DO EXTREMELY WELL 
D, AFFLUENT 18~5A YEAR OLD MALES* -- 
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MALES 'BY WHOM IT IS PERCEIVED AS A STATUS 

8/A/80 ) 
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• JD IS TO BE SEEN AS *7H£ MOST CAREFULLY HADE, HIGHEST QUALITY, 
S^PE RPREMIUM BRAND OF AMERICAN STRAIGHT WHISKEY ON THE MARKET*' 

U 8/4/80) 
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"He HAVE I4AD A FIRM POLICY OF NEVER DISCOUNTING OUR PRODUCT 
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WRITTEN IN 1955 SAID THE JACK DANIEL'S IMAG| 
SOFT-SPOKEN RESTRAINED PERSONALITY THAT £ 

CAUSE IT NEVER SEEMS TO TRY TOO HARD*'* ( AA I 
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DE IT RIGHT IN THE GOOD OLD DAYS 


D CAMPAIGN ^CONVEYING THIS MESSAGE APPEARED IN 1954 AND 

'T MOVED MORE THAN AN INCH OR TWO IN 25 YEARS •" (AD AGE 
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JD IS A TOP SPENDER AMONG BOURBONS, BUT IS ABOUT MATCHED BY 2“3 
OTHER BRANDS« ITS "SHARE OF VOICE* ROUGHLY EQUALS ITS SHARE OF 

ALES* 

AD EXPENDITURES (Magaz ine/News/OOH) 

m 




Dollars (MM) 

Share |qf Bourbon 
Spei 
Sale! 
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im 

*5.0 


emphasize^ 

HER BRAND•j 
NEWSPAPERS 
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AZINES, BUT SPENDS MORE 00H DOLLARS THAN ANY 
IKE ITS COMPETITORS, IT HAS NOT TOUCHED 
IVERY RECENTLY • 
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* Younger Adult 

J 

^ * JD PUTS MORE "PAGES' IN ROLLING STONE THAN ANY OTHER 

M book (1982). 

“ The likes of Games , Discover , and Mother Earth News , 

WHICH OTHER BOURBONS RARELY TOUCH* 

-- 'Premium' 

- Double other bourbons' exposure in big business (e*g* 
Fortune) and educated upscale (e*g*. Harpers . Atlantic ) 

■ Low EMPHASIS ON 'TRADITIONAL* BOURBON VEHICLES LIKE 

Sports Illustrated or Southern Living* 

■ No Black books- 
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Promotional merchandise, especially clothing, is a major element 
in JD's marketing program* 


i 



pm® i! 


T 


items are marketed through the 'Lynchburg Hardware and 
neral Store', which is headed by a Corporate VP* 


A VP - Brand Advertising 


\ VP - 'Lynchburg Hardware 
N t General Store' 




>*>Jl ynchburg 
/eara^s* 


l?Iarketing 



RUNS ITS OWN SEPARATE, NATIONAL CAMPAIGN 
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! JACK u'^NIKL'S 
FIELD TESTER SHIRTS 
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JACK DANIEL’S 
FIELD TESTER CAP 
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JD IS AN example of a viable positioning, executed in a 

If 

NON-STANDARD BUT AUTHENTIC AND UNPRETENTIOUS WAY, WHICH REACHES 
YA CONSUMERS NOT ONLY THROUGH THEIR BOOKS, BUT BY CONVERTING YA's 
INTO WALKING BILLBOARDS* THEY STARTED WITH A GOOD IDEA AND STUCK 



ST, IS A STORY OF HAVING TO RE-THINK THE YA 
G GOT ROUGH. 
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Produced tv Federal Trade Commission pursuant to subpoena 
dated June 6, 1997. 



• Budweiser lost market leadership to Killer in 1978. although 

THE HANDWRITING WAS ON THE WALL BY 1976/ WHEN IT GOT A 4'POINT 
wallop prom Miller- 
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I’niduecd to Federal Trade Commission pursuant to subpoena 
dated June ft, 1997. 







• 'In 1976, A-B realized that to get the 18-29 market, they 

WOULD HAVE TO DEVELOP PLANS SPECIFICALLY FOR THIS SEGMENT*' 

In 1977: 



A NATIONAL 'TEST* COORDINATOR FOR COLLEGE/YOUNG ADULT 
FIELD-MARKETING WAS HIRED WITH A BUDGET OF SIMM* 

THE DECISION WAS MADE TO CREATE SEPARATE YA VERSIONS OF 
Bud's 7V, radio, and print campaign* 

ERY YEAR SlNy^977, A'B HAS INCREASED ITS YA COMMITMENT, 
ch reachedQl8 JSTAFF AND $10MM BY 1989* 
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Produced to Federal Trade Commission pursuant to subpoena 
dated June 6. 1997. 




• Despite steadfast and increasing commitment, it was 1981 -- 3 

TO k YEARS -- BEFORE BUD CAUGHT fllLLER AMONG YOUNGER ADULTS. 


REGULAR BRAND USAGE 



Budweiser 15 -> 26 

High Life 22 <- 9 
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!• They appear to have upped their overall advertising* 


y \ , 
i j 

; 


i W . 


B|jd almost doubled its 'share of voice* in the industry 
^ESSENTIALLY HATCHING MlLLER FOR THE FIRST TIME IN 1982)• 


(Kag/News/OOH/TV/Radio) 
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PER SE WAS NOT THEIR PROBLEM 

5 

THEIR PROBLEM. 


REG* BRAND USAGE 18-29 
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2. They heavied up field marketing and promotions 


• Their label (a YA strength) went on pillows, T shirts, 

EVEN JEANS* 
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Attractive Pkg* 


Campus eve|its^bar nights, softball teahs and street 
SCENES -- yS^G THEIR COORDINATOR AUTHORITY TO IMPLEMENT 


| SCENES THEIR COORDINATOR AUTHORITY TO IMPLEMENT » 

a AS HE SAW M^WITHIN GUIDELINES) TO CAPITALIZE ON A FIELD \ 


OPPORTUN 1 T' 


SOST OVERNIGHT* 


>&bs7 . 



THE YA WERE, IN SMALL AS WELL AS BIG WAYS* 
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3* They didn't reposition the brand, they re-executed it for the 

YOUNGER ADULT MARKET• THEY LEFT THE COPY AND CHANGED THE 
MESSAGE • 




Bud produced special TV spots for YA-targeted shows, 

STARTING ON SATURDAY NlGHT LIVE WITH "TASTE Bud* “* AN 
IMPROMPTU-LOOKING AD WITH PEOPLE DRESSED AS TASTE BUDS IN 
A GIANT MOUTH, TOSSING BACK PIZZA INGREDIENTS WHICH WERE 
WASHED DOWN BY THROWING THE PRODUCT IN THEIR FACES* IT 
LOOKED LIK^PApT OF THE PROGRAM* 



Today *Foi 

A STRA1GH' 
Do' CAN Mf 



JS You Do* IN THE GENERAL HARKET IS TREATED AS 
N INSPIRATION LINE* BUT FOR YA 'ALL YOU 
(YTH ING* 
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JDn radio, 

S SON^^- N 
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iUD COMMERCIAL IS NOT A JINGLE BUT A ROCK 
EAR OLD, POPULAR ROCK SONG, BUT ONE FROM 
EAVY METAL ALBUM ON THE RIGHT STATIONS* 
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Produced to Federal T rade Commission pursuant to subpoena 
dated June 6, 1997. 



Oh the bottom line, YA perceptions of Bud die CHANGE 
In 1980, Miller had the key perceptions on its side- 
• ALL PRODUCT PERCEPTIONS 


"youthful* IMAGE 



1 PEER PRESSURE 



TOULINE 

Pl $_ar Person 
Confident 

E SJ I 6 E 

HIrn/Youthful 


_Bi)X>-- 




x-x-Ts: 

0K40 

i :s r . 



Bum 

LAR 


r i or Taste 

93 

-> 

65 

Smooth Taste 

48 

-> 

69 

Full-Bodied Taste 

SO 

- > 

65 

Light Taste 

33 

-> 

59 

High Quality 

S6 

-> 

67 


Value 

Good Value 37 

Frequently on Sale 36 


YA REG* BRAND SHARE IS 


■> 22 
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By 1983 , Bud HAD ACCOMPLISHED 3 KEY CHANGES: 


1* Differentiation of Bud's superiority as a beer with eull’ 

BOH I ED TASTE (NOTE THIS IS NOT OPPOSITE TO 'LIGHT'). 


j Product qual ity perceptions which mean 'good value' 
REGARDLESS OF PRICE* 


A The side benefit of peer PRESSURE 



M 


CHANGE. 


BUH Hlfih I IFF film Hlf'HJ,j|£ 
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%mkmi 



PE R ! OR TasI 
ooth Taste 
ull-Bodied Taste 
ight Taste 
h Quality 


Value 

Good Value 37 

Frequently on Sale 36 

VA REG- BRAND SHARE 16 
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h paid off with younger adults and jt paid off in the total 

MARKET • 



0%. 

Bud did it -- learned to do it* 


We can do it, too* 

HOW CAN WE DO IT? 

i 
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HOW W£ CAN DO IT 

BASI C P JUNCIPLESJ i PftimiOR y 

in THE Ya OPPORTUNITY ANALYSIS, WE IDENTIFIED KEY THEMES IN THE 
y ^SUCCESSION OF MAJOR FIRST USUAL BRANDS OF THE PAST* In ESSENCE, 
HE\E THEMES WERE; 


Being "In Iune * pr ."Out Df J UNE". 



A SUCCESSF 
BRAND BECO 
AS WANTS 
EXECUTION* 

Example : 

belli ous 

^MERgSWl' wi 




fST USUAL BRAND BEGINS TO DECLINE WHEN ANOTHER 
BITTER *1N TUNE" THAN ITS PREDECESSOR WITH THE * 
TIMES . IN TERMS OF PRODUCT, POSITIONING, OR I 


RO'S UNSMILING COWBOY WAS BETTER ATTUNED TO T§E 
ER-CH1LD I960' S THAN LIGHTHEARTED "ALL J 

N* 



.8 - 

£ 'O 
z •£ 
r Z 5 

■S ■£ 

£ 1 



R LESS) "IN TUNE" HAS BEEN MORE A FUNCTION 0F2 
HANGES IN ^A-WANTS THAN CHANGES IN BRANDS- THESE CHANGES IN? 
WANTS HAVE BEEN TRIGGERED OR PROPELLED BY CHANGES IN | 

XTERNAL FA&i&A$ # WHICH; | 

I 


DIRECTLY AFFECTED SMOKER WANTS (E-G*, THE RUSH TO FILTERS 

AFTER THE EARLY 1950 'S AND WINSTON) 

INDIRECTLY CHANGE SMOKER WANTS BY CHANGING THE DEMOGRAPHIC 
MIX AMONG YA SMOKERS. EXAMPLE: A$ MORE WOMEN SMOKED IN THE 

1940 's, "female" wants became more important and Pall Mall 

ROSE ON "STYLISH LENGTH , ALTHOUGH IT NEVER CALLED ITSELF A 
"FEMALE" BRAND. 

The SUCCESSFUL BRANDS WERE THOSE THAT "CAUGHT THE RISING TREND" 
AT THE RIGHT TIME EARLY- 


cn 

N1 

co 

CO 

cn 

co 

co 


To FOLLOW UP ON THIS LEARNING, WE CAN CLARIFY THESE TWO IDEAS AND 
MAKE THEM MORE CONCRETE AS FOLLOWS: 
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1 . 


H u me - m mmmm 



TO BE IDENTIFIABLE AS YA TO YA's, A BRAND HUST EMBODY 
ELEMENTS (‘'WANTS'') WHICH CLEARLY DIFFERENTIATE THE TARGET 
GROUP FROM ALL OTHER GROUPS* 


Thus, to target YA smokers 18-20 (first usual brand 

SMOKERS), THE BRAND MUST TARGET WANTS WHICH ENDUR1NGLY 

differentiate YA smokers 18-20 from all other groups: 



SMOKERS 21+ 
NONSMOKERS 21 + 
SMOKERS 21-24 
NONSMOKERS 21"24 
NONSMOKERS 18*20 



ON DOES NOT MEAN: 

MOKERS 18-20 WHICH ARE DETESTED BY OTHER 
(They don't really exist and would not engende 

YWAY . 

mV FRIVOLOUS WANTS. 

Y "extreme" propositions* 

FERENTIATING ELEMENTS -- UNIVERSAL WANTS 
NCORPORATED TOO* 



Differentiation does mean: 

- something more specific than just "appeal among younger 

ADULT SMOKERS"* 

BETTER DISCRIMINATION IN SELECTING KEY WANTS AMONG MANY 
WANTS, ON A MEASURABLE BASIS* 
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Product’ll lo Federal Trad?( tmmiissiou pursuant In .subpoena 
dated June ft, 19V7. 
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r Joan 


Obviously, we can leverage (or try to leverage) almost 


NYTHING 



HE KEY POll 
|UCH PAYOFF 


However, is how much effort is required for how 








INPUT 


■> OUTPUT 



HE IDEA OFpiw^hUM L E V E R AGE AB l L 1 T Y IS TO MAXIMIZE THE CHANCE 

IwwiwawBCik 

F A PAYOFF ”.AN DJT H E SIZE of THE PAYOFF* 
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fO 
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OpTJHUM LEVERAGEABIL1TY CAN BE ACHIEVED ONLY ON AN ELEMENT WHICH 

differentiates the target. 



I’mduerd to Federal Trade Commission pursuant to suhpoenn 
dated June b, 1W. 






RESULTS WILL BE OBTAINED FROM A PROPOSITION (lEVER) WHICH 

^ITALI2ES on the existing beginnings of momentum/grow | NG 

A N T S • • • 






o 


A# 










Up at least! 
} IN THE put! 


:NTIAL MOMENTUM (WANTS WHICH ARE LlKELV TO 
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t'niduevd Ut Federal Trade Conimiviion pursuant to subpoena 

dated .lniK*<i, IW. 






It is also uhdesireable to leverage wants which are declining- 


This can be nonproductive- 
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For example, a brano could earn FuBYAS resentment by leveraging 

AN "in' TREND which IS ALREADY "OUT* * PRESUMPTUOUS! 
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Leveraging wants which are stable (differentiating but fiat) 
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These 3 'principles' 






Differentiation of the Target 
Optimum Leverageability 
Meaningful Brand Difference 


to guide, not magic formulas. 




SxMnsv-v. 


To 



mmm 








THEM TO US 





|1S LEVERAGEABLE 

s 

^among ya smokers today? 
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1- LEVERAGE iH rtARKETPLACf TRENDS 


A. Virile/FF 



• In TERMS OF CIGARETTE CHOICE, YAS ARE BEST DIFFERENT I ATED 
FROM OTHER SMOKERS BY THEIR AFFINITY FOR FULL FLAVOR AND 

Virile smokes. 







Virile 
Full Flavor 


Source: Tracker 


FIRST HALF 198^ 

ib-2m _ia±... 

"soTin 37.5 

50*9 43.0 


? 

& 


s 

n 

3 

£ 


OR OR TASTE , AS A CENTRAL FEATURE FOR A BR/&D. 

PPEAR LEVERAGEABLE AMONG WHITE YOUNGER ADULTS? 
IS DECLINING. IT MAY, HOWEVER, STILL HAVE SC&Ml^ 

among YA Black smokers- 5 -I 




18-29 

TRACKER SHARE_ 

■S *5 

2 4 
e- ^ 

1 m 

iflfil 

mi 

mi i 98 fui 

tiki 

53.9 

52-8 

50.9 

52.3 50.9 

-|. 5 

68.2 

67.5 

71-5 

76-9 76.3 

♦i-i 


This fits with the general performance of Newport vs- 
Newport Lights and Marlboro vs. Marlboro Lights* 

• The Virile concept still appears leverageable, except 

THAT ALL OF THE SEGMENT'S GROWTH COMES FROM MARLBORO- 
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1- LEVERAGF IH MARKETPLACE TREUDS (Cont'd) 


B. £ai 
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P® 


Among White YAS y FFLT has been growing, but more slowly 

IN RECENT YEARS* 

_THACKER SHARE 18-29 _ 

im im mi mz im imii 


FFLT 

This FF| 

1 NTERESJ 
EMPHAS l| 
HAVE Mol 


\ i 

'mMM 1 


1 39-3 39-8 41*3 40-6 42*4 


+ 5.3 


iEND DOES NOT APPEAR TO DERIVE FROM CONSUMER *S 

X 

'low tar' per se. Despite continuing implied 

THE FTC, 1/4 OF BOTH TOTAL AND YA SMOKERS i 
ROM 'AGREE' TO 'DISAGREE' ON THIS POINT SINC 


: '*Tot T 

IN THE 

Health' 
Smoke rsi 



Nicotine Cigarettes Represent a Major Step o 
tion of Making Smoking Less Harmful to the 

KEL OVlCH) 


s 




181 

18 *l 




ItlM 



im 

66 

77 


im 

41 

43 


u 

r> 

2 

V 

5 


Chg. ; 
-25 % 
*34 4 
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Among YA smokers, this is clearly confirmed by 

PERFORMANCE OF THE MODERATION AND CONCERNED SEGMENTS* 

_ TRACKER SHARE 18-24 _ 

im mi ml xm iaai i m a m. 


W1 

tsj 

*-* 

00 

VD 

>e» 

cr> 

s> 

<x> 


Moderation 9*6 9*7 9*4 9*2 8*2 7*4 -2*2 

Concerned 5*4 4*5 4.0 3*0 2-4 2-2 -3*2 


• FFLT is becoming mainstream, but probably for the 
positive attribute of smoothness. 
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1- LL Y1RAGE IN MARKET PLACf TRFHD& (Cont'd) 


C» Lqolness/Menthol 



In total, Coolness/Menthol has declined severely as a first usual 
BRAND CHOICE SINCE 1977* 

_ NFO SHARE AGES 18-20 _ 








JWA-S'K/.'JiJjP 

L. 




Coolness 

This decLin 


Le.PL HE 

1$H1T E 
BlACI 

# ^KiKWKjS 

Among Whit 
Coolness, 


i^mmi^imiMLimimiMi mum 

33.S 33.1 30-9 29-7 26-0 24*1 20-7 18-7 

HOWEVER, HAS OCCURRED ONLY AMONG WHITE YA$. „ 



IRACKER-SMRE AG ES 1 8“ 2 4 


s 






ISM 

mi 

IS82 

1983 

mill 

£ H G • 5 

ft 

23.1 

21.4 

20-1 

18.1 

18-2 

-M-9 | 

71-3 

72.8 

73.0 

72-1 

72-4 

'm| 

IE MOVEMENT HAS NOT 

ONLY BEEN AWAY 

FROM 1 

IOLS 

IN GENERAL* 



w' 

V 

l 


TRACKER 

SHARE 

AGES 18- 

-24 

2 

ISM 

mi 

mi 

mi 

1984:1 

Cho.2 

23.1 

21-4 

20.1 

18-1 

18.2 

- 4 . 9 I 

"5 

31.5 

31-5 

30-6 

27.7 

27.7 

-3.8£ 


«© 


1 



iMiULLL 

Coolness 
Menthol 

Among White YAS, the Coolness/Menthol losses are going to 
Marlboro- In the 1983 SDS, 94X of all 18-20 non-menthol 
MOKERS ARE NOW SMOKING MaRLBORO, USED TO SMOKE MARLBORO, OR 
list Marlboro among their 3 favorite brands- The long-term 

TRENDS ON NFO ARE MIRROR IMAGES (DISREGARD LEVEL). 
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N FQ S H ARE AG ES 18-2Q 


miimmLmixmmixmmimi mum 

Coolness 32-9 33-5 33-1 30-9 29.7 26-0 24*1 20-7 18-7 -14*2 g 
Marlboro 34.3 33-6 32-6 34-8 36-4 38*4 43-2 46-7 50-9 +16-6 ® 
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1- LEVERAGE IN MftKETPLACE TRENDS (Cont'd) 


• Among Black YAS, Coolness is molding its own, since Kool's 

MASSIVE LOSSES ARE BEING OFFSET BY NEWPORT 
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TRACKER SHARE AGES 18-24 
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1 ♦20.0 

17.2 

19.2 

17*3 

15-6 

15-9 

* J- 

71-3 

72-8 

73-0 

72-1 

72.9 

+ l. { 

•m* 

-M 

s 

tE 901 

OF THE 

MARKET t 

1 * E • * 

3 

£ 

3 

DIFFERENTIATE % 

OTHER 

SMOKERS 

* 



i 

£ 

m 

C 


TRACKER SHARE AHF 5 LJ*- 

-90 

w 

“O 

p* 

1m 

xm 

1982 


1989U 

Chg ♦ § 






■8 






'mm 

71.3 

72.8 

73-0 

72-1 

72.9 


88*6 

89.7 

91.5 

88-9 

93-8 

-5.2| 


I 


-8 


pmm r 


UJ 

NJ 

l-i 

CO 

CO 

*» 

CTi 


RWI000379S 

http://legacyJibrary.ucsf.ed8(lid'/^nifQf}2tfl)0)^pdtv.industrydocuments. ucsf.edu/docs/lfjl0001 


© 
f J 



)• LEVERAGE IN liftRKETPLflCF TRFNDS (Cont'd) 
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SUMMARY, 


There does not appear to be positive leverage among white 


YA SMb 



on either FF {'taste") or FFIT ("low tar"). 


5 

§■ 


COOLN 
POS i Til V 



enthol/FF propositions still may retain some= 

2 

EVERAGEABILITY AMONG BLACK YA SMOKERS- 1 
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lA.HOMEN smokers slowly gained importance over the last 

DECADE , BUT HAVE HELD EQUAL WITH YAS MEN FOR NEARLY THREE 


YEARS* 


Male 

Female 


m 

13Z& 

54 

46 


lm lm mi wz lm mm 

52 52 51 50 50 50 

4 8 48 49 50 50 50 


It IS Ncjj C4kEAR whether YA female smokers will CONTINUE | 

TO BE A L&IoJth SECTOR, BUT IT IS UNLIKELY THAT THEY WIIlJ- 
BECOME IMPORT ANT THAN MALES* 1 


This doi 



Brands 



IT, HOWEVER, NECESSARILY IMPLY A DEMAND FOR C 


|NALYSIS SHOWS THE MOST SUCCESSFUL FlRST USUAg 
IBEEN DUAL*SEX. X 


YANK fCSy fCH DATA FROM 1975'80, COVERING 18 TYPES OF 2 
PRODUCTslsHOWED THAT THERE WAS LESS INTEREST IN MALE/1 
F£MaI?WnDS of BEER, CARS, AND CIGARETTES (*THE ^ 

CONS® IN LIFE*) THAN IN ANY OTHER OF THE PRODUCT | 

TYPE^^^ C 

'Believe There Should Be Different Products for Men 
and Women* 

Aerie 

x 

Beer 9 

Cigarettes 10 

Cars 11 

18 Product Avg. 58 


It does imply that females and their key wants must be 
GIVEN EQUAL attention IN YAS MARKETING. 
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2- LEVERAGE IU DEMOGRAPHIC SHIFTS (Cont'd) 


B- BS .V5i. College 
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The greatest differentiation of smoking among younger 

ADULTS APPEARS TO BE THE COLLEGE/NON-COLLEGE SPLIT- 
RJR WTA IS NOT AVAILABLE, BUT TWO OUTSIDE SOURCES 
agreIPthat IN 1985 nmmuims PF SMOKERS 1B--2M .mere 



1982-84 

Yahkelpvi.ch 

731 

27 
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dated June 0, 1997. 








2- jJLYL RA&L. 1H DlftQ.GRAPHlC SHIFTS (Com ^p) 


B* HS vs. Col lege (Cont *d) 
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Several sources suggest that this gap has been 

WIDENING STEADILY. 

Yankelovich shows that non-college YA smoker 

IMPORTANCE HAS BEEN GROWING BY ABOUT A POINT A 
YEAR.... 



1980 

1981 

1982 

1983 

(7.9-81) 

lAQim 

(81-RV) 

.(82-841 

7o: 
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711 

111 

30 

28 
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13 
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1 i. 
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n 

+ 3 £ 

s 

5 2 
-2 8 . 
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CHrmPL IES THAT INCIDENCE IS NEARLY TWICE AS HIGH 
AMONGrtHln NON-COLLEGE AND ALSO A GROWING GAP* 




EjJlfi PEYU OPtt CN T . ( YAMCLQYICH) 



18-24 Total 
HS OR LESS 
Past HS 

In College 


1983 

mzm 

100 

125 

6? 

58 
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On NFO, it appears that the gap is similar at ages 
18-20 and has been holding or slowly evolving FOR A 
DECADE. 

. INCIDENCE ..1HDLX.. 
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18-20 Total 

100 

100 

L r 
o 

HS 

131 

145 

\jj 

O 

College 

63 

67 
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2* 


LEYIRAGE IN DEMOGRAPHIC SHIFTS (Cont'd) 
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B- hS vs * C ollege (Cont'd) 

In terms of imagery, 

YANKEboyICH DATA INDICATE THAT COLLEGE IS NOT A KEY 
ASRlfJmON OF THE HS'EDUCATED SMOKER ANY MORE THAN THfc 

1 
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C0LLE| 


i£ ROUTE APPEALS TO SMOKERS WHO GO TO 


22*11 



The way for young people to get ahead in 


► LIFE IS TO•♦•• 


Go To Col leg! LEftBJiJ-S&lLL 


Sm ok ers HT 


Total 

1141 

55X 

Total 

42 

57 

HS or less* 

31 

69 

Past HS 

68 

31 

In College 

65 

31 


*May INCLUDE HS STUDENTS WHO PLAN TO ATTEND COLLEGE* 
SOURCE: Yankelovich Monitor, 1980-83 combined* 
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(CONT'D) 






These quantifiable results suggest that currently, there are 

{THREE KEY SECTORS WHICH HAY BE LEVERAGEABLE AMONG YOUNGER 
^DULT SMOKERS OF THE M I D** 1 980 ' S : 


YA FEMALE SMOKERS, WHO ARE LIKELY TO EQUAL OR EXCEED 


MALES I 


iORTANCE. • * 


pf.. >- > 


• "Wan 

BE H 
L ARG 




H1CH ARE KEY TO FEMALE SMOKERS, BUT MAY ALSO 
Y MALES, SHOULD BE MORE LEVERAGEABLE THAN 
ALE WANTS- 


L 

.. if: 


YA Blac 

PRODUCT 

IMAGERY 


gSARILY "FEMALE BRANDS" 




INKERS AFFORD POSSIBLE LEVERAGEAB1LITY OF 
N?D COOLNESS/MENTHOL/FF BENEFITS AS WELL AS 

:^ents- 




' i 


#• THE NOnRJBeGE SMOKER IS THREE'FOURTHS OF THE TOTAL YA 
jj SMOKER TARGET, A TREND WHICH APPEARS TO STILL BE 

? evolving. This suggests that wants, executions, cues and 

^ SYMBOLS WHICH SUIT THE NON“COLL E GE IDENTITY. MAY BE MORE 

LEVERAGEABLE AMONG YAS THAN THE COLL EGE~OR l ENTED OPTIONS. 

Less quantifiable but perhaps more meaningful is the content 

OF YOUNGER ADULT SMOKER LIFESTYLES, ATTITUDES, AND VALUES 

their mindset TODAY. 
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LIY iRAGE IN DEMOGRAPHIC SH1FXS (Cont'd) 
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These quantifiable results suggest that currently, there are 
three key sectors which hay be leverageable among younger 
ADULT SMOKERS OF THE M1D“ 1980' S : 


1- YA FEMALES, WHO ARE LIKELY TO EQUAL OR EXCEED MALES IN 
IMPORT Al 
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'WANfr$#~fHICH ARE KEY TO FEMALES, BUT MAY ALSO BE HELD|_ 




Not 


YA Biacs! 

product 

IMAGERY 



SHOULD BE MORE LEVERAGEABLE THAN LARGELY 


warily 'female brands' 


KERS AFFORD POSSIBLE LEVERAGEABILITY OF 
D COOLNESS/MENTHOL/FF BENEFITS AS WELL AS 
ENTS • 


53 

■■A 


Ti 

£ 

s 

O' 

c 

I 


■o 

2 


i-* 

I 

k 

JS 

i 


IE6E SMOKER IS THREE"FOURTHS OF THE TOTAL YA 
REND WHICH APPEARS TO STILL BE EVOLVING- THI 


The non 

TARGET, 

SU66ESTS THAT WANTS, EXECUTIONS, CUES AND SYMBOLS WHICH 
SUIT THE NON-COLLEGE IDENTITY MAY BE MORE LEVERAGEABLE 
AMONG YAS THAN THE COLLEGE"OR IENT ED OPTIONS- 
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Less quantifiable but perhaps more meaningful is the content 

OF YOUNGER ADULT SMOKER LIFESTYLES, ATTITUDES, AND VALUES -* 

THEIR mindset TODAY- 
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DIFFERENTIATING YAS TODAY FROM YESTERDAY 
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JUg.w.PUBY AS See "Thfir Generation* vs. The 'Older-Generation' 


We are much more open about EVERYTHING 
We have 50 much FREEDOM 


NEED TO REBEL 

ASTER -- MORE OPTIONS (* PR IV I LEGES* ) 
TT1TUDES ABOUT SEX 
MARRIED/ HAVE BABIES AS YOUNG 
I BID TIES* ) 

S AND DRINK TOO MUCH 

DOM/ COMES STRESS 


Responsible for choices 
MAKE^ m’tAKES EARLIER 






Our gen 

-- EXPE 



ON IS GOING TO HUSTLE FOR THE MATERIAL THINGS 
TOYS NOT SAVE THE WORLD 


Byword of the generation * goals- We don't respect peers 

w/o GOALS -- BUT ALMOST ANY 60ALS WILL DO 
The 'Older Generation' is in a rut- 
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JU FfERENTIMlNG M1THIH YAS TODAY: FUBYftS VS. SWITCHERS 
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Throughout this next section, we will be talking about: 
18"20 YEAR OLD SMOKERS * FUBYAS 
21-24 year old smokers * SWITCHERS 




Not only iJai 
SWITCHING 


:l YEAR OLDS ALREADY CHOSEN THEIR FUB, BUT THE! 
’ I OR IS MARKEDLY DIFFERENT- 




i NFO Net Switching: 1976-83 
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DIFFERENCES WITHIN YA S ON KEY NEEDS 




Its meaning and nature to FDBYAS 


The difference FUBYAS vs* SWITCHERS 


• RelP/Tnc'e to marketing 




• f iv^jf-N eeds 


LONGING 

IBe.ing DIFFERENT 
WARD STRIVING 
C 1TEMENT 
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E LONG 1 NG IS ENORMOUSLY IMPORTANT TO F U BY A$ 

ND THIS NEED DIFFERENTIATES THEM FROM SMOKERS IN OLDER 
GE GROUPS 
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1. S 2. 
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• The NATURE of these needs for F UBYAS 


-- Belonging to the FAMILY (secure) replaced by 


■lONG J NG TO SELECTED 


(NOT AS SECURE) 






G1NG TO SELECTED PEER GROUP REQUIRES BEING 


FROM: 



Family 










Other peer groups 



• For FUBYAS, the 2 are inseparable 


I wmM 
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I* * 2. Belonging and Being Different (cont.) 
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BELONGING : 




Being different VIA 
the GROUP 


WHO ARE WE 
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BEING DIFFERENT | 


Being different as 

AN INDIVIDUAL 
DEVELOPING SELF- 
IDENTITY (TRANS1TIO 
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B£1 O NfilNG AND BEING DIFFERENT (CONT.) 

• flARKEUHS RELEVANCE 

FUEYAS' PEER GROUP IDENTITY WITH IDENTIFIABLE SOCIAL 

Groups provides 



• Spectrum ~ mindsets 

• Spectrum -- cues & symbols 

L DISCUSS LATER IN DETAIL 
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5. 


• What do FUBYAS MEAN when they talk about this need 
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Success relates to TODAY 


Success relates to TOMORROW 





PARTY 

i"COUP" IN FRONT OF 



"Making it" h 

S 

Job, career succj-ss 
Good, great income 
Developing potential 
Meeting goals 1 

s 

Nice home = 6 * 

Many "things* 1 






OST POPULAR 
OST ADMIRED 


IDTNG THE BIG WAVE 
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3. 


UP-KARD STRIVING 


* MARKETING RELEVANCE 



Upward striving motives and therefore cues and symbols 
RELATED TO TOMORROW ARE NOT RELEVANT TO FUBYAS 


YaNK£LOV|CH DATA SUGGESTS TWO FORMS OF FANTASY MAY BE BOT 

DlFF&iil^lATING AND LEVERAGABLE: 




PE INTO IMAGINATION 
GOOD OLD DAYS 
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3- ILP-WArd Striving (cont.) 
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SOURCE: 

£ 

f RM0003819 

& 

h^tp ://l egacy. I i b rary. u csf. ectB/ii 


»-cape Into 1HA61NA11QN (Responsiveness to Fantasy) 


The inclination to deal with life by escaping into 

IMAGINATION DIFFERENTIATES FUBYAS BOTH FROM OLDER SMOKERS 
AND FROM N0N“$M0K1NG PEERS* 



18-20 Smokers Net Agreement : 
Versus 
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EscApI unto Imagination 
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And /^.APPEARS TO BE PARTICULARLY IEVERAGEABLE BECAUSE-SiT 
IS llS©*U|NG* 
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3* Upward Striving (cont.) 


• Ibe -GOOD OLD DA.YS CNew Romanticism) 



- The degree to which FUBYAS find romance in the fantasy of 
* the Good Old Days' highly differentiates them from older 

SMOKERS- 



1&--2Q Smoker Net Agree VS- 18+ $m|kers 
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Jhe graph says younger adult smokers are right when they 
"ESCR 1 RE THE REST OF US AS BEING IN A RUT- 








(CONT. ) 
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EXCITEMENT (CONT.) 



Mrkcting Relevance 

'* For today's FUBYAS, EXCITEMENT is not simply "a good time-" 
“ It is LIVING ON THE EDGE/THE LIMIT. ..or, at least, 
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4. IXCiTEttFNT -> *THE EDGE" 







The desire to live on 'THE EDGE" not only DIFFERENTIATES FUBYAS 

FROM OLDER SMOKERS, IT ALSO APPEARS TO BE A PARTICULARLY 

LEVERAGABLE idea, i-e*, it is growing* 
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Achieve^ 
Am^NTUfe 
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D Ol^IN A CROWD 


^TOlNEl 
Rugged 
Dynamic 
Aggresslv 




FUB VS* SWITCHER 

.D1EEERENCI_ 
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FUBYAS GROWTH 
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'THE Ep gTjj s NOT LIMITED TO MACHO/PHYSICAL DANGER CONTENT -- 

'The Edge' is an image, an idea, and can apply to clothes, sex 

DRUGS, LANGUAGE, CARS, ANY WAY YOU CAN "TAKE IT TO THE LIMIT*' 
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Last -- but su 


RELY NOT LEAST. 
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• LOTS OF 



SUCCESS NEED 


• Closer relationships 


• ANYTHIN! 


We're partners 


EXCITEMENT NEED 


50/50 
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$. ££1 (CONT* ) 




Liberal attitudes toward sex clearly differentiate 
FUBYAS FROM THEIR NON”SMOKING PEERS*•»THEY ARE TWICE 
AS IN TUNE WITH THIS VIEWPOINT* 



1981-1983 Yankelovich 
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5• SEX (cont.) 



RM0003833 

hjttp://legacy.library.ucsf 


A MARKETER CAN SELECT AMONG 5 ALTERNATIVES TO APPLY THIS 
LEARNING: 


AS THE TOTAL MARKETING EFFORT* 


UseNj-LECTED ELEMENTS OF THE MARKETING MIX TO TARGET 


THEH5 THEME TO FUBYAS ONLY. 

IT” 


LEARNING DEFENSIVELY, 1-E-, EXECUTE RELEVANT 

i 

G EFFORTS THAT DON'T APPEAR OUT"OF-SYNC WITH 
IEWPOINT- 
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5. 


• ItLURE Marketing Effort 




For EXAMPLE: 


JmN JIusk Oil 

f-LMAL E S SMA.R1 BD1 



* 1.6 
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2-4 


3.0 
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Business Week 10/22/79: 


HE FIRST COMPANY TO BREAK INTO THE U*S* 
lARKET SUCCESSFULLY in 15 YEARS. INDEED/ 

V/L MERCHANDISING TECHNIQUES HAVE TURNED THE 
ITS EAR* 


WHILE COMPANIES MAY ONLY ALLUDE TO A USER'S SEX 

APPEAL^ SPELLS IT OUT WITH COPY ON BOTTLES/ 
PACKAGES/ AND ADVERTISING DESCRIBING MUSK OIL AS 5 

• 'Passion-arousing' 

• ''Erogenous' 

• "Animal-like" 

« 'Aphrodisiac* 


AND JUST A PLAIN *TURN~ON.' 


'This message appeals to the under 25 crowd/ says an 

INDUSTRY ANALYST- 


SOURCE: 1983 SKRB 
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* liS-E~-S.ELE.CTED ELEMENTS TARGETED TO FUBYAS Q.NL Y 

For example: 

-- T-Shirts are so popular because they are FUN, SELF - 
EXPRESSIVE/BADGES. 





hUC^KQFj THE CLASSIFIED AD SECTION OF ROLLING STONE IS 
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devPted to T-shirts with "sayings." A few tahe onesb 
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time it's love* Next tike it's 120* 

AN I LOVE YOU WHEN YOU WON'T LIE DOWN• 
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• 11.SE THE LEftRNINC DEFENSI V EL Y 



-- Keep in mind that SQUEAKY CLEAN looks good to us 

BUT IS OUT-OF-SYNC WITH THE FUBYAS VIEWPOINT* 


It is 

NOT un 
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• All of these key needs are enormously intertwined. 


" You HAVE SEEN THE INSEPARABLE RELATIONSHIP BETWEEN THE 

NEED TO BELONG AND TO BE DIFFERENT 
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And how| 
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ARE TIE 


needs for SUCCESS, EXCITEMENT and SEX relate 



|SECTION, YOU WILL SEE HOW THESE LAST THREE 

^Belonging and Being Different. 


k 

i 

£i 

3 


s 

s 

£ 

s 

CL 



H 



A few conci 1 

JNTERRELAT ]| 


« 1 

EAS CAN BE CAPTURED FROM THESE NEEDS AND THEg*| 

2 
s 

5 



PS TO SERVE AS RE ADY* REFERENCE GUIDELINES: g 



For the FUEtoM'HAT is CRITICAL is : 


jl* TODAY, not tomorrow 

STAYING YOUNG/not in the rut 
3. ON THE EDGE, not the middle ground 
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• FUBYAS ARE Kill ONE HOMOGENEOUS GROUP 
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SHIS JS GOOD NEWS, BECAUSE THEREIN LIES DIFFERENTIATION AND 
IPPORTUNI TY 
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-- FUBYAS mindsets toward dealing with ufe/with needs 
-- The nature of their needs 
-- The resultant lifestyle cues and symbols 
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• LAUI1QM 


The individual FUBYAS is not a perfect stereotype* He/she 
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DOES NOT EXIST PURELY AS A MEMBER OF ONE, AND ONLY ONE, 
SOCIAL GROUP -- ANY MORE THAN A WINSTON SMOKER FITS THE 

Virile label perfectly on all dimensions- 



Nonethe 



the FUBYAS: 


• READfefeY^LASS IF I ES OTHERS INTO THE GROUPS 


• Know! 


iT HIS 'MEMBERSHIP* IS 
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• PRCV^^jATT ITUD 1 NAL AND BEHAVIORAL SELF** DESCRIPTION 
fwiHIC^UPPORT SOCIAL GROUP CLASSIFICATION- 
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mm soci a l gr oup s pectrum 


t \ • Kith regard to 'Social Group' participation, FUBYAS tend to 
• f UIVE IN A MOVIE 
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FUBYAS SQmUjRQiie.l&ltm 


Jr 

w.. 



aljlbme r. 


oo'Dy Goodies 


? A few T-shirt lines which seem to capture the feeling of the 

SOCIAL GROUPS* 



mmm 


j&m 


:ers 


■ w ;i ' 

A ' PUNKERS 




I-m&I-LlHt 

- None 

(Goody Goodies are boring* 
T-shirts aren't.) 
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It's not whether you win or lose? 

I 

It’s how you LOOK playing the t 


GAME • 


■o 

9 

c 


It's important to have beliefs* 

I believe I'll have another beer* 

If you love something, set it 
free* If it doesn't come back to 

YOU, HUNT IT DOWN AND KILL IT* 


U1 
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00 

VO 

<71 
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VO 


Burnouts 


Time flies when you don't know 
what you're doing* 
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FUBTftS SOCIAL GROUPS SEELlfillfl 


• HflM. THE GROUPS FEEL ABOUT EACH OTHER 









Groups on CONFORMING end of scale view N0NC0MF0RMING 

CROUPS W1T*Kpi$TASTE 



Nonconform 



ROUPS TEND TO RESENT CONFORMING GROUPS 


-- Don't have to struggle for things 


mu 







> ’• 

<v.j, y ...v.v.v.v:: 


All groups 



to admire the most non-conforming groups 
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gft Not wHAt^^lup DOES 
• But what behavior represents: 

-- The 'guts' to not conform 
^ -- Not being saddled with any sense of responsibility 
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£iLBJAS SOCIAL GROUP ffilM 
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\ Why ARE FUBYAS $0 WRAPPED UP IN PADS/TRENDS? 



pmm 


td Fads & Trends are VERY IMPORTANT to them in seve 


RAl WAYS 




They A|F|ciiTicAL to each group's IDENTITY 


t 

X 



* CUES/SYMBOLS 
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1f ®nY groups have credibility to start certain 



YPI 



TRENDS 

clothes *' Preps 
booze -- Rockers 
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Fads & WP&s help satisfy FUBYAS needs; 


• To BELONG 2£ THE 


GROUP 


• To BE DIFFERENT X1A THE GROUP 


• For EXCITEMENT IN BEING JLCi ON A TREND 
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• For success in showing you're in on a t 


REND 
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MIC FACTORS 


>OCI*L CHANGE 


■" ^^raphic mix Changes 

I^^OUACY OF PRODUCT CATEGORY ALTERNATIVES 

— Desire for the new, the different 




• At THIS STAGE--CAILED A BUZZ 


• Examplei Mohawk haircuts in the Village 
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fj^DS/TRENDS (cont.) 


f v 2- as 
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p Smi 






MMi 



' 4 


• To grow/gain HOMENTUM--HUST BE PICKED UP BY LEADING 
EDGE i n OTHER GROUPS 



• Call^^OSSING OVER 

• Perh^^^oftened, modified to APPEAL 

o f the mohawk, UPTOWN 



• Ceiebr:~yI adopts one/magazines show them 


• The 


J 


ICOMES THE FASHION 


• Final step = adoption by the masses 

“* Makes it in Kansas City 
The 'buzz" has moved on. 


r M000385i 

Nttp://legacy.library.ucsf.ed8<!lid'y(s®niKaff2tfli0)^pdW.industrydocuments.ucsf.edu/docs/lfjl0001 


5 

1 


U 

Ci. 


i ~ 

E « 
E | 
a 

W *■» 

H -= 

e I 

H -o 

£ 

w 


1 

“5 

E 


tn 

to 

00 

LD 

A 

ox 

ox 

*> 


Ln 

O 

U 

o 

Nj 

O 

T 

Ao 




£AJ)S/TREMDS (cont.) 
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Thus, though you would hot target a brand to Punkers, one might 
^conJ ider a new brand idea in light of whether or not there is at 
h |ast one group where the brand could first 'seed.* 
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AN ESTABL t S: 
D ON THE 




RAND/ ITS ABILITY TO START A NEW *BUZZ* MAY 
Gj*f$E IT BRINGS BACK FROM KANSAS ClTY. 
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The ability to improve performance depends on the attitudes and 

IEFS THAT SMOKERS 18“20 HAVE ABOUT CIGARETTE BRANDS! 


Does Marlboro's strength in this segment mean that they 






'love 1'*" 


SIMPLY 


Do they 


Ihink that it is the best BRAND , OR DO THEY 





w 


What tyi 


E IT 'BECAUSE EVERYONE ELSE DOES' (WHY NOT?)| 
WINSTON OR IS IT SIMPLY IRRELEVANT? 

LOVE OR HATE CERTAIN BRANDS? 


if THINGS TURN THEM ON OR OFF? 
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aM KIUNG/ADD IMPLICATIONS 


Further research is needed to quantify this learning* 
Specific issues can be identified by end users* General 
issues are: 
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Warn 
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‘ k^k^Kry-fy: 
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;XWM.F\vX-$ 


1* IMP O RT A NCE . Of , V AUlilZiitMlS. (Relative and Absolute) 


2* How-ARE They Expressed in Suckers' Lives 



3* flRCJE 




ASSQ.Ci 






S I N feEsssNfg W T 
ONI TOR IS 
PROGRESS AGA 


.NSURE THA 
M NT 0 ACTION 



s of.Social Segments 


^S..QF...Sm£Q L S./. C UES. 



H OPES 
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fi 
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3 *C 

I OFTEN ARISE QUICKLY AND SYMBOLS CHANGE , A F|B| 
|d. It will also be necesary to monitor 

STRATEGIES ADOPTED* 
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iled Strategic Research learning is integrated 


S AS THEY ARE DEVELOPED* 
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(cont'd) 









rwr. 

tmsmd 





There are several general guidelines that should be 
CONSIDERED IN ANY EFFORTS TO ADDRESS SMOKERS 18*20. 

i Use pull strategies -- draw consumers to the brand- 

Avoid^the hard sell. Feel free to be a little irreverent 

ABOUT jilidBRAND. 


s * 

• rAT, j i|T UT IONAL ADS LACK APPEAL* BE CLOSER TO THE | 


EDGE 



'T CHASE A TREND THAT HAS ALREADY HAPPENED- * 


• A GOOLjyyjJDUCT IS critical but product sells don't work! 
Ayoi dHDioIlem-solution positionings* f 


HONY- For example, ensure executions have 



INTER jhLfeW^l NTEGR I TY IN TERMS OF PREPPY VS* ROCKER LOOKS Xy 

AND AClifeiTIES. £ I 


• AVOID^PRIM DISCOUNTING TACTICS* 





• Make 


IARKETING FIT * * 



1* TODAY, not tomorrow 
2* STAYING YOUNG/not in the rut 
3* ON THE EDGE, not the middle ground 


SEE THINGS THROUGH THEIR EYES, NOT OURS- 
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MRKETi NG/tiDD.lMPLlCATiQNS 


H* -Strategy and Execution (cont'd) 



^ I 





r" 











Creative and imaginative executions will be the key to 

IMPROVING PERFORMANCE* 

RJR'S CHALLENGE IN ADDRESSING THIS ISSUE PROBABLY LIES IN 
ESTABLISHING THE RIGHT PROCESS RATHER THAN SIMPLY CREATING 


SPECIFIC 


POSS1BL 



Choose 

RELATE 
DYNAMI 


10N1NGS AND EXECUTIONS* 


CESS : 


UGH SMOKERS TO ENSURE THAT WE FIND A REAL 
P WITH A "COMMON MIND-SET' WORTH PURSUING. 


k 

£ 

.a 
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C 

Ti 

a 

A, 

L. 

a 


ECIFIC 18-20 SMOKERS WHO ARE PART OF THAT J 
HAVE INSIGHTS AND JUDGEMENTS ABOUT PEOPLE | 
E THEM. Use AS a PANEL TO HELP PROVIDE t 

“O 

FEEDBACK AND DEVELOPMENT EFFORTS »•• £ 


t*- 

S 


?5 

■a 


PRODUCT PROMOTION,, ETC* 


£ 

v 

V 



(TIV E PROFESSIONALS (AGENCY OR OTHERWISE) WHQg 


HE TARGET HIND _ S ET AND CAPITALIZE ON GROUP 3 

■s 

TWEEN THE EXPERTS AND THE PANEL* l 




• USE THE RESULTING SYNERGY TO BE CREATIVE AND IMAGINATIVE 
WITHIN RJR MANAGEMENT GUIDELINES* 
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BARKEHU6/HDD IMPLICATIONS 


II- Strategy and Execution (cont'd) 





te td 










0m t 


A PROCESS FOR DETERMINING EFFECTIVE STRATEGIES NEEDS TO 
BE IDENTIFED. KEY PROBLEMS MUST BE OVERCOME: 

A ^SEGMENT AT ION BY DEMOGRAPHICS, SEGMENT, OR CATEGORY 
1 ADEQUATE BECAUSE SMOKER MINDSETS GO BEYOND 


T&SE^BOUNDARI ES 

f T" 1 



ZONING AGAINST 'DRIVING MOTIVES' 


BELONGING 


2 

5 

J- 

P 

Si 


ENCE, UPWARD STRIVING, EXCITEMENT AND SEX 
SSE PROBLEMS, SINCE THESE WANTS FORM A TlGHTL'l 



UNDLE TO 18-20 SMOKERS* |T IS SOMEWHAT 
FICIAL TO SEPARATE THEM -- TO PICK ONE AND 
ilY VIOLATE THE OTHERS* 


J-ART OF AN EFFECTIVE STRATEGY MAY BE AS MUCH 
AS THE MESSAGE ”* FIELD MARKETING, SPECIAL 
f ENT§f, ETC*, AS OPPOSED TO MAGAZINES* 



£ 

I > 

• 7 . £ 
r. 


\ 1 



It 

1 


uIt CIRCUMVENT THE PROBLEMS THAT MAKE BOTH R JR | 


■5 

IR ADVERTISING AGENCIES INCREASINGLY OUT OF £ 
TOUCH* AS YOUNGER ADULT SMOKERS BECOME INCREASINGLY 
NON-COLLEGE AND NON-PREPPY, THE ATT ITUD1NAL GAP 
BETWEEN MANAGEMENT (EVEN AT LOWER LEVELS) AND 18*20 
SMOKERS IS LIKELY TO WIDEN* THIS MAKES IT HARD TO BE 
CREATIVE AND IMAGINATIVE IN A RELEVANT WAY* 
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HARKET1H6/HDD IMPLICATIONS 


II- SlBATE CY A ND EXECUTI O N 








There are major issues/trends that must be considered in 
determining the best directions. In some cases, further 
research is needed. 



1. 



4. 




s SS SEGMENT (AND MENTHOLS) SEEM HEADED FOR 
LE DECLINES IN SHARE. THE BUSINESS THAT IS LEFJ 


INCREASINGLY BLACK- 


J SMOKE -- THE MARKET IS LIKELY TO BECOME 


3t 

3 

Si 


INCREASINGLY ORIENTED TO THE VALUES OF NON-COLLEGE S 

ffiMSAWvwivvnfS Jjj 

The SQUEAKY CLEAN LOOKS WILL BE OUT * a 


CKERS* 


S THE KEY COMPETITION, WITH NEWPORT BEING 
IFOR MENTHOL PRODUCTS IN THE BLACK SUBGROUP* 


I *' 

| * 
.» s 


w 

•o 

JS 



1 N MA 
REACT 
THAT 
MORE 
IN A 

GROUPS AND DIFFERENTIATES OUR BRAND FROM ALL OTHERS IN A 
MEANINGFUL WAY* 


-o 


|NG TO YOUNGER ADULT SMOKERS, THE CRITICAL g 

"HEY, they're TALKING TO ME." THJS SUGGESTS 

E POSIT I ON I NG$ AND EKECUT I ONAL THEMES MUST -= 

■o 

ust "appeal" to YAS, they MUST APPEAL TO YAS| 


HAT "DIFFERENTIATES" THEM FROM ALL OTHER 
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Junior level commitment 



'Once August Busch really showed he was committed to 

YOUNGER ADULT MARKETING, DOORS OPENED UP AND NO ONE WAS 
AFRAID TO COME UP WITH IDEAS' BEFORE THEN, THE IDEAS WERE 
THERE BUT PEOPLE WERE AFRAID TO TALK ABOUT THEM. THE 
IDEAS FOR THIS MARKET OFTEN COME FROM JUNIOR PEOPLE* 

They're the ones with the energy to put into field 

MARKETING* BUT THEY DON'T HAVE THE CREDIBILITY SO SOMEONE 
LEVEL MUST BELIEVE IN THEM AND GET THE IDEAS 


AT A H 


TO THE ^TOP^PEOPLE. 
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I 

1 


f NEED 

TO RE^ 

UpR THAT BIG 

PAY-OFFS 

MAY TAKE 

3 OR 4 YEARS TO i 

ACHIEVE 

BOTTof^f 

S^E RESULTS. 

A SOLID 

STRATEGY 

IS NEEDED AS WEl| 



IMPLEMENT IT AND MONITOR ITS PROGRESS* 


For! 


J ? 


WEISER PROGRAM HAS GROWN FROM 1 MAN/SlM TO 18 'Sj - 

S •*' 
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r . 


Mh. 


The ABSOLUTE BtiTTOM LINE IS THE NEED FOR 

1# j # 

Commitment 

- 

Imaginative Strategies and Execution. 

.n. - 




Commitment* 



The follo 
^ew JCork 




UOTES WERE TAKEN FROM THE 'EXPERT WORKSHOP' 
EVERYONE IN THE ROOM SMILED AND NODDED* 




NT COMMITMENT 


" WI THOUT^WV I NG SOLD AUGUST BUSCH ON THE NATURE AND THE 
RISKS CpTotlNGER ADULT MARKETING, WE COULD NEVER HAVE 

p»»9S»M«h 

TURNED ^OU|D BUDWEISER* YOU JUST CAN'T DO IT WITHOUT T 
S U P P 0 R tPjCHFT 0 P MANAGEMENT.* 



Middle 


iEMENT COMMITMENT 


“The problem when you have a good idea for the younger 

ADULT MARKET AND YOU HAVE TO GO UP THE CHANNEL FOR 
APPROVAL IT GETS WATERED DOWN VERY QUICKLY* EVERYBODY 
WANTS TO TAKE RISKS AND BE THE ENTREPRENEUR* BUT WHEN THE 

Brand Manager's job is on the line because he's got to 
SELL A CAMPAIGN TO AUGUST WHERE YOU'RE GOING TO THROW BEER 
AT PEOPLE HIS PRODUCT, YOU'VE GOT TO KNOW AU6UST BUSCH 
YOU START TO LOSE THAT RISKING ABILITY INSIDE* THE 
IDEAS GET WATERED DOWN AND THE COMPANY FAILS AT YOUNGER 
ADULT MARKETING*' 
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BMhD A T T ITUDE 


Conclusions 



*=%£* 







RJR CAN IMPROVE PERFORMANCE VERSUS MARLBORO* THEY DO NOT HAVE 
INSURMOUNTABLE STRENGTHS IN IMAGERY *' FUBYAS SMOKE IT BECAUSE 
EVERYONE ELSE DOES AND THEY DON'T SEE VIABLE, ATTRACTIVE 
ALTERNATIVES. 




There are 

EFFECT I V£L 
IN THEIfi 0 
BE RELEVAN 
SUCCESS S7 
NOT RIGHT! 






OR, OPPORTUNITIES TO USE NONTRADI T I ON AL CHANNELS TO 
H THE 18-20 SMOKER MARKET — TO- REACH THEM, ^PEAK 
UAGE INCLUDING THE RIGHT SYMBOLS AND CUES, j^ND 
IS IS THE HEART OF THE JACK DANIELS AND BUDV^ISER 
AND NO CIGARETTE COMPANY IS DOING IT AT LJ AST 


a 

CL 


TO IMPROVE PERFORMANCE WITH CAMEL, WINSTON, A|l 
CH HAS DIFFERENT STRENGTHS AND WEAKNESSES* 



CAMEL - 

OTHER B 

PROMINtju-to^lT’S STRONG VISUAL IDENTITY MAKES THE BRAND *{j 
I NT ERE S 
NOTICE 
NEGAT I V 


£ £ 

,r a 

—> 

Y 


n 

«- ■=> 



TO RECEIVE MORE POSITIVE COMMENTS THAN OU(| % 
| ALTHOUGH ITS NON-FILTER HERITAGE IS STILL ^ 

AND ■§ 

PeopS 


AND LENDS ITSELF TO SPECIAL PROMOTION. 

• While its non-filter suggests product 

7 


1 


DOES FORM A SOLID LINK TO AUTHENTICITY ANDf 
PRODUCT" QUALITY -- ITS ORIGINS IN THE "GOOD OLD DAYS" IS NOT 


NEGATIVE. 


WINSTON/SALEM -- Ignored more than hated* These brands carry 

THE BAGGAGE OF BEING IN KANSAS ClTY FOR SO LONG AND THE 

USER IMAGE ASSOCIATED WITH THIS* ThE BRANDS ARE SIMPLY NOT 
VERY INTERESTING “- PACK, NAME, ETC* THESE ARE SEEN AS CLEAR 

#2 BRANDS WITH PRODUCT NEGATIVES* 


u» 

to 

H* 

00 

to 

•4 


RM0003861 

fjttp://legacy.library.ucsf.ed8fli(d'/fe®nrtlf{2tfl)0)^pdtv.industrydocuments.ucsf.edu/docs/lfjl0001 


c 

c 


U 



f-UPIH.te 



I 



pRY FEW SMOKERS 18-20 ARE AWARE Of CIGARETTE ADV E RT I S I NG“ -HO W 

they are "positioned"- Brand perceptions are more likely to come 

r ROM USERS THEY SEE- 


TTSTUDES ABTOUT CIGARETTE BRANDS ARE NOT EXTREME IN MOST C A$j£ S 



VEN FOR Ma 


“USUALLY T AwLfjR E NEITHER LOVED NOR HATED- THIS SEEMED TRu| 



/***> JLsJBe OMyfc AT 





SUAtl 


^fES THAT WERE STRONG ENOUGH TO BLOCK A BRAND .SgRE 
™ i “ 

ILjDRIVEN--'THEY ARE REALLY ROUGH BECAUSE THEY f S tt 


. r \ 

I0T F IL T E R E 'THEY TASTE LIKE STALE MaRLBOROS*, OR *THE}^' 

.2 | 

ASTE LIKE CBIW'n'- This may mean our product perceptions KEed 


’0 BE TURNE|“-*freUN D -- AS BuDWEISER'S WERE* 


j«HE MOST SE ^^^ V,TY WHEN 1T C0HES T0 IMAGERY IS LOOKING PHO»Y 
^"*OF TRYING TO BE MORE THAN YOU ARE , SOMEWHAT LIKE THE ROCKER’S 
ATTITUDE TOWARD PREPS- 


A 


Respondents tended to associate brands with their group 
STEREOTYPES AS FOLLOWS: 


• 'Prep" Brands: Players, V- Slims, B&H, VANTAGE, Newport- 

• "Rocker" Brands: CAMEL, KINSTON, Marlboro, and Kool • 


Obviously, Marlboro was 'accepted' in ail groups- 
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